














FISH 
STORY 


$ 

















It's a proud angler who both catches and cooks his trout 


and it’s ath 


rifty wife who freezes the rest for future meals. - 


4 


42% 


MMA ToT = 








442% 


ea, * 
ik 


wep hy 






‘ 
a 





« cota, 






haw 


dealers are using 
this ‘Buy-Line to Profits... 





with the APEX DISH*AMATIC © 0 2 Way 
| ... Lowest Cost Automatic Dishwashing! 


NO WIRING! NO PLUMBING! NO INSTALLATION COSTS! 


Your DISH*A*MATIC ROLL*‘A*WAY appeals to every type of 
dishwasher prospect—apartment dwellers, renters, and home 
owners. It’s the ONLY mobile dishwasher with every feature 
of permanent, installed types! It does a complete service for 
6; has thorough Hydra-jet scrubbing-action, hygienic, double- 
rinsing, spotless air-drying with automatic shut-off at end of 








cycle! Vinyl-coated racks cushion the finest china. All this— a 
\ yet it’s priced to fit any budget! Display and demonstrate it, the 
\ Apex ROLL‘ A*WAY is the turn-over leader in the dishwasher field! 
FAMOUS APEX BUILT-IN TANK P 
Only Apex has this heater storage tank! The DISH*A-MATIC ROLL*A*WAY is featured in the Apex National 
& Fills in one-minute; holds 4-gallons, enough Advertising: “We don’t believe in work for Women” reaching 
for the complete operation 1200- watt millions of dishwasher prospects! Get behind this great campaign 
Calrod unit super-heats water to 190°. Has use Apex tie-in window and store display sets, now available ° 
temperature controlled start 











APEX WASH-A-MATIC Matched Laundry Set 


... SELL its “Double-Load” Continuous Laundering Convenience ! co 












The Apex WASH*‘A*MATIC, and the New, as a unit! With the Apex Matched Laundry 
Matching-Styled Apex Automatic Clothes Set you “WASH a load, while you DRY a 
Dryer (gas, or electric models) “team-up” to load”, there’s no waiting around for one-load 
boost your Spring sales. Sell them together washing and drying! 


SELL the exclusive SPIRAL TUB AGITATOR SELL the Giant Apex Sun-Glow Drying 
les unique pulsating washing action gives jo;> ~& Element. Its purifying Infra-red rays 
gentler, faster washing—thoroughly, safely Wh sanitize clothes, leaving them uniformly 
cleanses worst-soiled clothes or most UY dry and fluffy, without harsh wrinkles 
delicate synthetic fabrics! Saves time, uses . cutting ironing time in half! Ther 
less hoe water, less detergent mostatic control prevents overdrying 





THE APEX ELECTRICAL MANUFACTURING COMPANY 
Cleveland 10, Ohio 


OCX HOUR-SAVING APPLIANCES 


Bret 





ELECTRICAL 
NDISING 


The Cover ... 


PHOTOGRAPH BY DAVE ROSENFELD 


ELECTRICAL MERCHANDISING 


May, 1953 Vol. 85, No. 5 


Published monthly by McGraw-Hill 
Publishing Company, Inc., James H 
McGraw (1860-1948), Founder. Pub- 
lication Office, 99-129 North Broad- 
way, Albany 1, N. Y. 


Executive, Editorial and Advertising 
Offices: McGraw-Hill Building, 330 
W. 42nd St., New York 36, N. Y. 
Curtis W. McGraw, President; Willard 
Chevalier, Executive Vice-President 
Joseph A. Gerardi, Vice-President and 
Treasurer; John J. Cooke, Secretary 
Paul Montgomery, Senior Vice-Presi 
dent, Publications Division; Ralph B 
Smith, Vice-President and _ Editorial 
Director; Nelson Bond, Vice-President 
and Director of Advertising; J. E 
Blackburn, Jr., Vice-President and Di 
rector of Circulation 


Subscriptions: Address correspond- 
ence to Electrical Merchandising— 
Subscription Service, 99-129 North 
Broadway, Albany 1, N. Y. or 330 
W. 42nd St., New York 36, N. Y. 
Allow one month for change of ad- 
dress. 


Subscriptions are solicited only from 
persons engaged in the manufacture 
or sale of household electrical appli- 
ances, television and radio. Position 
and company connection must be in- 
dicated on subscription orders. 


Single copies 75 cents. Subscription 
price in the United States and posses 
ions: $2.00 for one year, $3.00 for 
two years, $4.00 for three years. Can 
ido: $4.00 for one year, $6.00 for 
two years $8 OO for three years 


Pan American countries, and the 
Philippines: $10.00 for one _ year, 
$16.00 for two years, $20.00 for 
three years All other countries 


$15.00 for one year, $30.00 for three 
years. Entered as second-class matter 
August 22, 1936, at the Post Office 
it Albany, N. Y., under Act of March 
3, 1879. Printed in U. S. A. Cable 
address ‘‘McGraw-Hill’’ New York 
Member A. B. P. Member A. B. C 
Copyright 1953 by McGraw-Hill Pub 
lishing Co.,-Inc., 330 West 42nd St., 
New York 36, N. Y All rights re 


erved 


INTERNATIONAL COVERAGE BY 


ELECTRICAL MERCHANDISING—MAY, 








Electrical 
Merchandising 






4D: A McGRAW-HILL PUBLICATION @ 


H. W. MATEER, Publisher LAURENCE WRAY, Editor 


ROBERT W. ARMSTRONG, Managing Editor © ANNA A. NOONE, New Products Editor © MARGUERITE COOK, 
Director of Research @ TED WEBER, News Editor @ JOHN DECKER, Assistant Editor @ N. BLEECKER GREEN, 
Assistant Editor © DIANE DUMBLE, Assistant Research Director © HARRY PHILLIPS, Art Director @ DEXTER 
KEEZER, Director of Economics Dept. © W. W. MacDONALD, Consulting TV-Radio Editor @ TOM F. BLACK- 
BURN, Chicago Editor, 520 N. Michigan Ave. © MARTHA ALEXANDER, Editorial Assistant, Chicago @ MAR- 
JORIE FISHER, Market and Research Assistant, Chicago @ FRANK A. MUTH, Cleveland Editor, 1510 Hanna Bldg. 
@ MARLENE BARAN, Editorial Assistant, Cleveland @ CLOTILDE GRUNSKY TAYLOR, San Francisco, Editor, 
68 Post St. © HOWARD J. EMERSON, Associate Editor, Pacific States, 68 Post St., San Francisco @ AMASA B. 


WINDHAM, Southern Editor @ J. K. VAN DENBURG, JR., Editor, World News @ GEORGE B. BRYANT, JR., Wash- 
ington News Bureau 


HARRY C. HAHN, Sales Manager 
HARRY R. DENMEAD, New York 18 © WILLIAM S. HODGKINSON, Boston 16 @ R. A. WERTH, ED. BRENNAN, 


Chicago 11 @ J. L. PHILLIPS, Cleveland 15 @ F. P. COYLE, Philadelphia 2 © CARL DYSINGER, Los Angeles 17 
@ ROBERT H. SIDUR, Atlanta 3 @ T. H. CARMODY, San Francisco 4 @ JAMES H. CASH, Dallas 1. 


CONTENTS + MAY, 1953 


The National Appliance—Radio—TV Picture 5 


Economic Currents By the McGraw-Hill Dept. of Economics 23 


Ultra High Frequency—A Symposium in Three Parts 


UHF—1: Are You Ready For It? By John W. Carroll 69 
UHF—2: What's Its Impact?... By Ted Weber 73 
UHF—3: Opening a New Market By Tom F. Blackburn 75 


The Right Heats for Ironing Acetates and Rayons 77 
Findings of a recently completed study by the Texas State College for Women 


He’s Selling Air Coolers in a Rough Market 78 


Marketing air conditioners is difficult in Houston but Acme Airco has found ways to make them move. 


They Even Do Their Own Commercials By Frank A. Muth 80 


Modernization, Inc., Cincinnati, advertises its kitchen remodeling service on television 


How To Use Classified Directories 83 


Here is a form of inexpensive but worthwhile advertising that most appliance dealers overlook. 


Are We Using Enough Home Economists?.. By Tom F. Blackburn 84 


A story outlining the pro’s and con’‘s of the home economist’s place in the industry today 


Most Interesting Store in Town 87 


A Madison, Wisconsin, dealer finds that surrounding appliances with interesting merchandise, makes sales 


How Two Dealers Sell Water Systems 88 
Divergent methods of selling water systems are outlined by two midwestern dealers 

They Sell Fans on Service Calls 90 
Talking fans on routine service calls pays off for Piatt Electric of Lodi, Ohio 

Electrical Appliance News—New Products 125 

News—Trade Report 157 

EDITORIAL: MEMO TO UTILITIES Facing Inside Back Cover 








‘ gees ea of $ Sy A ! 
: : es 3 r 4 . ‘ ’ ‘ é , 
. ae 3 P eT Roe. ote : 4 xs sie ae ‘ g : : % 
: x . be ’ Ee ; ta ae £ " f pet ‘ Sy %, $ . i ‘ 
; ss ze 1 ; i a e ; ; t 
‘ag ; } mb ats : z a S : $ 7 
¢ . i r & . : 7 ‘ oe 4 " % Z 
E . i a ba Fy q 
F —, 3 2, as S 3 ti * 





And Here Are 4 Good Reasons Why... 


Count ’em—1, 2, 3—yes, 4. Four sales-pulling are whipping up store traffic . . . stirring up that 
promotions that are packing in prospects for buy now urge .. . getting sales results unequaled 
Westinghouse retailers the country over! Easy to before. Your Westinghouse appliance distributor 
stage ... with every detail “blueprinted” . . . they can furnish you with full details. 


WESTINGHOUSE ELECTRIC CORPORATION « ELECTRIC APPLIANCE DIVISION « MANSFIELD, OHIO 
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This hot store promotion brings dealers large immediate Teaches homemakers how to launder new Miracle Fabrics— 
profits .. . plus a big backlog of potential sales. Enhances Orlon, Nylon, etc.—safely, and at home. A pretested promo- 
store’s prestige. tion that tells all . . . and sells! 


Urge your customers to see our three popular TV shows every week... 
FREEDOM RINGS... Westinghouse STUDIO ONE... MEET BETTY FURNESS 


Ss» 














* MOBILAIRE + WASTE-AWAY + WATER HEATER 
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There's a Perr 


wWlas automat water 


heater to fit any anywhere 


Consumer acceptance of Permag/as proved by 


more than 2 million A. O. Smith glass-lined 


water heaters installed in American homes. 


Sell the automatic water heater your pros- 


pects want... the water heater with 


the ex- 
clusive formula glass-surfaced steel tank that 


A. 0 
ufactures Gas Conver 
sion Burners, Home 
heating Boilers, Warm 
Air Furnaces and Com — 
mercial Water Heater i ) 


Smith also man 











ery home 
wher wants 


_ oA0Seih Peymaglas 


AUTOMATIC WATER HEATER 








can’t rust because glass can’t rust... Permaglas! 


Get the big share of water heater sales in 
your community with Permaglas . . . the auto- 
matic water heater with exclusive sales plus 
features: Glass lined tanks . . . 100°; efficient con: 
trols. Sell Permaglas! 


PERMAGLAS is backed by the 
greatest, most consistent and 
continuous advertising-sales pro- 


motion campaign in the industry! 


mith 


PERMAGLAS-HEATING DIVISION 


KANKAKEE, ILLINOIS 


, SALES: Atlanta * Chicago 4 ¢ Dallas 2 * Denver 2 * Detroit 21 

—s JT Houston 2 * Los Angeles 22 * Midland 5, Texas * Milwaukee 8 

Minneapolis * New York 17 ¢ Philadelphia 3 ¢ Pittsburgh 19 
San Francisco 4 * Seattle 1 * Springfield, Mass. * Tulsa 3 


Washington 6, D.C. 


SERVICE: Chicago 17 * Dallas 1 * Oakland 21 * Union, N.J. 
International Division: Milwaukee 1, Wis., U.S.A. 


Licensee in Canada: John Inglis Co. Ltd. 
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The National Apolance-Radio-TV Picture 


Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors 


The East 








By ROBERT W. ARMSTRONG 


9 AALS RRS LE EEE Ta AS 


First quarter ends on descend- 
ing scale Washers are 
bright spot as appliances begin 
to dominate TV . . . Air con- 
ditioner season off to optimistic 
start 


B> the end of the first week in 


\pril eastern dealers had totaled 
up their March 


business and 


I wer 
ible to analvze 19 first quarter im 
terms that didn’t entirely justify all 


the year’s early optimism 1 pretty fair 


January, a slipping February, a defin 
itely-off March (despite some improv 
ment in the latter half 

Once of the strongest condemnation 
f March busine ind one with the 


was offered by a Wash 
said, “March 


mcome tax, Cal 


most reason 
Pa: 


vas extremely bad 


ington _ dealer who 


tags, personal property tax, govern 
ment lay-offs, and an carly Easter 
people couldn't aftord to buy anythins 
ind we don’t expect much change 
before July 1 when the new fiscal veat 
begins and things have settled back to 
normal 
In New York iid one man, March 
nt ut like i bleating lamb and 
Lost ig, to 
Ni " y illin it 
tent in the ile 
tt t first irte f 195 
| th wd 
! i 1 
f f 
l | iV l b rin} 
nd March, with 
tax headache uffered 
ient. ‘To many thi 
nted an tablished pattern 
in< ne that would figure prominently 
in future merchandising plan 


How I 1 Mar h 


might stack 
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books of 
New York dealers, sales of some items 
in other parts of the East did well 
cnough during the first two months 
of the year to more than compensate 
for a poor third month. In 
Massachusetts, for example, dryer 
January and lebruary 
amounted to about 50 percent of the 
12 months total for 1952. In Boston 


large chain outlet reports business 


up im the minds and on the 


western 
sales) in 


a 


for the period 20 percent ahead of 


1952 and in Philadelphia, according 
to the Electrical Association, two 
nonths freezer ik yere up over 
1952, although dryer sales were down 


Inconsistent Month. March wa 


ist inconsistent cnough to be on 
fusin Examples of the conflicting 
rts that make it difheult to sav it 
ood or bad come trom upstate 
New York. One dealer in Buffalo 
We enjoyed an excellent March 

; 


uc to strong promotional activity, 


ind our figures ran more than 100 per 
ent ahead of a vear ago. Of course, 
ur advertising costs wer up consider 
ibly Klectric rang¢ ind washers 
made a very good showing and refrig 
erators picked up quite a bit. ‘TV is 
about normal.” 

Contrast that statement with this 
report from another dealer in_ the 
ime. city March business fell off 


considerably — here Television was 
down sharply and ranges were quiet 
Refrigeration was fair and washers 
bright spot. We are 
clling refrigerators pretty well with 
our meter plan and_ this 


running ahead 


Wwcre¢ the Oe 


payment 
phase of the business is 
of a vear ago.” 

\ third report, in a 
vs, ““March ippliances 
ind ‘I'V was not quite up to a yeat 
igo but this is usually a quiet month.” 


milder tone 


volume in 


Unanimity on Freezers. Despite all 


these differences in opinion on sales 
n general, most eastern dealers were 
n agreement on one thing: freezer 


iles were quiet. For example, one 
that sale 
Con iderably be 1is¢ 
banks will now food in the 
food-treezer plans for no mor than 


four month \ dealer 1 hi ile 


been only fair; he doesn’t ha 


Philadelphia distributor says 
have dropped ott 


| nnance 


food plan and “don’t want to get 
mixed up in the food busin \ 
Washington distributor who has been 
ncouraged by sales of 

onditioners and 

still down 
ends there rad 
reports show that food plans are on 
wing in Baltimore, with at 
least five firms putting them into a 


retrigcrator 
dehumidifier 
finds freezer 


Lhe unanimity 


the up 


1953 


tion. But out on Long Island there 
are indications that food plans have 
broken out with the failure disease 
which recently swept the West. One 
of the largest and longest-established 
firms, one which has sold over 1200 
units of one make alone, is reported 
to be bankrupt. In similar condition, 


say reports, are some other firms 


IV Steady 


hroughout 


and ‘TV Down. 
most of the East. tele 
holding its own, but one or 
find it downhill. 


Vision 1 


two arcds sliding 


lor example, — thre« Washington 
dealers report it “good, but not sen 
ational In Boston merchants find 
March sales just fair and most Phila 
delphia dealers say that it has been 
moving well” or “holding up.” It’s 

upstate New York that the major 


tv of dealers find a decline, 
1 comments lke, 


expressed 
Velevision is slip 
ing behind white goods,” or “TV 
lid off a bit during March, but whit 
moods started selling better.” 


Great Day Coming. If there was 
iny one appliance that dealers wer 


optimistic about in early April it was 


the room air conditioner. Apparently 
many of them thought it was going to 
ompensate for a lot of other ills. 

his optimism was expressed in 
larger-than-usual orders and supported 
In Washington, 
1). C., for example, perhaps six times 
iS many air conditioners were deliv 
ered to merchants in January and 
February as in the same period last 
year, 

A Washington wholesaler says deal 
ers have been stocking up earlier and 
heavier than usual. In the Philadel 
phia area one dealer who has special 
ized in conditioner 
sales reports that he sold 80 units in 
March partly as a result of a direct 
mail and newspaper campaign which 
has been running since last October 

\ distributor in the Philadelphia 
market is worried already about deliv 
eri No manufacturer,” he 
has been delivering the 
upposed — to Another 
that deliveries are behind, 

that “we have already sold 
more than we sold all last year.” 

Newspapers in New York City have 


by early season sales 


out-of-season all 


SaVs, 


way he is 
wholesaler 
ilsO. Says 


but admit 


been carrying air conditioner adver 
tising since April 1 and one large 
department tore had already run 

ral pages of ai conditioner space 


it the end of the month’s first week 
Dealers from all the East ex 
press a belief that sales will be big and 
many of them report unusually heavy 


buying by 


OVCT 


consumers for so early a 


ecason 


Voice in the Wilderness. ‘Vhe only 
warning note sounded by any eastern 
source comes from a wholesaler who 
says that manufacturers have gone over- 
board. “Evervbody,” he says, 
to be selling cach other.” He raises 
doubts that last summer's sales can 
be repeated easily and declares, a 
shudder to think of what will happen 
to at least 50 of the 76 manufacturers 
in the air conditioner business, pat 
ticularly the newest arrivals, 
summer.” 

Despite this Cassandra note, most 
manufacturers and dealers, too, seemed 
to have good reason for their optimism 
All they would 
need would be some help from old 
Sol 


The Midwest 


“secms 


this 


in heavy advance sales 





By TOM F. BLACKBURN 
LLL LEI I 


Sales trends in a mail order 
chain... How about a 100,000 
watt home? .. . An insurance 
idea in TV repair . . . Proposed 
laws against television 
Round-up of sales 


A GLIMPSE behind the scenes 
L of one of the largest chains r 
veals that the thinking there is that 
we are entering a do-it-yourself era in 
will paint their own 
homes, do their own carpentry work, 
decorating, wall papering, run electric 
extensions and plumbing. Promotion 
wrapped around this idea hay: 
uniformly successful, Reason is plain 
in the high cost of labor, the loss of 
purchasing power of the dollar, and 
difficulty in 


which people 


be en 


the increasing making 
ends mect. 

[his chain pioneered paint 
tools, sale of wiring supplies, 
nuts, self pasted wallpaper, 
(Continued on page 6) 
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Sell the new. low-cost 
Intercommuniecation 


SERIES 1100 


SERIES 1000 





leletal 
Models 


) rop. NEW SERIES 1100 « Teletalk 
) BELOW: NEW SERIES 1000 « Teletatk 
. beautifully styled, walnut-grain plas 
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Tale Mialel mil tela ghest. Yet you can 
at surprisingly 
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Webster Electric Company, Dept. EM-5, Racine, Wisconsin 
Send me full information on the new Teletalk Series 1000 and 1100. 
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plumbing tools, and the like 

Ihe executives are mildly surprised 
that one of their basic appliance pro 
motions—that of selling major items 
it a substantial discount out of season 


is not more widely copied. Three 


times in a row the chain has run “200 
carload” sales in January which did 
a big business 

Future locations of the firm are 


going to be out wher pl nty of park 
ing obtained, and the 


will be 


pace may be 
top” idea of a 
pushed to a fare-thee-well 
he belicf of thes 
that the states of New 


linois are destined to 


one store 


exccutives 1S 
York and I] 


lip economically 


in the coming future in favor of such 
ireas as ‘Texas and California 

Ihis is the feed bag thinking of 
one of the most successful applianc: 
outlets in the country, free for am 
dealer to copy for his own ust 

The 100,000 Watt Home. There 


electrical contractors 
encouraged by ap 
People simply do not 


is a trend among 
that well be 
pliance ce ile 
know what 1 


ha\ 


meant when one spe iks 


of 60 im pert scrvice in a home Con 
tractors feel that every one knows 
what is meant by a 1,000-watt iron, 


ind wouldn't it be better to speak of 
100,000 watt service’ as a_ better 
making the public know 
what kind of capacity a home has in 
the way of handling ippliances? 

One of the ful 
dealers linst 


mcans of 


Chi 
the 
drinking 


says, to 


most succe¢ 


cago comes out ag 
social 


fights, he 
ible pri ( 


id¢ 1 of doing 
while buying. He 
get the po 
customers, and this is out the 
the moment any clbow 


oi) Distributors ar 


ani\ 


lowest 
window 
bending be 
idiots, he de 
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clares, to go to manufacturers’ meet- 
ings, get plastered the night before, 
and have to make their most momen- 
tous decisions with heads as big as 
buckets. ‘The retailer who goes out 
of his store and shops for his cus- 
tomers, with a clear head, is going to 
turn up the merchandise that will 
give him the most business. 


TV Gimmick. Always coming into 
1 store are people looking for a deal, 
and in television the antenna appears 
to be the gimmick that gets the order 
4 $30 antenna, thrown in on a cash 
proposition, seems to get action In 
Illinois one closer is absorption of the 
2 percent sales tax. 

Calculated Risk. A middle west 
television repair club, which charges 
$10 a year for membership, and $1.95 
for a service call, is operating on a 
borrowed from the in 
You’ve seen mer- 
chandise sold on a double-your-money 
back-if-not-satisfied guarantec If ev 
and shot 


unique basis, 


surance business 


eryone bought merchandise, 


it back to the manufacturer, he would 


go broke Insurance men call that 
contingent liability.” It doesn’t mean 
much, however, as experience tables 
show that 95 percent of the cu 
tomers, even if they do not like the 


trouble 
his television repair 


70 to the 


=< 


product, will not 
of returning it 
club has borrowed this contingent lia 


bility idea. A high percentage of its 
members will have only one service 
call a year, few more than two. So 
the owner bases his low charges on 
these actuarial facts, and seems to 
prosper while his competition stands 


round mystified 
Continued on page 
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“AM | TO UNDERSTAND YOU WANT A CLOCK THAT DOES NOTHING BUT TELL TIME?” 


TURN ON YOUR RAD/O 
START YOUR COFFEE 
TIME YOUR TOAST 


DEFROST YOUR 
WREFLIGERATOR 


aM~N uw 
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| HOOVER | 
NOW ONTV 








Production for home and 
for defense. Week in and week 
out, Hoover is producing a 
very substantial volume of 
essential materials for 
the Armed Forces. 
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iting Toi aor 
ae 


GARROWAY 


on “TODAY” 
NBC-TV network 








Ay’ sive 


a. at your 
¥ Hoover Dealer’s 


store. 


GARRY 
MOORE on the 


“GARRY MOORE SHOW” 
CBS-TV network 











Look who’s selling Hoovers for you during May—two of the top salesmen 
who ever stepped before a TV camera. Women know ‘em like they know 
the Hoover name—believe in them like they believe in the Hoover Cleaner. 
Garry Moore and Dave Garroway are showing the Hoover Difference in 
TV homes in your town now—telling about the two great money-saving 
offers that Hoover dealers are making all through May. If you're not al- 
ready in on the deal, there’s plenty of time left. Just get in touch with your 
Hoover manager—pronto! 
THE HOOVER COMPANY 


North Canton, Ohio 
Hamilton, Ontario, Canada; Perivale, England 
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In “Spectro-Matic” burner control, ROPER gives you another 
exclusive feature that strengthens your selling message and 
sweetens the ring of your cash register. When combined with 
all of the other outstanding ROPER benefits (including a 
68-year reputation for superlative quality), “Spectro-Matic” 
cooking becomes a highly-effective sales tool. Ask for the 
ROPER catalog, describing the complete line of brilliant new 
models for all gases. Write Dep't. EM553 today. 





GEO. D. ROPER CORPORATION :- Rockford, Illinois 

offices and warehouses in principal distribution centers 

t . ‘ 
} . 
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Anti-l'V laws proposed. The fly 
by-night gentlemen in the television 
business always cause a rash of trouble 
for the legitimates in the form of 
threatened legislation. Members of 
a legislature always sponsor bills be 
cause they feel they will be popular 
with the voters. What is pending in 
Wisconsin is a sample of the grief 
that can come upon an industry: 

Bill: To require a 180 day warranty 
on television, 90 of which must be 
borne by the dealer himself. 

Bill: To require advertising and 
tagging of exact horizontal and ver- 
tical dimensions of the television 
screen. 

Bill: Prohibiting additional labor 
charge on television repair where set 
fails to stand up for five days after 
fixing. 


How Sales Are Going. ‘I'wo gentl 
men who contrast agreeably are snow 
bound C. M. Baldwin, Minnesota 
Power & Light Co., in Duluth, and 
Charlie Blum, Houston Lighting and 
Power Co., down amid the sheltering 
palm Mr. Baldwin says that water 
heater sales are up 19 percent in hi 


territory; range sales, 74; refrigerators, 


The Great Lakes 








By FRANK A. MUTH 


First quarter sales are good, 
although low inventories hurt 
some sales . . . Freezer plans 
keep sales up in Michigan .. . 
Radio sales are strong and air 
conditioning dealers see 1953 
as “the year” 


W! IH the end of the first quarter 


there were some definite trends 
that dealers could see for 1953. 
Everybody agreed that sales were 
much better than 1952. Traffic seems 
to be very good. Even the bugaboo of 
income taxes didn’t hurt sales much 
for March. A Louisville distributor 
sales manager said early in April that 
white goods were 50 percent ahcad 
ind ‘I'V was about 34 times anead 


CONTINUED FROM PAGE 6 





11; clothes dryer sales 26 percent and 
freezer sales down. 

Charlie Blum reports that water 
heater sales in Houston rose from 359 
in 1951 to 628 in 1952; freezers from 
6,600 to 9,777; automatic washers 
from 15,811 to 21,062; conventional 
from 10,056 to 11,843; room coolers, 
4 ton, from 980 to 1,541; ? ton from 
10,664 to 19,813; television from 
35,295 to 81,427. 

Clothes dryers declined from 1,756 
to 1,685; dishwashers from 2,959 to 
1,662; cleaners from 10,911 to 8,070; 
ironers from 1,502 to 956. 


Distributors Need a Good Word. 
They may not know it, but some dis 
tributors are going to have to do a 
public relations job with their dealers, 
if dealer attitude at a recent open 
forum in Minneapolis is an example 
Almost without exception dealers 
spoke with great bitterness of the 
treatment they were receiving from 
their distributors. The same goes for 
dealers in Houston, ‘Texas Ther 
may be politeness in discussions fac 
to-face but to one who has watched 
the scene for vears, there has been 
decline that will bear pointing up 





Better View. The vicw a_ few 
months ago, for most dealers and dis 
tributors was dull for air conditioners 
Last year, many felt that the summer 
arrived too late (although it was quite 
warm) to really sell the public on ait 
conditioners. ‘Uhey sold all they could 
get their hands on, but the supply was 
wocfully smaller than it is for 1953. 
This vear, with a mild winter, and 
an early spring in many areas (by 
March) air conditioners have been 
selling quite well with distributors. 
Many promotions are scheduled to 
break about the end of April 

In February when they got their 
sales program underway, many dealers 
were very receptive to the promotional 
program their distributors had out- 
lined. As one distributor sales manager 
in Toledo said: We are using the same 
promotions as used in 1952 on just 
about evervthing, but using them on 
a larger and more grandiose scale. 


Inventory Bad. Inventory for many 
yppliances hasn’t been good for the 
last part of the first quarter. In Toledo, 
they have been quite short on refrigera- 
tors, and ranges since the first of the 
year. Whereas in Buffalo there has 
been a serious shortage of double door 
refrigerators, large automatic retrigera 
tors and the standard 9 cu.ft. refrigera- 
tor in recent wecks. 

Louisville reports that the horse 
capitol has a shortage of leader models 
of T'V. Up until the middle of March 
there was a shortage of automatic 
washers and dryers. Columbus is dif- 
ferent. It has a shortage on just about 
everything except 17-inch TV sets. 

(Continued on Page 10 


MAY, 1953—ELECTRICAL MERCHANDISING 


CHILL CHEST LINE . MODELS ‘8’ + ‘15’ + ‘23’ and REVCO UPRIGHTS ‘11' and ‘17' 


EXCITING NEW \,(\(iI/t) UPRIGH 


LARGER CAPACITY...REVCO ‘17'...MORE COMPACT 






































NEW HANDY DOOR SHELVES 
NEW EASY PULL-OUT BASKETS 
NEW EXCLUSIVE SIGNAL SYSTEM 
NEW FEATURES THAT SELL... 





Yes, this great new freezer . . . Revco ‘17’ 
Upright . . . gives you the most modern, 
“slenderized” upright design that’s sure to 
win approval among housewives in your area. 








Its appearance advantage alone, over other 





large capacity upright freezers, is certain to 
capture more freezer sales for you, It is only 
32” wide and 30-3/16” deep overall hard- 
ware. Its 73”’ height makes it easily adapted 
to the most desirable and convenient location 
in the home. 

Among its many outstanding features are: 
refrigerated top, bottom and sides of faster- 
freezing all aluminum food compartment, plus 
two refrigerated shelves for direct contact 
freezing of foods. Two shelves, non-refriger- 
ated, are the new open-grille type for rapid 
circulation of cold temperature throughout 
the interior. 





Easy pull-out food baskets and handy door 
shelves add greater convenience. The new, ex- 
clusive Revco Signal Light System, a highly 
desired feature and not found in most upright 
freezers, adds more sales appeal to help you 
close more freezer deals! 


WIRE, PHONE or WRITE for the name of 


nearest Revco Distributor. Sell the outstand- 





ing 1953 line of Revco Freezers including the 
very popular 8, 15 and 23 CHILL CHEST 
Models and Revco ‘11’ and ‘17’ Upright 
Freezers. See Revco Full-Page Ad appearing 
in May 4th issue of LIFE! 












—— 


REVCO, INC. / DEERFIELD, MICH. 


REVCO UPRIGHT MODEL UF173 .. . Sure to be the popular Seller in your area. 
Join fast growing Revco family of independent appliance dealers who enjoy greater _ 
profits with the fast selling Revco Freezer Line. VS ay 
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Leading Motor Repair Shop 
Finds KLIXON Protectors 
Stop Motor Burnouts 2 Ways 
CONCORD, N. H.: Mr. A. S. Tracy, owner of the largest motor 
| repair shop in his area, speaks from many years of experience 


with motors. 


“I find that KLIXON Overload Protectors have given very 
good protection on motors that come into our shop. The fact 
that they operate on motor temperature as well as current 


makes them doubly effective in preventing motor burnouts.” 


KLIXON Protectors Build Customer 
Goodwill by Preventing Major Repair Costs 


The KLIXON Protectors, illustrated, are built into the 
motor by the motor manufacturer. In such equipment 
as refrigerators, oil burners, washing ma- 
chines, etc., they keep motors working by 
preventing burnouts. If you would like in- 
creased customer-preference, reduced serv- 
ice calls and minimized repairs and re- 
placements, it will pay you well to ask for 
equipment with KLIXON Protectors. 






Manual 
Reset 


Automatic 
Reset 


SPENCER THERMOSTAT 
Division of Metals & Controls Corp. 


2505 FOREST ST., ATTLEBORO, MASS. 









LIxO 


re eT 


































































































































































































One distributor told this reporter in 
mid-March that he has lost a_ half 
million dollars in business since the 
the first of the year, because he 
couldn’t get sets or other merchandise 
delivered. He has been out of ranges 
(over-sold for 6 months) 
tional 
months), as 


and conven- 
(over-sold for 3 
well as IV (maybe a 
dozen sets at a time). The only thing 
he has he says, is freezers and “they 
just don’t sell | 
bus.’ 


washers 


very good in Colum 


Radio Glowing. With the great in- 
terest in T'V in scattered areas of Ohio 
from stations and 
signal Columbus dis 
tributor reported that there has been 
an unusually strong interest in radio. 
It has been the one appliance that is 
selling all expectations. Al- 
though, of couse, the air conditioner 
is moving well, and interest is high, 
especially this early. Everybody ex- 
pects this to be The year for air con 
ditioners 

A Buffalo said 


conditioner season is too 


Hew mcreases in 


strength, one 


be vond 


that the air 
hort in that 


dealer 


The South 





By AMASA B. WINDHAM 


Business high and competition 
higher .. . Florida ups quota by 
10 million . . . Home freezers 
and television lead sales parade 


PPLIANCE sales throughout the 
£% South are still as high as a sailor 
on Saturday night leave. And yet this 
observer of the appliance picture has 
never seen such fierce competition for 
the buver’s dollar in all his observing 
davs 

lake Birmingham, for instance 
Appliance sales in this city are some 
15 percent ahead of last year, inven 
tories are from normal to short and 
is in an extremely healthy 
condition, but look at the newspaper 
ads: “Up to $100 trade-in for your old 
television, radio or phonograph set, 
regardless of age, kind or condition;”’ 


business 


“Free linoleum for your kitchen floor 
with every refrigerator purchased;” 
“Free ironing board and 20 boxes of 
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“In 


have a few 


part of the Great Lakes 
fact,” he states 
days (not more than 10) in which the 
temperature is over ninety. But you 
rest assured we are going to go 
out with all the steam we can to sell 
‘em. Last year there were just about 
1000 sold in the entire city, this year, 
there should be at least 3 times that 
amount sold. And we'll certainly get 
our share of the sales.” 


region 


“we only 


Canh 


Freezer Plan Helps. A southern 
Michigan dealer states that since they 
started the food plan last fall it has 
increased their monthly 
point that is four times what it was 
for the entire years of 1950 and 1951. 
Vhe freezer, because of the food plan, 
is the only appliance that is selling 
up to or beyond expectations. 

“Our advertising has paid off very 
well,” this dealer says. “But the 
ippliance to sell very well during the 
hrst quarter was the automatic washer 
Promotions are pulling just fair. The 
sales for the quarter are good com 
pared to 1952’s first quarter but off 
any other period of 1952.” 


sales to a 


only 






“Paint 
sprayer and shampoo attachment with 
rebuilt vacuum cleaner.” All of 
these ads appeared in the March 27 
issue of The Birmingham News. 


Rinso with every washer;” 


cvcry 


What does it mean? We went 
out and asked the most reliable big 
time operator we could find. “It 


doesn’t mean anything,” he said. ““We 
are just trying to get all the business 
we can.” There you have some kind 
of situation which needs explaining 

the dealer can’t get enough nanx 
brand 17-inch television sets, he’s 
short on dryers, automatic 
washers and one or two other items, 
vet he’s knocking himself out to give 
way the profits on what he does have 


New Dealers Opening Up. Ther 
is no question that this competition 
has been spurred considerably in the 
with the entrance of 
several new retailers into the Birming 
ham appliance field. Other 
imong them Atlanta, Miami, 
phis and Houston, all report 
comers to the And 


1woner;s, 


past 90 days 
cities, 
Mem 

new 


business. vou 


can’t find any dealers closing up, 
either 

What about the state of business, 
then? Well, business was so good 
down in Florida that the Florida 


Power & Light Co., which originally 
set a quota of $53,000,000 in sales 
for its dealers during 1953, last month 
embarrassedly upped the goal to $63,- 
000,000. Among other things, the 
utility pointed out that Dade County 
(Miami) dealers last year rang up 
sales of $219 per residential electric 
customer and were already ahead of 
that mark so far this year 

In North Carolina, many dealers 
who recorded a drop in sales during 
February declared that business 

Continued on Page 12 
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» STAINLESS STEEL CONSTRUCTION that 


means years of trouble-free service 
No funnels, cups or gadgets to fuss 
with. 


2 ” % » LIFT-UP TOP FILLS FROM THE TAP — 
J § » FIVE HEAT SELECTIONS FOR STEAM 
WMO My % IRONING with correct sole plate tem 


No Distilled Water To Buy... 
Saves Your Customers up to $15 a year! 


STEAMS LONGER! 


No Stingy, Drop-at-a-time Steam Action 


CASCO PRODUCTS CORP. 


BRIDGEPORT 2, CONNECTICUT 













Outstanding Quality Features Like These 
Make CASCO, The Iron With A Future 


Mast 


perature for every type fabric 
steam irons have only 1 or 2 

LIGHTWEIGHT, STREAMLINED, MOD 
ERN DESIGN thot means 


effortless ironing hour after hour 


CONVENIENT, “ANY POSITION 


tireless 


STEAMING not just flat on the ironing 
board 


















Super High-Speed 


S 


CHROMALOX 


ays the homemaker. 


Super High-Speed 





CHROMALOK Rocker 


Chromalox makes the new Super High Speed Rocket... 
Sell it for service and replacement and pocket a pretty profit! 


See your Distributor or write direct to 





Make more money and more 
satished customers! Write for 
complete details on modernizing 
all electric ranges with Chrom- 
alox Super High Speed Units 
and Adaptor Rings. 
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EDWIN L. WIEGAND CO. 
7525 Thomas Bivd., Pittsburgh, Pa. 


CinIROM ALOK 


Electric Cooking at its Best! 


the second week of April begins. 
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back on the beam during March and 
looked fine for the next few months. 
| There has been a lot of franchise 
| switching in the Carolinas recently, 
indicating that the restlessness among 
distributors and dealers evident in 
other parts of the country also is felt 
down here. 

In Atlanta and Richmond, sales 
were reported to be on a par with 
last year and were described as “‘pretty 
good” to “excellent.” Automatic 
washer sales are soaring in these cities, 
as are dryers and ironers, 


Freezers On Upgrade. Home freez 
ers have begun to show their expected 
spring spurt. The inauguration of 
several food freezer plans spurred 
sales in many cities, and in Louisiana 
and Florida, where dealers sell ’em by 
the carload, orders for more 
have already been placed. 

he biggest contribution to the 
elling boom, of course, 


carloads 


has been and 
Che present ‘T'V 
small and 
under 25,000 population and 
the South is loaded with its share of 


till is in television 
bonanza is in. the cities 


tow ns 


such places. We talked with an an 
tenna erecting company official re 
cently here in our home town, 100 
miles away from the nearest telecast 


ing station, and he tells us that he has 

been so busy putting up ierials night 

ind day that he is far behind 
he letters UHF have 


sort of magic factor in selling 


become a 
A few 
days ago this reporter sat in on a 


meeting of ‘T'V and radio dealers in 
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New Orleans. The burning question 
was whether to start an immediate 
advertising campaign on UHF sets or 
whether to wait a while and let the 
dealers sell off their present sets. ‘The 
dealers finally decided on an educa 
tional campaign for UHF now with 
a sales campaign to follow later. This 
observer's bet is the selling campaign 
will come sooner than expected. 


Radio Sales Still Downward. It’s 
different in radio. Dealers are so busy 
selling the big ticket items that there 
is little or no promotion in radio. 
Console models are lagging and even 
table models are on the decline 

hat old standby, the = electric 
range, enjoyed good sales in almost 
all sections except the gas areas, where 
installation still hurt. Both 
Chattanooga and Nashville again had 


costs 


a good month in range sales. These 
cities consistently average around 
500 range sales each month. ‘Tampa 
ind Miami were about 20 percent 
ahead of last year in ranges, while 
Birmingham and Memphis were 
slightly ahead. Only Charlotte, of all 
major sales areas, reported a slight 
minus for the month 

As long as thi big ticket items hold 
up, the sales boys are happy The few 
dealers who, a month or so ag 


were worried about the experts’ pr 


dictions of a possible recession about 


the middle of the vear, have now 
joined up with the optimists and 
brought out the rose-colored glasses 


It looks like a big 


pring 





The Far West 








By HOWARD J. EMERSON 


Los Angeles slow spot of the 
West as sales gather speed in 
other areas . . . TV booms in 
some fringe areas . . . Freezer 
repossession rate of 26% rep- 
resents a decline 


N most sections of the Far West, 
the appliance-radio-IT'V picture 1s 
pleasant for dealers and distributors a¢ 
It is 
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not a rosy picture, certainly, but it 
shapes up better than the same period 
of 1952. Inventory level is low, com- 
paratively, with most dealers holding 
to much less than a 90-day stock of 
white goods. 

Ihe Los Angeles market area seems 
to be the lone exception in the white 
goods picture. Appliance sales there 
have not picked up as much as was 
expected, and there seems to be little 
indication that there will b« 
change upward for a while. 
pert there reports the 
market as one of “confusion and 
definite Refrig 
eration, which should have picked up 
momentum in late March has showed 
no signs of coming up to 


any 
One ex- 
Los Angeles 


lack of enthusiasm.” 


pre-’52 
seasonal levels, and dealers show prac- 
tically no interest in doing anything 
ibout it. 
discount 


Bothered by continuance of 
selling (it is estimated that 
close to 40 percent of the major ap 
pliances in Los Angeles 
discount houses 


move through 
unstabilized by dis- 
tributor changes in lines and in key 
personnel—confused by the juggling 
of independent brands—the dealers 
are best described as “sweating it out.” 
\ few old, 
closed up, others have sold out. One 
of the biggest and oldest chains is 
now in the hands of the credit mana- 
gers association for orderly liquidation. 
(Continued on page 14) 
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When a customer looks and looks and looks ... 
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its time you told her 
about DULUX 


: Some customers avoid the final decision like the plague. Even 
after you’ve told ’em about all the amazing new features of 
this refrigerator or that appliance, they just will not make up 
their minds. That’s the time to talk about the DULUX Enamel 
finish! 


Point out that the DULUX exterior will resist marring and 
scarring—that it doesn’t chip or crack. Tell your prospect 
that kitchen grease won’t soften this extra-durable ‘finish. Re- 
mind them that DULUX keeps its dazzling white beauty after 
years of service in the home. 


These DULUX “consumer benefits” are helping dealers every- 
where close sales . . . let them help you sell. 





So, when the going gets rough, “‘seal’’ the deal the quick way 
... tell them about the Du Pont DULUX Enamel. 
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“oy CHEMICALLY ENGINEERED TO DO THE JOB BETTER 



















































SALESMAN: 


“Over 25,000,000DULUX -finished 
refrigerators have been sold already!” 


Better Things for Better Living... Through Chemistry 


DULUX 


REG. VU, 6. PAT. OFF 


America’s leading | 
home appliance finish 
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To You, Belden’s Golden 
Anniversary Means 


roduct performance 
that can come only 
from a “know-how” 
that has grown 
through actual serv- 
ice since the early 
days of the electri- 
zal industry. 
—an ability to co- 
operate in pio- 
neering new 
wires to meet or 
anticipate in- 
dustry’s grow- 
ing needs. 
In the years 
that follow 
This Belden 
Program Is 

—TO BE 
CONTINUED 





THE BELDEN LINE 


GIVES YOU 


SAFETY 

— ~ APPEARANCE 
SATISFACTION 
PROFITS 





This all-rubber portable extension 
cord is an example of the plus values 
built into Belden electrical cords. 
They are manufactured to standards 
that far surpass the minimum require- 
ments set up by Underwriters’ Labo- 
ratories. They give you a plus in 
protection against fire or personal 
injury, a plus in appearance, and a 
plus in sales and profits. Ask your 
Belden Jobber. 


Belden Manufacturing Company 
4663 W.Van Buren Street 
Chicago 44, Illinois 


belden 
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Everybody Discounts. Other changes 
in the market picture in Los Angeles 
are taking place in this atmosphere 
of uncertainty. Many dealers are tak- 
ing on furniture in hopes of building 
sufficient dollar volume to maintain 
their operation. After years of trying 
to hold prices in a discount-ridden 
market, one of the best known ap- 
pliance-T'V dealers, one who has often 
been the local industry’s spokesman, 
has now placed a large sign across 
the front of his store. It reads, “All 
Discount Cards Honored Here.” 
Franchise is no problem now because 
every major discount house in Los 
Angeles has been formally and off 
cially franchised by most top brands. 

In spite of frequent legal action 
against wayward retailers by some 
electric housewares manufacturers, the 
selling of small appliances below the 
fair traded price is the rule, not the 
exception, in Los Angeles. However, 
it is being done at point of sale as 
the result of pressure by the buyer, 
and there is currently no public pro- 
motion or advertising of prices below 
the fair trade price. 

Television sales in the area served 
by the Los Angeles stations have 
dropped off from the mid-winter level, 
but they are reported at well abovc 
what may be considered a seasonal 
normal. No industry records are avail 
able, but it is believed that up to 70 
percent of all sales are replacement 
of smaller screens by mostly 21-in. 
models. At the moment it appears 
that this replacement market will hav« 
to satisfy the LA dealers for quite 
a while. With seven VHF stations 
on the air, it is unlikely that any 
new ones will come onto the scenc 
for a long time, and even then few 
if any new markets would be opened 
Nearest new station for the Los An 
geles distributors is one coming on 
the air in Santa Barbara soon. 


No Decline Visible. Over in the 
desert country around Phoenix, Ariz.. 
appliance and T'V business is con 
tinuing to hum along merrily with no 
decline in sight. Beginning about 
March 20, refrigeration began to pick 
up with surprising speed. Most other 
white goods are strong. Only electric 
housewares are the exception, as there 
has been little advance buying in 
preparation for the May, June season. 

In fact, Phoenix is developing such 
a name for itself as a hot appliance 


|TV market area that it is now being 





recognized by the discount houses. 
Several have moved in from San Diego 
and Los Angeles. Finding, however, 
that franchises are hard or impossible 
for an alien discount house to get from 
a local distributor, some of the dis- 
count houses are transshipping from 
San Diego and Los Angeles. 

A look at business in Phoenix 


| brings forth some figures that the full 


line appliance-T'V dealer should con 
sider when he feels that his white 
(Continued on Page 16) 


PAGE 14 MAY, 1953—ELECTRICAL MERCHANDISING 


























> 


© Walt Disney Productions 


FULL COLOR NATIONAL 


ed take along an 


Admiral portable 
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1954 “PERSONAL” PORTABLE 
(Battery operated) Model 4X11..... $2495 


A sensational battery portable, priced to 
sell! Large 312” speaker. Book-size plas- 
tic case. Dependable “‘printed”’ circuits. 
New Civil Defense Bands specially 
marked on dial. Easy-to-grip handle. 
Ebony, maroon, gray or green. 


*Less batteries slightly higher South and West 
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Admiral 


Team Up for the Greatest 
Portable Radio Promotion Ever! 


You can’t miss on this sensational promotion introducing 
Admiral’s 1954 Portable Radios! It’s timed just right 
for the wedding-graduation-vacation selling period... 
and look at the promotional backing you get! Powerful 
national magazine color advertising . . . hard-hitting 
co-op newspaper ads... eye-stopping display materials, 
and smart consumer literature. Get set now for this 
power-packed, profitmaking portable radio promotion! 
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1954 3-WAY PORTABLE 


(AC-DC-battery) Model 4¥12 $37795* 
Plays anywhere. Powerful, rich 
tone. AC-DC or batteries. Smartly 
designed plastic case. Topside dial. 
“Pick-Me-Up” handle. Built-in 
“‘Ferro-Scope” antenna. New Civil 
Defense Bands specially marked on 
dial. Maroon, gray or green. 


CALL YOUR 
ADMIRAL 
DISTRIBUTOR 





Be -/ 





Uva TODAY! 
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THE RANGE THAT MAKES GOOD COOKS BETTER...AND KITCHENS BIGGER 
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Monotube 
Surface Units 
fast-acting, 


easy cleanin 
Mammoth Oven Ad 


for perfect 


\0 ee 
Steines - 
browning and é h." : 
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Time Control, 
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Popular...space-saving 30-inch Lectro-Host Electric 


























os Range gives you talking points that make extra sales 
i 
just show + Model 5830-D saves almost two square feet of floor space as com- 
ov'll s€ . pared with ordinary ranges. Only 30 inches wide — yet it does the 
-Y ur Lat work of a big range. Complete with automatic time-saving features 
ec Ww 1uUSs Mammoth oven that holds ten two-poun oaves Oo read. 
e y° . now! p! t hat hold pound | f bread 
ibut —> 
pistr! ie, Bul 
Galena 1) 
| iH | 
———— © 
A. J. tindemann & Hoverson Co. | = 
605 W. Cleveland Ave. — “in > | 
Milwavkee 15, Wisconsin reite 
Export: $. F. Appliances, Lid., Ridgefield, N. J. | inti, 
Oldest American Range Manufacturer Under wo | 
Continvees Ownership — Established 1875 —~ | 
Home Freezers Refrigerators 
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APPLIANCE-RADIO-TV 
PICTURE 


es CONTINUED FROM PAGE | 4 commen 


goods sales are not what they used 
to be. In the month of February, 
3, the total dollar sales volume in 
television receivers in the area served 
by KPHO was $3758.000. hat was 
$6,000 dollars more than the total 
dollar sales from refrigerators, ranges 
water heaters, washers, dryers, and 
small appliances 


TV Slowdown. During March and 
carly April, television sales in the San 
lrancisco-Oakland Bay area have been 
slow. Most activity has been in the 
promotionally priced models, with de 
luxe and furniture styles quite slow. 
Unfortunately for the dealers in that 
market, there is little to indicate any 
change in this condition until the 
new season comes in late August. 
However, there is every reason to be- 
lieve that the fall of 1953 will bring 
the beginning of an active replace- 
ment market to the Bay Area. 

In the fringe area of the three 
San Francisco ‘I'V stations, and 
through the rest of northern Calli- 
fornia and western Nevada, a T'V 
boom is underway. First stimulus for 
the boom was upping KRON-TV 
(NBC) power to 100,000 watts, 
creating thousands of prospects in the 
fringe area where reception had been 
spotty or where costly antennas were 
needed. Within a couple of months, 
both KPIX (CBS-DuMont) and 
KGO-TV (ABC) go up to 100,000 
watts to further help the sale of sets 
in hundreds of fringe communities. 


TV Speedup. But the biggest 
boom in northern California is based 
on the new T'V stations scheduled to 
sprout from the hillsides like wild 
flowers this summer. Dealers have 
been stocked and sets are moving into 
the San Joquin Valley where a Fresno 
station goes on the air in May. Also 
on the central coast where a station 
'in San Luis Obispo is nearing com 
pletion. ‘The Salinas-Monterrey area is 
humming with activity as channel 8 
readies for the air in May and channel 
28 in the fall. Recent CPs have sent 
distributor salesmen scurrying in the 
direction of dealers in Eureka (3), 
Chico (12), Reno (8), Stockton (36). 

While this activity indicates that 
northern California as a whole should 
have one of its biggest dollar volume 
vears in TV, some dealers are not 
overlooking one of their steadiest and 
most profitable items—radio. Says one¢ 
distributor—radio just keeps flowing 
along like the babbling brook. 

Biggest food-freezer news in north- 
ern California is the rate of reposses 
sion. In San Francisco now, a 26 
percent rate of repossession represents 
a decline from a higher level in 
January. One of the better established 
food plans apparently is now making 
a higher unit profit on its freezers— 
it is now buying freezers only from 
| banks. “Gets a better price than the 
| distributor can offer.” However, there 
lis no strength to the rumor that 
| several California banks have applied 


to NARDA for membership! End 
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NEW 
ELECTRIC BLANKETS | 


Advertised in 


it Le 





HT 


WARMTH WITHOUT WEIG 


aes 









REST-WELL DIAL 
9 different settings 












PLEA 
ORK at 


SINGLE DUAL 
COLOR CONTROL CONTROL 


ROUGE RED Model 9101 Model #201 
LAWN GREEN Model 9102 Model 9202 
CAMEO PINK Model 9103 Model 9203 


ALICE BLUE Model 9104 Model 9204 





4 FASHION-RIGHT COLORS 


Choose your Dormeyer 
Electric Blanket in misty 
pastels or decorator colors. 





only $43 25 


SINGLE CONTROL 


$4995 DUAL CONTROL 
ROUGE RED 


Another big-demand appliance by Dormeyer! . . . 
another sales-maker for you! ... the new 


Dormeyer Electric Blankets! All these “wanted” 


LAWN GREEN 


features ... completely automatic— maintains 
desired warmth regardless of room tempera- 


ture... new Rest-Well Dial with or 


+ 9 different settings ...a single _ t ») 


c 


oy, 
' lightweight blanket that assures © ° I : 


a warm, comfortable night's rest. 4 











DORMEYER 
ELECTRIC 
BLANKETS 


.. the ultimate 
in sleeping 
comfort! 





ee 


POWER-CHEFP 





OFFEE-WELL 





AS MUCH WARMTH AS YOU LIKE 


Rest-Well Dial has 9 temperature set 
tings. Just set the dial — your Blanket 
automatically maintains the warmth 
you set 


EASY TO LAUNDER 


Wash the Dormeyer Blanket as you 
would any fine woolen blanket. Elec- 
trical parts are super-insulated, com- 
pletely waterproof. 


FRI-WELL 





TOASTMAKER 





SEPARATE ON-OFF SWITCH 


Once you've found the Rest-Well Dial 
setting you like best, just switch the 
Blanket on in the evening, off in the 
morning! 


ABSOLUTELY SAFE 


Nine special Safety Thermostats 
guard your sleep by automatically 
turning off Blanket in case of undue 
heating. Underwriters’ Approved. 





| 


BLENDER 








SINGLE OR DUAL CONTROL 


With a Dual Control Blanket, each 
half of the Blanket has its own Rest- 
Well Dial—each half operates as a 
completely independent unit 


LUXURIOUSLY SOFT 


Blanketing at its best — fluffy-soft and 
rich-looking. Special combination for 
most beauty and wear: 25% wool, 
50% rayon, 25% cotton. 





BROIL-WELL 





ae 





MEAL-MAKER 












nd 
ior 


ol, 








WW WW 
lo lit by. 





l HIS COULD BE YOUR SHOP...and your 
good name on the Dealer Identification 
Plaque—for everyone to see. 


And this could be a mew customer at the 
door—confident that, in dealing with you, his 
set will be in good hands. 


And, he would be right ... . because you’ve 
learned from experience that the superior 
quality of RCA receiving tubes and kine- 
scopes is your best measure of protection 


against premature tube failures. 


Helping to safeguard your good name is a 
vital, everyday service of RCA Tubes. And 


that protection is yours at no extra cost. 


Learn from your RCA Tube Distributor how 
two good names can prosper together... 
how you can qualify for a Registered Dealer 
Plaque. 


DYNAMIC NEW PROMOTION PLAN 
TO HELP YOU BUILD YOUR BUSINESS 


Ask your RCA Tube Distributor for a copy of the 
colorful, 16-page booklet 
“A Magic Pass-Key to 
Customer Confidence.” A 
2 brand-new campaign is 
a outlined, illustrated, and 
jw described in full detail. Be 
ee =f sure to get your copy. It’s 

’ free! 
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CANNON 


Combspun Percale Pastel 
Sheets and Pillowcases 





ee Now your customers can buy these beautiful sets of 

two percale sheets and pillowcases in any of four 

pastel shades at a special low price when they 

purchase a Universal Electric Blanket. They can make 

a tremendous saving and glamorize their bedrooms 
with decorator color harmony. 


Drive home sales with this tremendous offer—no 
dealer stocking problem—no sheets for you to buy. 
Your customer merely fills out her certificate order form. 


UNIVERSAL Electric 


COLOR HARMONY 





Features that 


SELL 








= 


SLUMBER SENTINEL 
CONTROL 


Universal's simple, sure control with 

a miraculous record of dependability, 
automatically assures even, automatic 
temperature control. Highly sensitive 
to temperature changes, it keeps you 
exactly at the warmth you choose. 


TWO-YEAR WARRANTY 


Universal's assurance to every 
purchaser of the quality and 
dependability built into every electric 
blanket. A plus feature not found in 
less expensive blankets. 


LUXURIOUS BINDINGS 


Wide, lustrous rayon-satin binds both 
ends of Universal Electric Blankets, 
harmonizing in color with the rich 
tones of the blanket itself. 


TWO SIZES 


Universal Electric Blankets may be 
had in twin or double bed sizes. 
Both are extra large to allow ample 
room for tuck-in at the bottom and 
overlap at the sides. 


SINGLE or DUAL CONTROLS 


Double bed blankets may be had 
either with single control or with dual 
controls so that each sleeper may 
individually control the warmth of his 
or her half of the bed. 


turn the page for details on UNIVERSAL’s BIG EXTRA PROFIT 
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| Blankets Bring You 
















ZL, G afi ‘i 
foaluring 


A Beautiful Now Dacoratar Gol 


RESTYLED BY 


Pooctnios Vet 


America’s Foremost Color Authority 


BEATRICE WEST, famous the country over for her brilliant 
decorating, has brought a greater sales appeal than ever to Universal 
Electric Blankets. Chosen especially to blend with modern decorator 
schemes, Universal's new blanket colors will appeal to every woman 
who wants new color glamour in her bedroom . . . Desert Rose, 
Forest Green, Lake Blue and Pebble Tan. 


New luxury quality, new improved temperature control, complete 
new styling make Universal Electric Blankets the choice of those 
who want the finest in automatic sleeping comfort. 


mexioe—y U NIVERSAL 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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fpitio!  UNIVERSAL’s 
Extra-Profit Opportunity 


Here’s your big chance to get your Fall stock of Universal Electric 
Blankets at a special price that will BOOST your PROFITS! Get in touch 
with your distributor now .. . this offer is limited. 


For Every Three --- 


UNIVERSAL ELECTRIC BLANKETS YOU BUY... 
AT YOUR REGULAR PRICE 
(Any assortment of color and size) 





Double bed, single control Universal Electric Blanket 


for only*19.37 






nes YOU'LL MAKE 40.5% ON 
’ Ais OP egireS EVERY FOUR YOU SELL! 





zed EASIER SALES FOR YOU uZ 
NEW LOW PRICES! 


Now you can offer the qual- 
ity of the luxury line of 


Universal Electric Blankets (Effective May 1, 1953) 

at a new low price to make 

them a bigger, faster-selling Twin Bed Size, Single Control 7614.........-ee0085 $39.95 

value than ever before! Double Bed Size, Single Control 7613............+. 41.95 
Double Bed Size, Dual Control 7632. .........+506- 49.95 


77E /M with UNIVERSAL’s 
SLUMBERAMA 


for bigger blanket sales! 





LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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ECONOMIC CURRENTS 





Consumer Borrowing Against Future Tax 


Cuts Account for Present High Sales 


By the McGraw-Hill Dept. of Economics 


Mor nsumn lan to buv major 
household good n 1953 than 
planned to buy in 1952 or 1951. This 

not a forecast but a report of con 
umer intention taken from the 
eighth annual Survey of Consumer 
binance [hese surveys, conducted 


by the Federal Reserve Svstem to 
gether with the University of Mich: 
gan, have in the past been unusualh 


hable guid to the futur 
CONSUMERS BETTER OFF 
Consume! 


hold goods in 1953 because they ar 
better off About half the famili 
ported they had more income this 
ear than last year and 70% of them 
ud the ire as well or better off 
About two-thirds of 


plan to buy more hou 


than a ir ago 


them ud they thought they would 
have as much or more income a yeat 
from mn One of the reasons for: 
trong consumer buying plans, ther 
fore hn familic | financially 
ll fix 
Leveling off of prices is th ond 
ison wh msumers are now willing 
to go ahead with buying plans. Most 
* the fam now think that prices 
ll hold. st or decrease during 
1 1 | l nN 
nt + + va 
1 1 mn t of ft 
ected price t |} fact 1 f 
yu that t did from 
£1950 ¢t 1-19 Since 


prices have now leveled off, consume! 
have become adjusted to the higher 
price level. They are willing to buy at 
present prices. This is shown by the 
fact that more families say that now 
is a good time to buy. 


WHAT WILL THEY BUY? 


On the top of the list in consumer 
buying plans for 1953 are automobile 
Plans to buy television sets and most 
household equipment are also higher, 
with the exception of refrigerators. In 
tentions to buy refrigerators are about 
the same as last year. Plans to buy 
new or old houses are slightly higher 
than last year 

Consumer plans may change, of 
course, if a sharp change in either in 
come or prices should come about 
But neither incomes nor prices ai 
likely to change so quickly in the next 
ix months as to alter these buying 
plans very much. Electrical appliance 
dealers can expect a steady and som 

hat rising level of buving for another 


x months 


FAMILIES ARE BORROWING FROM 
THE FUTURE 


\ third reason for large buying i 


} 


entions by families is consumer 
redit Consumer borrowing took a 
huge upward leap toward the end of 
ist vear and is still rising. It is esti 


mated that 75% of new car sales a 


Continued on page 26 


























“GOOD MORNING, MADAM! I'M SELLING ELECTRICAL APPLIANCES FOR RANCH HOUSES.” 




















ELECTRICAL MERCHANDISING—MAY, 1953 









VHF 


AMPHENOL’S unique INLINE* design re- 


SAM PHENOL) 


ceives maximum signal strength available 
on all channels. Quick-Up Assembly pack- 


age contains everything needed for the 


2 an 


installation which can be made in less 


| *Reissue Pat 


No. 23,273 








than five minutes. 


s 


- Boge ot ¥ 000% ? 


The most expensive television set now 


| 
| 
} 


made can’t produce a perfect picture—by 
itself. Any TV set depends on the proper 
antenna for good reception. That’s why specifying an 
AMPHENOL Antenna is so important. In the complete 
AMPHENOL line there is a VHF or UHF Antenna, 
designed for particular location problems, which 


will bring to any set the best picture it can produce! 


AMPHENOL jor ett picture quality! 


* JHE 


The AMPHENOL BO-TY Antenna and 
Reflector is a high gain, all-channel 
antenna that receives no reflected sig- 
nals off the back and sides. An efficient 





antenna for both strong and weak sig- 


CTSA yea! areas. Packaged completely pre- 
assembled. 





For full information on these and 
other AMPHENOL VHF-UHF Antennas, 


Ace your CETTE distributor 






ICAN PHENOLIC CORPORATION 


chicago 50, illinois 
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Tony Rash Utilities, 5012 S. Ashland Avenue, Chicago 


How Tony Rash 


has kept customers 


coming back for 33 years! 


Scores of people on Chicago’s 
South Side wouldn’t think of 
buying an appliance without 


consulting Tony. Here’s why... 


N THE past 33 years, Tony Rash has chalked up 

a record of success of which any appliance sales 
man would be proud. But according to Tony, much 
of that success is due to the fact that his customers 
don't think of him as a salesman 

“My -old customers treat me more like a lawyer 
than a salesman,” he says. “They don't come to 
me to be sold. They come for buying advice that they 
can depend on, I tell them the truth and keep my 
promises. They buy.” 

ony makes it sound simple. But the story behind 
his $220,000.00-a-year appliance store, Tony Rash 
Utilities, 5012 S. Ashland Ave., 
of hard work, enterprise and foresight and how these 


Chicago, is a story 
qualities helped one man build a loyal customer fol- 


lowing that pays off like an annuity 
Back in 1919, when he was 23 years old, Tony 
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took a job selling and servicing appliances for a firm 
located just a few doors from his present site on 
Ashland Avenue. “I believed then, as I do now,”” he 
says, “that a fellow is better off to stay close to 
home. If you can't sell in your own neighborhood 
where everybody knows you, what chance have you 
got to put it over with strangers?” 

Tony had faith not only in his neighbors, but in 
the future of the home appliance business. For years, 
he worked from 8:30 in the morning until 10:00 at 
night, knocking on doors to demonstrate vacuum 
cleaners and washing machines. 

“Appliance selling in those days was a job of cus 
tomer education,” he recalls “People had never 
known a need for what we had to sell. The first man 
that showed them usually was the man that sold 
them. [ used to carry a washing machine on my back 


(Ad ” ) 


MAY, 









Tony Rash 


and ring doorbells until T found a place to demon- 
strate it. Then I'd leave it in the home and come 
back at night when the husband was there to close 
the deal. 


How to own a customer 


“Once a sale was made, I knew [ could own the cuse 
tomer if I kept him happy. So I spent a regular part 
of my time making call-backs. I carried a bag that 
contained an oil can, vacuum cleaner belts and a few 
tools. Sometimes | found [ could get myself a loyal 
customer just by putting a few drops of oil in a dry 
machine or tightening up a bolt. 

“Other times, I'd have to replace a machine or 
spend so much time with the customer that the 
transaction would cost me more than my profit. But 
for every dollar | ever lost that way, Ill bet Uve 
eotten ten dollars in return. 

“My advice to anybody starting out to sell ap- 
pliances is this Don't be content until you know 
that your customer is fully satisfied and you'll al- 
wavs have business o 

lony’s willingness to work long hours and his 
attention to ¢ ustomers’ problems soon paid off Sell- 
ing 20 to 30 washing machines per month, he became 
the store’s star salesman. He sold as much as 20 
other salesmen combined during some periods. He 
was made manager of the store and later, a director 
of the corporation 

After 25 years with this firm, he opened his own 
store in 1945. Franchises came easy, he reports, be- 
cause of his long experience as a buyer and his many 
close centacts with suppliers. 

Customers also came easy, of course, during the 
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post-war buying boom. Then, as selling became more 
competitive, Tony discovered that he had built up a 
large personal following of customers over the years. 
Customers of 30 years standing still brought their 
home appliance problems to him and bought ac- 
cording to his recommendations. Now he sells to 
their children, who have grown up with the idea that 
Tony Rash is the man to see for appliances. 


Security sells them 


“Selling methods have changed,’ Tony says, “but 
people are pretty much the same. Price appeal will 
get them in the store, but security sells them. They 
get security when they buy from me because when 
something isn’t right, they know [ll make it right. 

“T think my location helps give people that feeling 
of security. For over 33 years, I've been doing busi- 
ime block and on the same side of the 
street. [ve become a sort of landmark 


ness in this s 
something 
that’s always been here and something that people 
feel they can trust. If I were to try to expand into 
another neighborhood, I'd be just another appliance 
dealer.’ 

Pony considers his well-established re putation for 
fair dealing as a priceless asset in combatting com- 
There are three 
outlets within a block of him and more 


petition, of which he has plenty 
ippliance 
than a dozen within a mile radius 

As a salesman, he would like nothing better than 
to meet this competition with a large, outside selling 
crew. But as a business owner, he has found that 
today price-cutting tactics and high costs have 
ruled out door-to door selling 

He now keeps in touch with his customers thru 
frequent telephone calls, which he finds time to make 
personally. Although he has found it necessary to 
contine his demonstrations to the store, they con- 
tinue to play an important part in his selling. Almost 
every major appliance and television set in the store 
is connected and ready to demonstrate 


More merchandise—more business 
Like most small dealers, Tony says he has had his 
share of headaches from the big discount houses. Un- 
he believes he has found an answer 
of merchandise 


like many, 
idditional lime 5 
Last Dec 


mn juarters 


mber, he opened a furniture department 
idjacent to the apphanes store. Already, 


the furniture is bringing in some 40 per cent of his 


total sales volume 
Phe people who need appliances generally are the 
best prospects for furniture too,” Tony points out 
So it i natural for me. Um carrying nothing but 


the top lines, just as P've always done in appliances 

Phe furniture gives me a new customer attrac- 
tion and more traffic. It sells at list price with no 
juestions asked. [t's bringing in a good profit on its 


own and at the same time, helping me sell more 


ippliances 

While the greatest share of Tony’s business is re 
peat business, his success in the furniture venture 
shows that he ilso knows how to vet new prospects 
In this phase of his operation, he depends heavily 
on advertising. 


How he advertises 


Tony's advertising program includes participations 
in church cooking schools, good will contributions to 
churches, mailings to old customers and a consistent 


schedule of Selective Area ads in the Southwest 
neighborhood section of the Chicago Sunday Tribune 

He is parti ularly enthusiastic about the results he 
enjoys from his ads in the Tribune. Thru that news 
papers lective 
his rhathie and address feature d in big spac e ids reat h 
ing hundred 


Area advertising plan, Tony gets 


of thousands of families living in his 


trading area, the southwest segment of Chicago and 
suburt 

Hi hare of the cost runs as low as 20 or 30 dol 
lars for a full-page ad, depending on the number of 


participating dealers, because the manufacturer and 
distributor of the advertised line assume the bulk 
ot the st. 
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As Tony (right) looks on, Steven Batka, appliance store mgr., circles the store name 


in one of Rash's Selective Area ads in the Chicago Tribune. 


No matter how many dealers participate in a cam- 
paign, never more than one-fifth of the full list ap 
pears in any one ad. And dealers listed in the same ad 
generally are widely separated geographically, so 
that Tony gets practically the full benefit of the ad- 
vertising in his own neighborhood, 


"Can't lose”’ 


“Next to word-of-mouth advertising,’ he says, “our 


ads in the Tribune are the best. They fit in with my 
kind of operation. | get the best coverage of my 
neighborhood that money can buy and I get it cheap 

“T goin ona lot of these campaigns in the Tribune 
because most of the manufacturers of my top lines 
use them—companies like Easy, Stromberg-Carlson, 
Magnavox and Zenith, for example. Any way I 
figure my advertising results—-cost per prospect 
reached or cost per sale—l ve found that | can’t lose 
on Selective Area.” 








MANUFACTURERS: 
Your share of Chicago’s huge appliance 
sales volume can be as big as you help 
your dealers make it. Your promotion pro- 
vides the kind of help dealers understand 
and appreciate when you use Selective 
Area campaigns in the Chicago Tribune. 
From the dealer’s point of view, Selec- 
tive Area has everything. It reaches his 
biggest and best audience of prospects. 
It gives him strong, retail-store-type copy 
over his own name, in the newspaper he 
recognizes as Chicago’s No. 1 hardlines 
medium. He gets big space at low cost, 
with little or no competition for the benefits. 
Selective Area produces results a dealer 
can see and count. It brings prospects into 
his store asking about your line. 








Because Selective Area does a better 
job for your dealers, it does a better job 
for you. It gets dealers to give your line 
special attention in their displays and sell- 
ing. It gives them something they can 
merchandise with greater effectiveness. 
Scores of Chicago area dealers swear 
by Selective Area advertising. Manufac- 
turers, distributors and dealers in the ap- 
pliance field alone already have invested 
more than $2,500,000.00 under the plan. 
To get the greater sales that result when 
you get your Chicago dealers solidly be- 
hind your line, build your promotion around 
the Selective Area plan of the Chicago 
Tribune. For details, get in touch with a 
Tribune advertising representative. 
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This (4p) control valve on a Space 
heater is your assurance of 
dependability — 





that brought automatic 
low-cost space heating! 


And... it’s the valve 
temperature control to 


Wherever you see a top-selling oil space give their customers another “plus” 


heater youll almost invariably find it quick conversion from manual to automatic 
equipped with an A-P safety oil-control heat control without any change in the 


valve. There’s a sound reason for this valve itself! A simple Conversion Top 


overwhelming preference for A-P by space mounted on the basic valve provides auto- 
heater manufacturers. Over 10 million matic temperature control... at very low 
actual installations have proved A-P valves cost. You get added profits on the heat- 
to be the most efficient, most economical — ers you sell when they’re A-P equipped! 


in operation : ~~. Me DEPENDABLE 


controls they can buy! 






For Air * Oil * Gases * Refrigerants 


/ DEPENDABLE (Gourtrols 





\ 


Besides, with an A-P control valve, they 


H-P CONTROLS CORPORATION 


2400 N. 32nd Street, Milwaukee 45, Wisconsin 
In Canada: A-P Controls Corporation Ltd., Cooksville, Ontario 








we 

\ 

fi 

\@| 
Actuating button exclusive Thermomatic ¢ fort Control pro Electr ersion kit I i t aft fan 
on A-P manual ont alves a ati eatin ‘ no ar the n heaters and 
permits simple, q 4 t “ . t i (er r on-silo 
automatic temperature contre Rasy to sett highly profita rnaces. Comy . nsform speed” control. Provides simple ther 
your hey te more profitable sales Three-t nstallation by owner er and wire. Any owner can instal mostatic control for fan-type heaters. 
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Economic Currents 


ome CONTINUED FROM PAGE 23 commune 


now financed by debt, compared to 
less than 50% in 1947-51 and 60% 
pre-wal The amount of installment 
credit used to buy appliances is not 
yet known for recent months, but it 
probably is following a pattern simi 
lar to automobile financing. We do 
know that about one-half the appli 
ince purchases are usually made with 
the aid of installment debt, and this 
percentage has probably risen during 
the past months 

What consumers are doing is bor 
rowing against the future Most 


families think that their incomes will 
be ds high O! higher 1 year from now 
In addition, many families sav that 


they expect a tax cut. If families are 
borrowing now against higher in 
comes and tax cuts in the future, then 
retail sales cannot be expected to 
rise when these events come about 
Indeed, a failure of incomes to ris¢ 
or a failure of tax cuts to materializ 
would strain the family budget to 
make repayments on their debts In 


hort, sales of durable goods will hold 


steady if rising incomes and tax cuts 
ire forthcoming, oth les will 
fall 

[his put the retail deal ind th 
manufacturer mn the same position a 
the consumer, of borrowing against 
the future. In a very real sense, r 
tailers and manufacturers are borrow 
ing sales from the future to make them 
now There nothing particularly 
ilarming about this, provided busi 
nessmen do not get the idea that the 
tide of buying will rising at 
its present rate This t th 
’ itory dang n 


INVENTORY BUYING SLOWS UP 


1 aT) 
Businessmen were piling up inven 


tory at the incredibly fast pace of 
$8 billion a vear during the last quarter 
of 1952 [his stocking up on inven 
torv continued during the first three 
months of 1953 at the more moderate 
rate of perhaps $6 billion to $8 bil 
lion annually. This slight slackening 
in inventory building was not be 
cause businessmen were stocking up 
less, but because consumers contin 
ued to take the merchandise off the 
shelves more rapidly. In other words, 
retail sales are running somewhat 
higher than a year ago 

What businessmen will do about 
stocking their shelves now 1s not cer 
tain. but no slackening of business 
orders seems to have appeared as yet 
Clearly the present rate of mventory 
building cannot continue indefinitely, 
unless retail sales rise too. But we 
have already seen that retail sales are 


iot likely to rise very much above 
present levels in the foreseeable fu 
ture, because Consumers are borrowing 

heavily against the prospect of n 
ing incomes and tax cuts This 


hould lead businessmen to stock thei 
helves to accommodate present sales 
not t ubstantially rising sales 


End 
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There’s only one real answer to UHF 


an Arvin Mad now 








Built-in all-channel tuning is 
ivailable in all Arvin models, 
ncluding the famous Dual Power 

chassis with 25 tubes, in- 


iding rectifiers and 17-inch or 


h Perma Focus picture tube 

Witt it Ca code Booster Tuner, 

never need an external 

poster. Other custom features 

include i nters u B ; nking and 
tamous Ve t Ve Tone 


Priced as low as 249° 


ng Fede Tax and war 
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gher in extreme South and West 


No strips! No converter! 
No service calls! 


There's a vast difference between makeshift 
UHF “strips” and Arvin All-Channel tuning! 
The owner of an Arvin Built-In All-Channel 
TV can get all VHF and all UHF stations 
within range—not just 12—at the turn of a 
single knob! And when he moves to another 
locality, he can get all VHF and UHF sta- 
tions in that area, with no adjustments, no 
new strips, no service call, 


There's a vast difference, too, between a 
‘‘warmed-over” VHF set with a UHF con- 
verter and an Arvin All-Channel TV with dual 
tuner built-in. Both the Arvin Jet and Super 
28 chassis are engineered throughout for all- 
channel reception. Everything is inside the 
cabinet—and ail channels, both VHF and 
UHF, are tuned in on a single knob. 


And there's a vast difference between sets 
with “provision” for all-channel tuning and 
Arvin Built-In All-Channel sets which have 
it right now! Who wants to wait to have a 
TV made up-to-date in some indefinite way 
at some indefinite future time? Arvin is the 
first TV engineered and produced with all- 
channel tuning built-in. You can profit hand- 
somely from Arvin's leadership! 


Arvin All-Channel 
Supe 25 


features 28 tubes*, sensational Phantom Fil- 
ter, Dual Power, many other advantages 


28 tubes including rectifiers and picture tube assure 
distance, picture quality and interference control 
that simply cannot be provided by a chassis with 
fewer tubes. 


Exclusive Phantom Filter filters noise from the video 
signal, eliminating picture roll, bounce and jitter. 


Dual Power and Cascode Booster Tuner build up 
weak signals and prevent overloading by too- 
strong signals. No external booster is ever needed. 
Other Arvin advantages for 1953 include increased 
contrast, increased stability, increased audio out- 
put, increased sensitivity, and decreased noise 
factor, 

Complete Arvin All-Channel line includes sixteen 
17-inch, 21-inch and 27-inch models. Most models 
also available with straight VHF chassis for areas 
with no UHF channel allocations, 


A few selected distributor franchises are siill 
available, Write Paul Tanner, Sales Manager. 


Radio and Television Division 


ARVIN INDUSTRIES, Inc. 


Columbus, Indiana 


*Including rectifiers and picture tube. 
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Since the New Line has been introduced, 
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NEW forthe Middle Market... 
NEW 10-STAR SPECIAL 
, 
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sales are higher than ever... 





7 





y IT’S TOUGHER THAN 


#. = EVER TO SELL AGAINST 





Clyde, Ohio @ LaPorte, Indiana 


WORLD'S LARGEST MANUFACTURER OF WASHERS, DRYERS ond IRONERS 


IN CANADA: John Inglis, Ltd., Toronto, Ontario 
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Whirlpool CORPORATION ‘5s: Joseph, Michigan 


“Never has WHIRLPOOL superiority been so great . . . or so ob- 


vious!”’ That’s the enthusiastic conclusion by dealers everywhere who 
have seen the terrific, new, wonderful WHIRLPOOLS. 

Now, for the first time, WHIRLPOOL gives you what you’ve always 
wanted ...an automatic for every segment of the market. Every family 
in your community can own a wonderful WHIRLPOOL because there’s 
a model for every purse, every purpose ... no sale need ever be lost! 

Each of these new models proudly bears the famous WHIRLPOOL 

name and quality. Each is strikingly beautiful and has the greatest 
features in its price range. Each is a leader and performs like a leader. 
You must see them to appreciate what they can do for you. Ask your 
WHIRLPOOL distributor for the complete story. If you’re not a 
WHIRLPOOL dealer, then join up! Remember . . . it’s tougher than 
ever to sell against wonderful WHIRLPOOL, 


_—— 
— ee ee 
— = cam 
— ee 
— <e 
— 
~~ 


! 
MAIL THIS ! WHIRLPOOL CORPORATION 
COUPON =| §t- Joseph, Michigan 
I'm interested jn k i 
anal ; with the new, color ae” how my sales can be inc 
. +. MOTHER TA reased 
j Name ES A HOLIDAY. 
i Firm 
i Address 
| City : 
= 


— 
a 
— me ene 














HOTTEST PRICE IN 
AIR CONDITIONING 
ADMIRALS #19985 


Again it’s ADMIRAL! Again scooping an entire 
Db 








industry. First to offer a Room Air Conditioner 
you can sell at the $200 level. A whopping $30 un- 
der competitive makes! Beautifully styled. It’s the 
most compact room cooler to date. Easy to install 
. .. plugs in like a radio. Super silent operation. A 
super salesmaker from the moment it’s put on 


display. 


CONTACT YOUR ADMIRAL DISTRIBUTOR 
NOW FOR COMPLETE DETAILS 





More, More, MORE proof that 
ADMIRAL MODEL 33C3. 3 H. P. ee 


& 
COMPETITIVE SCOOP: Entire unit extends only 3 ovr | raq@ 


inches into the room! An Admiral exclusive in four 


ens i i ’ ice 1S (4, 4,3 é 2.) . ee . ° . 
sensationally priced models. (14, 4%, %4 and 1 H.1 is the fastest rising power in all the appliance industry 


ADMIRAL CORPORATION + 3800 W. CORTLAND STREET + CHICAGO 47, ILL. 





~ 
sa ; 
~ Chest-type 9 Dehumidifiers and =p Flash Flex O-Heat 
| Upright Home f Room Moisture a Room Air | Defrosting Dual-Temp } Electric 
Home Freezers —_ Freezers ToT] Conditioners VE EEEY | Conditioners Refrigerators *] Refrigerators na, Ranges 
= L , . 
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HARRISON IS A QUQI/iTY tine 


contemporary design... superior construction and finish demanded for luxury kitchens! 


@ One-third heavier weight steel 
@ Readius edges Nylon roller drawers 
@ Spring hinges Sound insulation 


HARRISON IS ACOMplefe tine 


all the cabinets 







oll the accessories...cll the godgets needed for any kitchen job! 


@ Colors and wood grain finishes 
@ Standard cabinet sizes 12" to 72” 
@ Custom units made to measure 


the deluxe 


@ Priced for middle-income bracket 
@ Special— purpose units standard priced 
@ STANDARD cabinets in COLORS 











sunrise pink natural ook 

The HARRISON spring yellow umber oak 
“Lazy Corner” Unit elf green natural birch 
, . . bonnie blue knotty pine 
™ : mist grey colonial maple 

favorite white grey ook 


Aion STEEL CABINET COMPANY 


4718 W. FIFTH AVENUE e CHICAGO 44, ILLINOIS 


te 
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custom—type features required for modern interiors...at 





sto 


HARRISON IS A COMpetitive LINE 


ndard prices! 








SEND THIS COUPON NOW 


Harrison Steel Cabinet Co 
4718 West Fifth Ave. 
Chicago 44, Ill. 


Please send more information « 


HARRISON 
Name 
Company 
Street 
City 


steel kitchens t 


" 
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You can count on 
Motorola for... 


FINE PRODUCTS | 


. naturally expect fine products from 


the world’s largest manufacturer in any field. 












But you can expect constantly finer products from Motorola, because Motorola is 


the largest manufacturer in its field devoted exclusively to Electronics. 


For ’53 Motorola circuitry-design leadership adds ‘‘Miracle Interlace’”’ 
to the standout sales story in all TV! Better see Motorola TV 


with the amazing Standout Picture. 


Motorola again leads in home radio technical and design advancements, with exclusive 
B 


PLAcir chassis and the merchandising sensation, Motorola Pin Up Clock Radio. 


Behind these, and Motorola’s acknowledged leadership in car radios, 
there is almost a quarter-century of exclusive devotion to Electronics 
research and development, with over 700 scientific engineers, 


in 16 modern plants, dedicated to product improvement. 


That’s why you can count on Motorola for fine products 


—and then some! 





Sell 
Better See Motorola TV 
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The New Kelvinator has Features that Sell! 


This new Kelvinator Automatic Washer can be your key to new 
and larger volume in Laundry Equipment sales. It has all the fea- 
tures, all the improvements women look for in buying an automatic 
washer. One demonstration will convince even the most hesitant 
buyer that here, at last, is a completely automatic washer that gets 
the dirtiest of clothes really clean—yet is so gentle that it’s safe for 
finest underthings! 


The New Kelvinator offers Performance that Satisfies! 


Users will be the strongest boosters of the New Kelvinator Auto- 
matic’s performance. That’s because Kelvinator has a special . . 
and different ‘‘shampoo’’ washing action. Washing begins while the 
tub is only half-full of water and rich creamy suds are at full 
strength. This pre-sudsing loosens even ground-in dirt and grease. 
As the washer slowly fills, Kelvinator’s ‘‘“X-Centric’’ Action Agi- 
tator gently pulsates clothes up and down, round and round, flexing 
them back and forth between soft rubber fins. Then the washer 
triple-rinses the clothes with ‘‘over-flow”’ rinsing that floats dirt and 
soap scum over the top of the tub. Finally, the clothes are spin-dried, 
and a signal light notifies the homemaker that her washing cycle is 
complete! Here is carefree—and thorough— performance that makes 
washday a holiday for women! 


KELVINATOR’S NEW 
AUTOMATIC WASHER 








A New 
SALES 
OPPORTUNITY 








For You! 


An Automatic Washer with Features that 
Sell and Performance that Satisfies 
... Tops in Trouble-Free Service! 


The New Kelvinator Reduces Installation and Service Costs! 


This new Kelvinator Automatic Washer has no gears! It is virtually 
free from any vibration so requires no bolting or fastening to the 
floor! Lubricants are sealed in at the factory. It has only two oper- 
ating dials—one for water temperature—the other for regulation of 
washing and rinsing cycles. Flexible water and drain couplings permit 
inexpensive installation practically anywhere! In the event service 
should be required, operating mechanism is easily accessible and 
the entire operating assembly can be taken apart within 7 minutes! 


Kelvinator also has Standard Washers and Electric lroners |! 


In addition to the new Automatic Washer, Kelvinator has brought 
out two conventional wringer-type models with features that will 
capture the interest of your customers. And there’s also the new 
Kelvinator Ironer. These new products, too, can mean added sales 
volume for you. Why not look over the entire new Kelvinator 
Laundry Equipment line at your earliest convenience? 


Kelvinator —a Franchise that means Progress! 


These new Kelvinator products typify the continuing progress of 
Kelvinator. They represent a new and added reason why a Kelvin- 
ator Franchise is so highly valued in the retail appliance field. We'd 
like to tell you more about it. Wire or write and we’ll get together! 


& 
JOIN THE PARADE TO BETTER BUSINESS WITH fe a> Gaye seca tove 


PROVED 


TED 
Limi SELLING AIDS 


DEALERSHIPS 


AN ADEQUATE 


Division of Nash-Kelvinator Corporation, Detroit 32, Michigan 


RETAIL-MINDED 


Y 
THINKING QUALIT 


LEADERSHIP 
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REFRIGERATORS + RANGES + FREEZERS » WASHERS AND IRONERS + WATER HEATERS - DEHUMIDIFIERS + KITCHEN CABINETS + SINKS + ““ELECTRO-DRAIN’’ GARBAGE DISPOSERS » ROOM AIR CONDITIONERS 
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$15,000 Sales Increase in Two Weeks 
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Results from Family Circle Research! 


APPLIANCE DEALER 
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Family Circle Survey Reveals: 
BEST CUSTOMERS LIVE 
WITHIN 11/2 MILE AREA OF 
APPLIANCE STORE 


According to Family Circle’s nationwide con- 
tinuing study among neighborhood appliance 
dealers, 71% of appliance store customers live 
within 1% miles of the store 

Researeh further indicates that approximately 
3 out of 4 Family Circle readers, neighborhood 
supermarket customers, live in this same 1'% 
mile area around the appliance store. 

Appliance advertising in Family Circle 
magazine influences the appliance buying of a 
market of 4,000,000 housewife-shoppers — the 
kind of people appliance dealers say are their 
best customers. That’s why more and more 
appliance manufacturers are switching their 
advertising to the pages of Family Circle, 
America’s Number 1 Supermarket Magazine 


10 APPLIANCE ADVERTISERS 
IN JUNE FAMILY CIRCLE 


Ten appliance manufacturers are advertising 
their products to housewife-shoppers in the 
June issue of Family Circle 

National schedules include: Caloric ranges; 
Domestic sewing machines; Hamilton Beach 
mixers; Hotpoint refrigerators; Lewyt and 
Universal Jet 99 vacuum cleaners. Sectional 





advertisers are Chromeraft furniture, Ente. 
prise and O'Keefe & Merritt ranges 

More and more appliance advertisers are 
realizing the importance of reaching 4,000,000 
housewife-shoppers through Family Circle 
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Bill Barris, Detroit Dealer, Tells 
How He Sold 55 Extra Units 
After Reading Neighborhood News 





DETROIT, MICH. Bill Barris, co-owner of Kay 
Bee Appliances, located at 19139 Livernois Ave., 
saw a Family Circle advertisement in an issue 
of Electrical Merchandising from which he got 
an idea that increased his sales $15,000 in two 


weeks. 


% 


Family Circle’s’“Neighborhood News” fea- 
tures a national sirveyamong appliance dealers 
which reveals that an average of 71% of an 
appliance dealer’s customers livé within 1'% 
miles of his store. Considering these facts, Mr 
Barris decided to run a special promotion to 
increase his neighborhood trade. 

His first step was to rent the bluebook from 


Bill Barris gets idea from 
Bl 


I rmily Circle ad in 


trical Merchandising 








Compiles customer mail 
ing list from telephone 


company bluebook 


MAY, 


the Michigan Bell Telephone Company. This 
gave him a population listing by streets 


5,000 People Within 3/4 Mile 
Of Store Received Mailers 

Bill Barris sent out a postcard mailing piece 
in the middle of January to 5,000 people within 
4% mile of his store. By the end of the month his 
volume had increased $15,000—traced directly 
to this promotion. 

Among the 55 extra units Barris sold were: 
24 washing machines, 20 television sets, 5 
refrigerators, 4 freezers. The total mailing cost 
of this successful promotion was only $135. 

Barris’ experience dramatically confirms the 
Family Circle story, namely, the importance of 
the buying power in the immediate vicinity of 
the appliance store—the area where neighbor- 
hood supermarket customers live. 


Family Circle Readers 
Concentrated in Same Area 

Within three blocks of Barris’ appliance store 
is a Kroger Supermarket where Family Circle 
magazine is sold. According to Family Circle’s 
continuing national survey, an average of 73% 
of Family Circle’s readers live within 1'2 miles 
of an appliance store. 

On this basis, a high percentage of Barris’ 
customers are Family Circle readers— families 
whose buying habits are influenced by appliance 
advertising in Family Circle magazine 





Family Circle Is Sold 
in All These Grocery Chains 
and Supermarkets Exclusively: 
- ALBERS * AMERICAN * BOHACK * 
- BUTT « DIXIE HOME> 
FIRST NATIONAL « GRAND UNION = 
- HILL» JEWEL + KROGER 





* RED OWL + SAFEWAY + 
* WEINGARTEN + WINN AND LOVETT - 
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Family Circle housewife- 
shoppers are top market 
for appliances 


Family Circle’s 4,000,000 house- 
wives have home as their primary 
interest. They’re women who want 
the best in home appliances. 
Family Circle’s display cards will 
show the housewives in your 
neighborhood that your store 
carries the appliances they see 
advertised in Family Circle. 
Increase your customer traffic by 
ordering these sales-building 
merchandising displays. 


DISPLAY 
CARDS 
FOR 
COUNTERS 
AND 
WINDOWS 






cons vo GAS RANGES « mm aw 
(OL08 ST TLnS CommarE) avtomens 


































The housewives who read Family Circle are 
interested in better, easier homemaking 
and from this interest comes the motivation 
to buy laborsaving appliances. Lewyt, 
recognizing the sales potential, 
advertises regularly in Family Circle. 








Get 2 Big Values In 1... 
Refrigerator + Freezer! 








MER Ge JUST FILL IN AND MAIL COUPON I OS BE oo 






















No. of 
([)] CALORIC RANGES . cards 


[] DOMESTIC SEWING MACHINES 

(] HAMILTON BEACH MIXER . 

() HOTPOINT REFRIGERATOR-FREEZER 
(] LEWYT VACUUM CLEANERS . 

() UNIVERSAL JET 99 VACUUM CLEANER 
C) CHROMCRAFT . é 

() ENTERPRISE RANGES 

() O'KEEFE & MERRITT RANGES 

(1) AMERICAN GAS ASSOCIATION 


Merchandising Dept., 
Family Circle, 25 W. 45th St., 
New York 36, N.Y. 

Please send me the 
following free display 
cards with appliance 
advertisements from 
June Family Circle: 
Name 
Store 


Address 


City te Zone State 


whe a 


When it comes to homemaking, Family 
Circle’s 4,000,000 housewife-shoppers 
are experts. And they’re experts, too, 

at selecting the appliances that 

will help them do a job more quickly 
and efficiently. Appliance advertisers, 
like Caloric, know that these women are 


an important market for their products. 





WORLD'S MOST MODERN VACUUM Citamee 
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Hotpoint continues its campaign in Be 
Family Circle with a %s-page ad a 
featuring the Super-Stor refrigerator. 

| Family Circle readers are good potential 

! customers for Hotpoint appliances é 


their average annual income, 28% 


higher than the national average, 


enables them to do more buying! 











Increase your 
customer traffic with 
Family Circle display aids 
Housewives who read Family 
Circle buy appliances—and appli- 
ance advertising in Family Circle 
influences their brand decisions. 
Many of these women live and shop 
right in your neighborhood—may 
be among your best customers. 
Show these housewife-shoppers 
your store carries appliances ad- 
vertised in Family Circle. Send for 
this free merchandising material! 











Merchandising Dept., [] CALORIC RANGES .............. Er -~ 7 
Family Circle, 25 W. 45th St., [] DOMESTIC SEWING MACHINES " 
New York 36, N.Y. [] HAMILTON BEACH MIXER ... " 
[) HOTPOINT REFRIGERATOR-FREEZER “ 
DISPLAY Please send me the — iewyr VACUUM CLEANERS “s 


 & AR D Ss cards with appliance (] CHROMCRAFT ... “<a 
advertisements from C) ENTERPRISE RANGES $ " 
, , [] O'KEEFE & MERRITT RANGES 
FOR June Family Circle 


COUNTERS Name 
AND Store 
WINDOWS City 


Try_A¢-99 in your home 
- FREE! 





a oe ee ed 


—4 is 
S56* MOKE POWER! 





See UST FILL IM AND MAIL COUPON Gm GS = a 




















following free display —_[() UNIVERSAL JET 99 VACUUM CLEANER 


[) AMERICAN GAS ASSOCIATION 


Address 


Zone State 


















Landers, Frary & Clark know that Family 
Circele’s 4,000,000 housewife-readers 
are a No.1 market for modern, 
worksaving appliances like the 
Universal Jet 99 vacuum cleaner. 


That’s why they are continuing 





their campaign in Family Circle 
g y 


‘ ‘ , ie, 
with sales-producing ads like Bs 





this one in June. 
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Ina recent survey among 
Family Circle readers, 61% of the 
housewives questioned said they 


made many of their own clothes. 





These women represent a good 
market for sewing machines 
and Domestic reaches this market 


with sales-building ads like this 


one in June Family Circle. 





Domestic 


wine MACHING 








Appliance advertisers using sectional 
editions of Family Circle: 


AMERICAN FIXTURE CO. Features “Chromcraft” furniture 
in Family Circle editions sold in all Red Owl, Jewel, 
Circle to reach a selected audience cos, and Albers stores. 


of 4,000,000 appliance- ig 


=. 


Hamilton Beach advertises in Family 


O'KEEFE & MERRITT advertises gas ranges in Family Circle 
editions sold in California-Safeway, H.E. Butt, and 
J. Weingarten stores. 


buying families. 59.9% 









of these families have one 
or more children. This ENTERPRISE FOUNDRY CO., LTD., features gas ranges in the 


Canadian edition of Family Circle Magazine. 
means they are good 





ee AMERICAN GAS ASSOCIATION features the following ranges 
be, in the California, Northwest, and Mountain editions 
of Family Circle: O’Keefe & Merritt, Gaffers & Sat- 
tler, Wedgewood, and Western Holly. 


4,000,000 housewife-shoppers— 
‘family purchasing agents’’— 
buy Family Circle 


customers for these 
home mixers that make 
real “soda fountain” 


drinks. 


FAMILY CIRCLE MAGAZINE + New York + Chicago * San Francisco * Los Angeles 
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the Zz<ce 


that you need 








Wuy sell the “hammer and tongs” way — reduced prices at reduced 
mark-ups — when Preway gives you outright price leadership at your nor- 
mal profit. That’s strong language, but it’s crystal clear. 

You don’t have to cut anything with this fighting line. Everything is 
there — everything ... price that beats the field, style that women want, 
automatic features second to none, and quality construction that you can 
prove black on white — for all Preway automatics have been tested and 
rated by the Electrical Testing Laboratory. No other ranges in America 

eloin have scored higher than these four front runners that Preway makes to reach 
Pore every segment of your market. Join the hundreds of alert merchandisers 
who are promoting Preway—profitably. Write today for full information. 


PRENTISS WABERS Propucts Co. 


9453 SECOND STREET, NORTH, WISCONSIN RAPIDS, WISCONSIN 


° jum 
eal Finish 








MED Low 
MED.H SIMMER 


BO 


Seven-speed Tuttle and 
Kift Monotube Burners 








awe ''50 a year with this refrigerator ! 

















, 
z " *, 
The Knockout Punch 
Can a hurt a man? i RAD t 
ee oie : —— : ! . 
: | 
. 
— 
Wl ue tho Auk eee 
j Anchone lo Al yor oay of untng 
f $ ’ : 
Cave 150 a year with this refrigerator ! 
| WF YOUR KITCHEN IS THE FAMILY THOROUGHFARE 
i ‘ 
\ 3 
When your home appliance ad runs in the WOMAN'S husbands, their health ...and above all, their 4,241,790 
HOME COMPANION,” it reaches more than 4,300,000 children. (Your ad in the COMPANION, incidentally, 
women already in a home-and-family mood. reaches this tremendous juvenile market at a lower 


, . eee: cost-per-thousand than in any other women’s service 
Unlike general magazines, the COMPANION is edited I omy 


specifically for women. It caters to their interests... 
which, in the final analysis, are yours as well. Ads and service articles in the COMPANION are not 
competitors. They’re good companions. Profitable 


magazine.) 


The subject on your mind . . . modern work-saving ‘ 
companions; 


conveniences . . . is the subject on their minds. That’s 
why they read the COMPANION in the first place Doesn't it make sense to tell your story where women 
to learn more about the care of their homes, their are genuinely interested in what you have to say? 


The COMPANION carries more equipment editorial 
linage than any other woman's mag ne Lloyd Hall 


Tethe Womans Homo, Companion, home products 


(current CIRCULATION MORE THAN 4,300,000) 


(10, tho cule KC on tho pogdlore 6 Anni 


THE CROWELL-COLLIER PUBLISHING COMPANY—640 FIFTH AVENUE, NEW YORK 19, N.Y.—PUBLISHERS OF WOMAN'S HOME COMPANION, COLLIER’S. THE AMERICAN MAGAZINE 
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“The Fonte see tar'53 





For Casement Windows. Models 1252 
and 1652 can be used with hangers 
(included in shipment) for all types 
of Casement Windows. 


“TILTA-BREEZ" for increased air effi- 
ciency. It puts the breeze where you 
want it... up or down, vertical or hori- 
zontal, For 12”, 16” and 20” models. 


Here’s the fan line that’s 7 
bigger than ever before! Ne Bruty 


Adjustable 
Raise it! 
Lower it! 


' te SI. . ; 
It’s fast selling! | = 


It’s profitable! 








Get all the facts! 


“PORTA-BREEZ" the ped- 
estal fan of unlimited uses 
will direct the breeze at 
any angle. For 20” model. 






Give Your Customers Everything 
They Want in ONE Fan Line 


No need to stock numerous lines of fans to 
give your customers variety. You can give 
them EVERYTHING in the Lau quality 
built fan line. These Combination Fans 
now offer you and your customers the great- They're Portable! 


ai ‘ ‘ Women love Lau 
est versatility and genuine selling appeal of fans, They can be 


Medel 206%. The 20" Com any fan line ever shown, Furthermore, you _— carried anywhere in 
bination Window Fan with don’t have to carry tremendous stocks. You 5 ee for use in 
adjustable metal spacer can display them in various ways with a 
panels for mounting in sash es ‘ 
tyee windows, May sie be minimum quantity of fans on hand. See 
used as a portable. your jobber or distributor today . . . Get all 
the facts! Complete selling helps available. 
3 Sizes in Portable Window 
Fans 12”, 16” and 20” for : 
‘ , ; America’s finest line of large 
either exhaust or intake. Window Fans. 24” and 30” 2- 


j speed electrically reversible. 





Display Unit +705. 5! 


Both the 12” and 16” Portable 
Fans are also available with 
adjustable metal side expanders Model 2452 WR-2 (24") 
for use in sash type windows. Model 3052 WR-2 (30") 





I | t i, ime 


T pad FE LAU BR LOW € R Cc @) ae PA AL Y ¢ 2005 Hame Avenue, Dayton 7, Ohio 


World’s Largest Manufacturers of Warm Air Furnace Blowers 











You get em in-You sell ‘em out! 


ORE OEE aS A 























Profit priced! Low priced! 
Real retail promotion! 



































You sell the one complete line that answers the « 
needs of nine out of ten of your customers. With 
these seven big selling Comforteer models, you 
get rid of your inventory problems—make your 
buying easier—save space—keep your working 
capital working for you. Comforteer heaters are 
lower-priced because they’re mass produced— 


INLAND 


yet you make your regular profit! 
£ | 4 Comforteer room engineered heaters are care- 
0] ] ’ * ie 4 fully designed to give quick even heat—more 
warmth per BTU input. Comforteers meet A.G.A. 
approval for all four types of gas. They’re hand- 
some, fine quality, efficiently engineered. 
Gas tested and guaranteed against defects in 


materials and workmanship. 





Your jobber salesman will help you set 


we pay you up an exe lusive Comforteer Dial-Scope 


display. The customer just dials—and 


the ht Comforteer model for each 


rig 
heating problem appears. He will also 


show you how the new easy-to-handle, 
quickly identified Comforteer cartons can 


be converted into selling displays. Every 





carton has useful window and wall ban- 


ners. And your jobbersalesman will payyou! 


We Pay When You Run Ads 


BE YOUR OWN HEATING ENGINEER! ee 
h Our liberal new co-op advertising plan 








ty! enables you to run a whole series of 


= - ye” 
, down-to-earth retail ads at minimum ex- 


pense. We help foot the bills and give 





you the ad-making material you want. 


We Give You a Circus 
to Give Away 


Convertible display cartons contain a 











Comforteer heater with a complete color- 





ful 15 piece circus—a premium idea— 
an extra plus to give away to your cus- 
tomers. Kids will love this circus, parents 
will be delighted with this gift. 
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COMFORTEER No. 135-5 


Unvented circulator, 35,000 BTU, Brown 
“Hi-Boke" enamel. 





COMFORTEER No. 1125-S 


Unvented circulator, 25,000 BTU. Brown 
“Hi-Bake” enamel. 


COMFORTEER No. 1225-S 


Unvented radiant-circulator, 25,000 BTU. 
Brown “Hi-Boke” enamel. 


COMFORTEER No. 218-S 


Unvented radiont-circulator, 18,000 BTU, 
Brown “Hi-Bake” enamel. 





COMFORTEER No. 320-5 


Vented circulator, 20,000 BTU. Brown 
“Hi-Boke” enamel. 


COMFORTEER No. 118-5 


Unvented circulator, 18,000 BTU. Brown 
“Hi-Boke” enamel, 





























































































* ; STEEL 
1 Y CO NT AINE R COMFORTEER No. 112-112-C 


Y Unvented circulator, 12,000 BTU. 112 in 
Cc Oo M PA N White or Brown Porcelain. 112-C in Brown 


4| 


“Hi-Bake” enamel. 











... Decause it's 
4 gifts in I! 








Sandwich Toaster! Steak Grill! Double Griddle! Automatic 
Waffler! Remind your customers that they’re actually getting 
4 appliances for one price! Arvin Lectric Cook, open as a 
griddle, has a cooking area equal to 3 ten-inch skillets! Con- 
verts in seconds to a fully automatic waffler, with heat control 
and signal light. Beautifully styled in gleaming $9.95 


chrome for instant appeal to gift shoppers. 
(waffle grids included 


FOR MAXIMUM SALES, display both Arvin Lectric Cook and Arvin 
Automatic Coffee-Perk on the new Arvin “Merchantman”" Display 
Stand — it's included in the Merchantman Special! Display Deal! 





Contact your Arvin Distributor or write 





RRIF Gift appeal! 





SANDWICH 
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Everybody likes the beauty and dependability of the Arvin 
Automatic Coffee-Perk. Users enjoy having coffee of uniform 
strength, every time—kept hot and ready to serve automat- 
ically, without boiling. Not to mention the safety factor (no 


harm done if water is forgotten) —and the easy-to-clean wide 
opening and well. No wonder Arvin Automatic Coffee-Perk 
is fast becoming America’s favorite coffee-maker! $ 95 
It will perk up sales in your housewares section! 29 

$91.75 PROFIT FROM A $172.80 COST. Arvin's sensational 
Merchantman Special Display Deal — with FREE Arvin Automatic 


Coffee-Perk — is going strong! Get in on it now! Get full infor- 
mation from your distributor today! 


ELECTRIC HOUSEWARES DIVISION. , , ell ; 


ARVIN 


COLUMBUS, 
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INDUSTRIES, 


INDIANA 


Inc. 
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1. The highest mark-up in the entire 
appliance field. 

2. ‘'Pre-sold’’ prospects...live 
leads from people in your area who 
have actually written in for informa- 
tion. 

3. Larger unit sales; average kitchen 
sale over $400! 

4. Eligible for FHA—no collection 
problems—you get spot cash! 

5. No profit-eating trade-ins! 


LOOK WHAT AMERICAN KITCHENS OFFER YOU! 


No yearly model changes! 
6. Fast, effective sales-training— 
right in your own store! 

7. Minimum display space...no 
heavy inventory... no servicing 
problems. 

8. Heavy national advertising—in 
color—in the top magazines, local 
advertising, radio, outdoor, displays! 
9. Regular extra-value special pro- 
motions! 


AMERICAN KITCHENS DIVISION ( ///CO ) CONNERSVILLE, INDIANA 
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Both gas and electric models... with 
the world’s most advanced features! 


No wonder Norge 
GUARANTEES 
SATISFACTION! 


MERCHANDISE MART, CHICAGO 54 DIVISION OF BORG-WARNER 
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GREATEST NEWS 


— SINCE DRYERS 





WERE INVENTED 








The perfect matching unit to the 
famous Norge Time-Line Washer! 


Here’s real news—a clothes dryer that offers not one, not 
two, not three, but four-way selective drying! 

Yes, with a flick of a switch, this new Norge offers a 
choice of safe heat plus gentle tumbling for cottons and 
linens... tumbling w#thout heat for delicate rayons... heat 
without tumbling for woolens ... air alone without tumbling 
for nylons, orlons. And Norge’s super-powered blower fan 
and bigger cylinder dry a// fabrics quickly... all four ways. 

No wonder we say it’s the “greatest news since clothes 
dryers were invented”! And with the world’s “hottest” 
automatic washer as its matching twin, this new Norge 
Clothes Dryer can’t help but be a best seller. 

If you want to be a part of this success story, call your 


Norge distributor. He’ll give you full particulars. 
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LAUNDRY MAIDS—a perfect name for a perfect team .. 


the new Norge Time-Line Clothes Dryer and the new Norge 
Time-Line Automatic Washer. Your prospects will be reading 


about them in the nation’s top magazines. Follow through with: 
@ promotion of your own. Your Norge distributor will provide 
you with a complete merchandis ng and promotion kit to help 
you do a real selling job! 
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Profitable Magnavox Franchise 















“The only TV manufacturer I know with the 
A 


courage to stand firmly behind the principle 


of retail price maintenance.” 


@ Don Gabbert points out Article No. 4—‘‘Reliable 
Prices’’—of the exclusive 7-point Magnavox franchise 
as one of the major contributions to his success with 
Magnavox products in his three stores. 


@ “And’’, continues President Gabbert, “‘we can afford to 
advertise and promote heavily because we enjoy the 
opportunity to get a respectable percentage of the 
Minneapolis TV market which has been well cultivated 
by good national advertising. 


@ “Famous Magnavox features, such as superior tonal 
qualities, beautiful cabinetry and exclusive television 
features have stimulated our salesmen to become ex- 
cited and enthusiastic about selling the prospect really 





wonderful merchandise.”’ 


sw) Guktet— 


President, 
Gabbert's Furniture, 


Minneapolis, Minn. 7 rR t A g o w s WA cal Y 


wt EB 


Magnavox is the best franchise for building a sound, profitable business— 


1 Protected Markets. 2 Direct Dealings. 3 Longest Discounts. 4 Reliable Prices. 


6 Sound Merchandising Help. 7 Staunchest Owner Loyalty. 


% re if & Z we 
+h ie ee ee) ee ee Oe oe a ee 
(maint rf 


. 


tilwisiony - jadi - phoeoguaply 


COAST-TO-COAST THE STORY IS THE SAME...for a sound, 


5 More Advertising Dollars Per Dealer. 





waa : 


profitable, long-term business, Magnavox is the BEST franchise. 


| P * 
J J t { 
THE MAGNAVOX COMPANY, FORT WAYNE 4, INDIANA + MAKERS OF THE FINEST IN TELEVISION AND RADIO-PHONOGRAPHS 
. 


‘ 
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Customers like it 





tors Whe N.- +++Royal likes it, too..-S0+*° 


) a W * LA 
ei joo. The Royal Sellebration 
will extend through May 


Jorly $63.95 


EROARY 


@ Because it’s a good deal all around—for everybody concerned—Roya! 
is extending its big anniversary ‘Sellebration” sale through May. 

With full dealer discount on every sale—plus extra profit opportunities 
on trade-ins—these brand new 1953 regular-line Royals are outstanding 
values at these special low prices. 


Get in on a good thing now! Take full advantage of this unusual profit 
opportunity—contact your Royal Distributor for full details today! 


Ad mats, “Sale” tags and other sales helps are all set for you! 





eos Ae 
sale, 5vat Seat” 
Sy ROYAL 
ZS te Spl 
al | sact2S vacuy € rae 15'S” =e. 
on i. be | "a an air <a 


AD MATS AUTHORIZED PRICE TAGS 
DEALER SIGNS 


1953 MODEL 801 4p Regularly $89.95 


Regularly $79.50 


Prices slightly higher South and West. 


ROYAL VACUUM CLEANER COMPANY -~ Cleveland 8, Ohio 
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MORE NEW BLACKSTONE 
FEATURES DESIGNED 
TO BUILD YOUR SALES: 


Vag POUNDS 
78 HTER-* —— 
BUIERCR iC 


BLACKSTONE 
has Complete 






— 7 . 
te) 
stft we 










a 














| NOW .|. you can make 


a complete, convincing 
demonstration in a few 






seconds. 














Features like these make Blackstone the finest automatic washer built Today! 


AGITATOR ACTION - Assures thorough cleansing 


of heavier loads without tangling or tearing! 


SELF-CLEANSING TUB - in gleaming stainless steel 


always smooth, always clean! 


SCUM-REMOVING FLUSH RINSE — Two com- 
plete rinses while a Jet-Spray sweeps floating dirt and 
soap scum away! 


REALLY DAMP-DRY CLOTHES - High-speed 


centrifugal spin gets some clothes dry enough to iron! 


NO BOLTING DOWN ~- Mechanism floats on 


cushion rubber; Blackstone stands still! 


FUNCTIONAL DESIGN -—Same height and depth as 
standard kitchen cabinets—fits snug, no dust catching 


crevices! 


.and now a Blackstone costs LESS! 
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eg CAN WASH ANY 
pia OU WANT TO WASH 
E TWIST OF A DIAL! 





Only the new Blackstone is all.3 


FULLY | } 
AUTOMATIC! | FULLY | 
al and le | FLEXIBLE! | | 


Set the dial and lax... the Blackstone 
is co pletely Automatic. it fills, 
ces, dries, an d Flex-O-Trol permits t c 
to be lengt ened, shortened, repeated 
ts you blue, starch, bleach ' 
operly! 


tnses, empties, 



































as & Electric 


Blackstone 
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You've got a mighty good sales weapon going 
for you—when the products you sell are adver- 
tised in Collier’s. That’s because the majority 
of Collier’s readers are in the very group 
that buys the most electrical appliances— 
families earning $3,000 to $10,000 a year. 





"Collier's 


makes things happen 
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LIFE 


Advertisement-May 11 


























Its dashing and debonair...a happy marriage of modern and classical... 


other range on the market — discover for 
the exciting new “Tuxedo Top” Gas Range 


yourself its outstanding cooking 
convenience and beauty. . 


. the bewitching jet black and chrome Wipe spc k 
and span in seconds. Be sure to see 


by Perrecrion. Ordinary 


But call it stunning or just plain magnif- 
icent, it's the world’s finest gas range 


i 


words simply can’t do it justice. 


this wonderful new range at your 


. We urge you to compare it with any dealer’s — soon. Your kitchen deserves the best 


and the best 1s PERFECTION. 


RANGES 


electric « oil + gas 


05 years of fine products... FURNACES oil + gas 
. SPACE HEATERS oil + gas 
WATER HEATERS | electric + oil 
ry PERFECTION ae COMPANY « CLEVELAND 4, OHIO 
in Canada mpire Stove Co. Ltd., Owen Sound 
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They tell their friends about 





Ves, these days they’re telling everyone about their new 





family life together—they have a KitchenAid Automatic 
Home Dishwasher! How it has changed their lives! Now 
that they’ve done away with tedious dishwashing, they 
have more time for each other—more time for family 
scenes like this. 

And their friends will want to hear more about the 
KitchenAid—they’ll be in to see you for a demonstration. 
Show them Hobart’s superior dishwasher—KitchenAid, 
“the finest made.”’ 


Show them the front opening, front loading features 


KitchenAid 


Vhe Finest Made... by Ihe 











(leaving room for all that work space on top)...the orig- 
inal two independently sliding racks (the upper rack ad- 
justs to two positions for greatest capacity of all tableware). 

Then demonstrate KitchenAid’s exclusive revolving 
power wash and double power rinse...point out separately 
powered circulated electric hot air drying...the plate 
warmer feature...the auxiliary control for advancing or 
interrupting cycles without loss of water or detergents... 
the easiest installation features—all backed by more than 
55 years of dishwasher experience. They’ll want a happy 


family scene like this one, too! 


The World’s Largest Manufacturer of Food, Kitchen and Dishwashing Machines 












largest 


4 capacity, 
7 in the industry 





be we 


manval control 


to advance, repeat 





or skip any operation : 
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revolving power wash and rinse 
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separately powered, two separate Plastisol coated 


dish racks for easiest loading, 

















exclusive with Hobart design, circulated electric hot air drying, 
superior over conventional ve) affords the greatest efficiency original with Hobort 














KitchenAid Home Dishwasher Division 
The Hobart Manufacturing Co., Dept. KEM, Troy, Ohio 








ly Brammer has 





al23 Sales Punch 


eeautiru. BIRCH KITCHENS in 3 price Rances: 






EASV FO SELL 
BRAMMER brings fine furniture 
features into the kitchen—exclusive 
“Roto - Shelf,” continuous shelving 
and countertops, dovetail drawers. 
These and other Brammer features 
sell on sight for you! 


ELECTRICAL 
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Your customers are looking for living-room loveliness in today’s kitchens. 
Join the profitable trend — show and sell Brammer’s exciting WILD 
GRAIN BIRCH Kitchens that invite warmth and hospitality. Custom- 
built effects can be achieved from various combinatidns of Brammer 


stock-size units. 


COMPLETE, 
READY TO INSTALL 


with high-lustre, clear lacquer finish. 
Display this beautiful — natural “Living 
Kitchen.” Cabinets can be easily connected 
with special bolts furnished. 


COMPLETELY ASSEMBLED, UNFINISHED 


smooth sanded surfaces. Cabinets are built of warp-proof 
materials. Customer applies finish of his own choice! 


"po it YOURSELF,’’ 


packaged flat for easy assembling and finishing. 
Low shipping and warehouse costs 


Write immediately for Brammer’s 
“Profit Punch” Story. 





NATIONALLY AOWERTISEO 


Look for the full-page, 4-color Brammer ad 
in June HOUSE BEAUTIFUL. It’s only the 


BRAMMER 
MANUFACTURING COMPANY 
Dept. E.M., DAVENPORT, |OWA 


beginning of a big Brammer advertising and 
merchandising campaign to bring you greater 
kitchen profits. 


CHICAGO, Merchandise Mart 
SAN FRANCISCO, 
Western Merchandise Mart 


SHOWROOMS: 
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Hundreds of New York Dealers Plus Thousands 
Across the Nation Making Automatic Ice- 
Maker Campaign a Smashing Success! 














Never before have New York’s biggest re- 
tailers backed one appliance so energetically! 
Never before have so many thousands of out- 
standing dealers throughout the nation promoted 

- . - one appliance so vigorously! A list of the dealers 

CS ae: =- a S — who are tying in with the Servel $6,000,000.00 

a] Jp | — ad campaign reads like a “Who’s Who in Retail- 

nas 5 OS D ; —= ing”! The enthusiastic response the Ice-Maker 
backrmtenmti aaal | . : 

SE has received from prospects proves that these big 

retailers really know a good thing! 

















Prospects everywhere are focking 
to see the Automatic Ice-Maker in action! Once 
| = \| fo they've seen it they can never be satisfied with 
SSC any other refrigerator! That’s why prospects be- 
come customers so quick! 














ee | ‘| ~ s e + 

SS {Hl || Ss ~~ Pa} There Ss still TIME to tie-in with this un- 
E lid <J ~ | precedented campaign! There’s still time to let 

everyone know that your store is headquarters 

for the raved-about new Servel! Contact your 

Servel distributor today! 


*Names on Request 




















Model #1139 





8 NEW ELECTRIC COMPRESSION MODELS! 


® 9 Silent Gas Models 
@ 9 Motorless Electric Models 
Only Servel gives you a choice of 26 gas or electric models! 





The name to watch for great advances in 


REFRIGERATION and AIR CONDITIONING 


GAS or ELECTRIC 


f a - 
| ~ All-Year Air r } . fan) © ‘ a os 
Home Room Air | “Electric Water Servel Inc., Evansville 20, Indiana 
| ters | . BTR, Conditioning | o = ‘ 
| Refrigera | Freezers SS | Conditioners S Systems mm Wonderbar _, Meaters In Canada, Servel (Canada) Ltd., 548 King St. W., Toronto, Ontario 
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RETAILERS TYPICAL 





jo MESSY TRAYS TO FilL/.,. SPuLt/..OR rorcer 70 REAL] 
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THE 
CAVALIER 
Model TS17C 


»-oGnd ifs not nailed to 
the floor, either ! 


It's TV's biggest bargain! And Bendix is making these sets by the thousands 


for you to sell. Not just to use as advertising bait. They’re built for the 





active market in 17” sets... which most manufacturers have overlooked! 


Compare! Compare! The Bendix Cavalier’ has: 


@ 21 tubes... not 16 or 17... but 21 tubes! ® Automatic blanking . . . no streaky, re- 

: trace lines. 

@ 41 megacycles IF... not 21 megacycles! aye 
@ Largest viewing area. It’s a rectangular 


@ All wood mahogany cabinet . . . (not tube... not round! 


ylastic or metal!) ; vekeears : 

@ Plus a tuner ready for UHF installation. 
@ 3 stages of IF... not 1 or 2... but 3 - ; :, ee ; 

juga —*' a” @® There’s nothing like it on the market! 


@ Automatic gain control not “brute 


' an @ Ask your Bendix distributor about it 
orce, 


today. Remember you can get all you 
® Transformers... not selenium rectifiers' want! 


BENDIX’ TELEVISION & RADIO 
BALTIMORE 4, MARYLAND 


A DIVISION OF BENDIX AVIATION CORP 
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DEALERS HAIL NEW 


SERVEL FOOD PLANE 


FOOD RETAILERS HANDLE FOOD-BUSINESS 
DETAILS! 


SERVEL DEALERS MAKE FULL PROFIT ON 
EVERY FREEZER SALE! 


CUSTOMERS SAVE 25% AT THEIR OWN 
LOCAL MARKET STOCKING NEW SERVEL 
FREEZERS! 


CUSTOMERS CHOOSE OWN FAVORITE 
FOOD BRANDS...FAVORITE CUTS OF MEAT! 


PLAN SPARKED BY 26 NATIONAL ADS 















Dealers across the nation are benefiting from the 
new Servel food plan that eliminates food-business 
headaches : .. dealer-financing ... and complicated 
deals! Customers stock their new Servel freezers 
right at their own local markets! Dealers concen- 
trate’ on selling freezers . . . and food retailers 
handle all the food-business details. Right now 
powerful national ads are telling America’s freezer 
prospects about the only plan that lets ’em shop 
when and where they want! Contact your Servel 
distributor today ... he’s got everything you need 
to cash-in on this sensational new plan! 
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Upright Models 


11, 15 cw. ff. 





A Servel Exclusive 


cosa or? 

Construction ELECTRIC 

a, ae Sewell 
sweating! BS _= 








@ 5-year warranty 
plus food spoilage 


warranty plan. Model HF-153 











15 eu. ft. 
N Chest-Type Models The name to watch for great advances in 
9, 15, 22 ew. ff. 
; . REFRIGERATION and AIR CONDITIONING 
—_ aebats ‘| 
| 8 iu | — ' [ | j All-Year Air S ile 20 
|| ff—* | Heme ss: Reom Air ( wal yitlegtric al Water || i Conditioning ; a one snag . “en Bs ae 
| ; i] ae | i] f in Canada, Serv -anada) Lid., § ing , Toronto, Ont. 
i= Refrigerators ied | Freezers sy Conditioners — onderba eaters Lh ystems » Canada, Servel (Cane 3 
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BETTER APPLIANCE CUSTOMERS 











Come from Better Homes...where families have BUY on their minds! 


’S only natural that families who spend more time 

ind money improving their homes spend more time 
and money putting appliances into them! Such families 
are not the once-in-a-while tryers, but the steady buyers. 
And Better Homes & Gardens is their made-to-ordet 
magazine! 
For example: 613,000 BH&G families bought major ap 
pliances for Christmas, 1952; 1,134,000 bought radios, 
TV or record players. 
It is no accident that such buyers are found concentrated 
in BH&G. For BH&G screens the nation to attract only 
people who want to make their homes better homes. It 
does this by devoting every issue to practical ideas on 


how to make daily living rie her, more enjoy ible. 


Knowing this, BH&G families always open their magazine 
| 


with a special mental attitude 
with BUY on their minds! 


new OOtewe 
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BH: G BUVowwsicat BRIEFS 


” RI SPONSI Proof that BH&G is the harde st-worked and / a 
working magazine stems from the fact that more advertisers see 
inguirtes from BH&G readers than any other major 

@ APPLIANCE ADVERTISING. BH&G carried more appliance 
verlisng pages and revenue in 1952 than any major mont! 
magazine. 

@ HIGH FIDELITY equipment editorial feature in BH&G pu 


over 1,300 inguirtes in less than 2'2 months. 
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Model RAC-93 





Servel is priced $50 under competition! That’s why you get fast 
turnover as well as full profit when you sell Servel! Servel is a 
big, powerful room air conditioner with exclusive 1-Dial Weather 
Control! Yet its extra-value price adds millions to the ranks of 
air conditioner prospects! Servel’s powerful ad campaign is reach- 
ing these prospects right in your own backyard with 22 ads in 
LIFE, Saturday Evening Post, Time and a host of other national 
magazines! Meet the mounting demand with full Servel stocks... 
contact your Servel distributor today! 


in All-Yoar Air So “ 
Home Conditioning (8 Room Air “Electric 
Refrigerators ~# Freezers , Systems Conditioners my Wonderbar” 
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_) Heaters 


1H.P. 
ROOM CONDITIONER 


+399" 














NEW! 1-DIAL WEATHER CONTROL! 


Choose any of 5 weathers: (1) full cooling power 
(2) night cooling (3) outdoor air mixed with 
cool (4) fresh air circulation (5) stale air 
exhaust! 





The name to watch for great advances in 


REFRIGERATION and AIR CONDITIONING 


Servel Inc., Evansville 20, Ind 


In Canada, Servel (Canada) Ltd., 548 King St. W., Toronto, Ont 
} 
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ORDINARY 
TV 


a maze of 
wiring and 
soldering 
connections 


por 
THE MOST AMAZING ADVANCE 
IN TV CIRCUIT ASSEMBLY 
Look closely at the two photos above. The one 
at left—a maze of wiring and soldering connec- 
tions —a tremendous manufacturing problem of 
assembling, inspecting . . . greater opportunity 
for failure. Now examine the amazing new 
STEWART-WARNER X-9300 unit assembled chassis 
on the right. It's clean . . . easy to properly as- 
semble . . . simple to inspect . . . rugged for long, 
continuous performance. UNIT ASSEMBLY means 
52% less wiring .. . 47% fewer soldering con- 
nections without sacrificing a single essential 
component. 


The Simplest Chassis to Service 
Ask your service men to take a look at the 
new STEWART-WARNER wnit assembled 
X-9300 chassis. They'll tell you—“It’s a sweet- 
heart’. . . “at last, one TV manufacturer has 
applied good common sense to circuit assem- 
assembly.” Why? Because they'll recognize 
the extra heed Ghagemante used throughout 
... they'll appreciate the easy ac- 
STEWART cessibility to any part of the chassis 


. . they'll welcome the easy way 





| UNDERSIDE OF CHASSIS 


of making adjustments and 
replacements when necessary 
... they'll find V.H.F./U.H.F. 
conversion almost effortless 
. and the ease with which 
the chassis can be handled. 


Customer Satisfaction 
One demonstration will 
convince you. STEWART- 
WARNER wnit assembled X-9300 chassis is the 
most powerful in TV ... for picture detail, 
sharpness, contrast and stability . . . it’s posi- 
@\_ tively unequalled both in city and 
long range reception. All this plus 
the stamina of the chassis due to 
extra rugged components and sim- 
= plified circuit assembly mean that 
every STEWART-WARNER sale assures a sat- 
isfied and gratified customer for you. 
Positive Quality Control 
When you feature STEWART-WARNER TV, 
you can say good-by to the annoyance and ex- 
pense of set failures after factory shipment 





Pa yajaie 
| NEW X-9300 


UNIT 
ASSEMBLED 
CHASSIS 


means more power 
... Simplified serv- 
icing ... positive 
quality control 


or after delivery to your cus- 
tomers’ homes. Because unit 
assembly assures positive 
Quality Control all along the 
production line. 


Proved in Every 

Section of the Country 

We have been producing the 

STEWART-WARNER unit as- 
sembled X-9300 chassis for over a year and 
shipping to every TV area in the country. 
Dealers evervwhere have lauded its perform- 
ance and our service records have borne out its 
consistent dependability of operation. 


Contact Your Stewart-Warner 
Distributor Immediately 


This amazing unit assembled chassis 
~ is a sound, basic advancement in TV 
Im circuit assembly . . . a development that 

wy , can mean more TV sales for you... 
-~“ more satisfied customers. Contact your 


STEWART-WARNER Distributor 
TODAY! 


STEWART-WARNER ELECTRIC -: _ Division of Stewart-Warner Corp. 


1300 N. KOSTNER AVENUE ¢ CHICAGO 51, 


ILLINOIS 


In Canada, Belleville, Ontario + Leading Electronic Producers for the Armed Forces 
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—_ 
if you want this . 









en 
instead of this 






... better demonstrate and promote 


THIS ONE SURE-SELLER ! 
There’s nothing like it... with : SS 





such demonstration dramatics ! 


Only the Easy Spindrier gives you the kind of sure-fire 
demonstration dramatics you need in specialty selling to- 
day — to convince your customers and close the sale quicker! 


That's because Easy gives the best “proof of performance” 








demonstration of ‘em all! It’s packed with work-saving, 
time-saving features customers like and buy...features like 
exclusive Spiralator washing action, Single-shift control, 
Automatic Spin-rinse...and plenty more. 


So, if you want 70% of your Easy washer sales to be big- 
ticket, top-profit sales, demonstrate and sell the washer 





that's built for step-up selling .. . the new Easy Spindrier 
Model 536! 








New Easy Automatic Clothes Dryer 


The “perfect partner” for any Easy Spindrier. 
Packed with value-giving features! Fastest per- 
hour evaporation rate. Big 16” door opening. 
Circle-aire Drying. Gas or electric models. 





—— DAY PROMOTION 4 ii BULLETINS 
CON Get ready for this sales-closer now. A continuous flow of tested, proven 
N U See your local Easy representative for com- sales ideas for year-round profitable Easy 
PRO BB civeswars plete promotional plans. selling. 


GIVE-AWAYS 


OTIONS E nr oe DISPLAYS 5 alg PROMOTIONS 
asy continues its well-known pro- 


gram of traffic builders—with the The best in the business for years! Periodic planned promotions to gen- 


industry. than ever ! over promotional models by a big margin, 


to help you SELL finest low cost give-aways in the Now even better, more attention-getting erate volume sales. Geared to sell fop models 


ALL BACKED BY A STRONG MAGAZINE PROGRAM PLUS A REALLY DOMINANT NEWSPAPER CAMPAIGN 
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a. USTRIBUTORS 6 FOR “PERMANENT : eeepc al... | 
70" TRAFFIC PROMOTION WITH FULL : DEALERS FIND FASTER SALES IN 


PROFIT MARGINS” 3 at KITCHEN THAT ‘SELLS ALMOST 


= LUKE PLUG-IN APPLIANCE” 
4 


i T = a 
. Ff This is the beautifully styled 8’ Homemaking 
Center—the sensational “leader” in Murray's 
THE new line of completely preplanned kitchen 
















. 
* 
. 
. 
. 
. 


ensembles. Because of Murray's entirely new 

vf a cll! ——- approach to kitchen merchandising, this en- 

E> semble can be offered at a price your pros- 
oi \ —i BSH pects will go for. Look at the sensational 
s7 


\ 4 | — 


e All the luxury features of Murray's big De Luxe 66° Cabinet Sink! 
Wire basket, breadboard, cutlery tray! 








@ PLUS automatic food waste disposer—and the sensationally 
appealing Dishmaster! 


e FIVE big cabinets, scientifically selected for optimum handy stor- 
age per foot and per dollar! 


e Condiment shelves—fiuorescent lamp—popular edge-grain maple 
- i " \ cutting-board cabinet top! 





~ y @ Sales aids—displays—unmatched advertising support! 


e@ Sensational value, amazing features, terrific efficiency, tremendous 
appeal—for only $649.95*! 











7’ Homemaking Center— 
De Luxe 54” Sink, five big 
cabinets, fluorescent lamp, 
Dishmaster, disposer, wood 
cabinet top, condiment 
shelves, wire basket, cutlery 
tray! Complete for only 
$499.95*! 





414’ Homemaking Center- 
big54”" cabinet sink, Murray 
Food Waste Disposer and 
sensational Dishmaster. 
Roomy wall cabinet with 
four doors, external shelf, 
fluorescent lamp. Only 
$349.95*! 





6’ Homemaking Center 
De Luxe 42" Sink, five big 
cabinets, fluorescent lamp 
under center wall cabinet 
Dishmaster, food waste dis- 
poser, wood cutting-board 
cabinet top—offered at just 
$499.95*! 





314! Homemaking Center— 
highest quality Murray 42” 
Cabinet Sink, complete with 
wall cabinet, Murray Dis- 
poser, sensational Dish- 
master; many times the ap- 
peal, twice the profit of sink 
alone—at $289.95*! 


*Suggested retail prices—slightly higher in the West and South 


Salesmen 
enters! 


eeeeeeeeeeereeee Seeeeeeeeeeeeeeeeeeeeeeeee e* 


3 SALESMEN “SELL INSTEAD OF PLAN’ 
\ AND PROVE THEY LIKE 
SELLING BETTER 


eereeeeereeeereee 








Dealers across the country 
cheer the new MURRAY 
kitchen idea that lets 
them profit instead of 
nlan—brings “package” 


selling in volume! 


No wonder this revolutionary idea is blasting the 
market wide: open—being acclaimed by distributors, dealers, 
salesmen and customers! See what it offers you! 


FULL dealer and distributor profit . . 
inventories . 


. simplified 
. exclusive full-support local advertising and 
promotion plan . . . almost COMPLETE elimination of plan- 
ning problems . . . simplified installation . 
sales features at sensational prices! 


. . and sensational 


Professional designers, advised by skilled home 
economists, time-motion-study experts and interior decorators, 
have preplanned this amazing line of kitchen ensembles— 
complete with automatic disposer and Dishmaster—for the 
scientific maximum of utility, value and beauty per foot of 


space—for easier, more profitable kitchen merchandising. 


your Murray distributor today! 


. write, phone or wire Murray! DEALERS—see 
DISTRIBUTORS : 


. The new approach in design and merchandiging 





MURRAY 


THE MURRAY CORPORATION OF AMERICA 
Home Appliance Division 
Sales Offices, Detroit 11, Mich. 














Q 
Let Sil hy WATER help you sell more 


AUTOMATIC WASHERS and DISHWASHERS 


Silky Water is the best sales-helper you ever had . . . because it makes clothes washing 
and dishwashing machines work better! 

It’s important to tell your customers that any water—with Calgon added—becomes Silky 
Water. This means rain-soft water FREE from the film that prevents proper cleansing 
... that clogs up machines. 

With smooth-running washers and dishwashers, your customers will have fewer repair 
bills. You'll get fewer complaints! You'll have to make fewer service calls! 


% No water washes like SILKY WATER! + No water rinses like SILKY WATER! 
% No water protects your machines like SILKY WATER! 


SILKY WATER gives you more Volume ... more Profits ... more Satisfied Customers 


Tell every Automatic Washing Machine | 


Owner that CULGON, makes any water 


Tell every Automatic Dishwasher 


SULLY WATER 


calgon 


WORKS WONDERS 


Calgon in the water makes every washing operation 
smoother! Your customers can use their favorite soap 
.». and save up to 14 the amount usually used. With 
Calgon, no soap film can form. There’s no detergent 
corrosion if you use Soap and Calgon for Silky Water 
washing. A sample package of Calgon is packed in 
every machine leaving the factories of over a dozen 
leading automatic washer manufacturers. 








Owner to try C4LGGOMITE . 


for sparkling clean dishes 


iapnoven FREE FLOWING 


ouseHoLo 


FoR # SHWASHING 


mEcHANIcAl OF 


Because Calgonite contains Calgon and effective 
cleansing agents! It’sthe complete washing compound 
that is especially designed to get dishes, glasses and 
silverware sparkling clean—to keep dishwashing ma- 
chines free from harmful film. A sample package of 
Calgonite is packed in every automatic dishwasher 
in the factories of the nation’s leading dishwasher 
manufacturers. 


Sro0k Ue... ADVERTCE...DIGPALAY CALGON and CALGONITE 


CALGON, INC., Hagan Bldg., Pittsburgh 30, Pa. 
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Millions of TV receivers in use today are equipped 
with the famous TARZIAN TUNER, For, since the 
early days of television, most manufacturers of the 
best-known sets on the market have relied upon 
the trouble-free TARZIAN TUNER. 


Because so much depends upon the satisfactory 
performance of the tuning mechanism, you'll find 
most of the nation's leading manufacturers ore 
using the TARZIAN TUNER in the sets they make— 


and sell—under their own brand names. 


It's only natural that the world’s largest producer 
of switch-type tuners should produce the best 
UHF tuners for COMPLETE coverage. 
Tarzian was first with UHF adaptability 
engineered into VHF tuners, 
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A MESSAGE TO AMERICAN 


INDUSTRY @ 


OnE OF A -CGERIES 


FOR REAL HELP 
TO SMALL BUSINESS 


It is ironic that one of the first jobs of the 
Eisenhower administration, so widely, and 
erroneously, tagged as a “big business” ad- 
ministration, must be to go to the relief of 
small business. This is necessary because the 
preceding administration, while continually 
proclaiming its tender regard for small busi- 
ness, actually impaired gravely the ability of 
small business to carry on successfully. This 
it did in the necessary haste of devising an 
emergency tax program to finance rearma- 
ment and the Korean War. Now the new 
administration must revise this tax structure 
to give small business a chance to make its 
key contribution to an expanding American 
economy. 


How Taxes Hurt Small Business 


Since the outbreak of the Korean War, 
small business has been handicapped by two 
principal 
program: 

1) Many small firms are unable to retain 
enough of their earnings to provide for ex- 


features of the emergency tax 


pansion because these earnings are drastically 
limited by the excess profits tax. 

2) Small companies have received a very 
small share of the tax concessions allowed 
by the federal government to encourage con- 
struction of defense facilities. 

A small business that succeeds and hence 
grows is particularly hard hit by the excess 


profits tax. That tax, of course, applies to 
corporations having a net income of more 
than $25,000 per year. It results in taking up 
to 82 cents on every dollar of profit that the 
company earns above what is called an “excess 
profits credit.” For most small companies the 
credit depends on what was earned in 1946-49. 
This creates an element of gamble and dis- 
crimination in determining the amount of tax 
to be paid. Time has proved that it is impos- 
sible to select a base period for the tax that 
is fair to all companies. A young company 
starting in 1946-49 is peculiarly vulnerable, as 
its earnings in that period were necessarily 
low. Even on modest earnings today, it would 
pay a high excess profits tax. 

It is true that Congress wrote into the ex- 
cess profits tax law provisions to lessen the 
impact of the tax on growing companies 
However, none of these provisions in prac- 
tice has given much relief to small business. 


‘‘Relief’’ Provisions Give Little Relief 


Small firms rely almost entirely on retained 
earnings to provide funds for improving their 
plants and equipment. They get very little 
help from the provisions (1) that no more 
than 70 per cent of total profits can be taxed 
away, (2) that additional earnings are al- 
lowed on an increase of invested capital or 
(3) that growing companies are allowed a 
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rate of return on capital equal to the industry 
average. 

Most large firms can obtain additional funds 
in the securities market. But small firms find 
it difficult to increase their capital by selling 
securities, since investors generally prefer 
the stocks or bonds of nationally known and 
seasoned companies. Few small companies, 
therefore, can reduce their tax burdens by 
increasing their invested capital, and few can 
meet their needs for equity capital if their 
rates of profit are no higher than those of the 
leading companies which generally set the 
average profit. 

Small business has been equally at a dis- 
advantage in the matter of accelerated de- 
preciation for tax purposes. The government 
has encouraged a great expansion of our 
industrial plant, despite the very high rate of 
taxation on corporate earnings, by granting 
certificates of accelerated amortization on new 
plants built to support the defense program. 
These certificates allow business to charge 
off the cost of defense plants at a rapid rate. 
This decreases the earnings that are subject 
to taxes, and so increases the part of the 
earnings that may be retained in the business. 


Growth is Stifled 


But most of these tax concessions have been 
made to large firms especially equipped to 
handle the complex problems of defense pro- 
duction. Of the $12 billion of new facilities 
so far approved for fast amortization, only 
11 per cent are for companies with less than 
500 employees, although the share of such 
companies in the normal civilian business is 
about 30 per cent. In only 2 of 12 industries 
studied by the Small Defense Plants Admin- 
istration were small firms receiving what was 
estimated to be a fair share of the total tax 
amortization awarded. 

Because they are unable either to retain 
enough earnings after taxes or to step up their 
depreciation allowances, most small firms are 
unable to keep up in the race to expand and 
modernize plant capacity. The Small Defense 
Plants Administrator, in his report to Con- 
gress, emphasized that small companies have 
been unable to do their full part in the de- 
fense program for lack of capital. 

The Council of State Chambers of Com- 
merce recently published an eight-state sur- 


vey showing widespread cutbacks of plans 
for new plants by small and medium-sized 
companies. According to this report, “high 
federal taxes enacted since the beginning of 
the Korean War appear to be placing an effec- 
tive brake on the rate of industrial expansion 
in all the states surveyed and probably in the 
48 states generally . . . It is principally the 
small and medium-sized companies whose 
growth is being stifled.” 


Some Ways to Help 


The first step to relieve small companies 
should be to free them from the excess profits 
tax. The nation as a whole would be far better 
off if the excess profits tax were allowed to 
die as scheduled on June 30, since the tax 
promotes waste as it stifles incentives. It is 
quite possible, however, that the politics of 
tax reduction, as opposed to the economics, 
will prevent the elimination of the tax during 
1953. 

If the tax is extended, provision should be 
made for a much broader exemption to 
smaller corporations. If net income up to 
$100,000 a year, which in these days still 
constitutes small business, were exempted 
from the tax, the loss of revenue to the gov- 
ernment would be about $175 million. This 
relatively small amount could easily be offset 
by an increase in employment and incomes 
if small business is freed from its financial 
strait jacket and allowed to expand. Care- 
ful attention should be given also to the pos- 
sibilities of allowing a higher rate of return 
on the first $1 million of capital (roughly the 
amount it takes to provide 100 jobs) and of 
making special accelerated depreciation al- 
lowances to smaller firms. This is a matter 
so important that we shall return to it in a 
future editorial. 

Relief for small business—relief from a 
financial paralysis that has kept it from play- 
ing its dynamic part as a growth element in 
our economy — would do much to give the lie 
to the notion that the Eisenhower administra- 
tion is a “big business” operation. Much more 
important, it would be a long stride toward 
releasing the dynamic energies of many small 
businesses and businessmen to forward a 
continuing and expanding prosperity. 


McGraw-Hill Publishing Company, Inc. 
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The Trend is to Hallicrafters! 
THE SUPERIOR LINE AT SENSIBLE PRICES 


21” PICTURE—In gleaming mahogany toned 

plastic. Modern design at modest price! Here 

is the finest picture in television! Has famous , 

7 Se 490. <a : 

3-Stage Range Control. Model 1075 BS r 8-BAND Portable — Another 

wap leader! No other portable has 
so many bands so much 
power the ease of tuning 
or the unbeatable record of 
achievement in short-wave as 
the Hallicrafters World- 
Wide! 


21” PICTURE — non-glare tilted glass front, 
Hallicrafters Smokey Black Control Panel 
gold trim. In hand-rubbed mahogany finish 

smart contemporary styling — just look! 


Model 1085 , 
& 
World’s Leading, Exclusive Manufacturer of Communications, 
High-Fidelity, Radio and Television c } (Ta P i 
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74 Symposium oa VHF Television 


UHF-1: 


ARE YOU READY FOR IT? 


This is basic, the stuff you must know if you are going to handle UHF TV at all: 


pells 


the home-appliance deal 


| . good business for 
4 ; 


n unknown quantity just 


er. A 1 Tew 
short months ago, ultrahigh-frequency 
television is today proving its mettle in 
citi uch as Portland, Oregon; 
Youngstown, Ohio; York and Wilkes 


Barre, Pa 


Development enginecrs are nov 
able to wuncross their fingers and 
breathe easier, heartened bv report 
of sharp, snow-free pictures enjoyed 


by most pioneer uhf-televiewers 
Manufacturers of uhf broadcasting 
backlogs of 


equipment report heavy 
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orders as station building moves for 


ward at an ever increasing pace 
Owners of recent-model sets can, in 
general, have them equipped for uhf 
reception and the changeover can be 
handled by most servicemen, after 
which the set will function as a self 
contained vhf/uhf receiver 
Older-model sets lack provision for 
internal and require an 
external converter that either attaches 
to the rear of the set or sits on top 
of the cabinet and changes the uhf 
signals to either channel 5 or 6, which 
ever is unused in the locality. Thes« 


changeover 


1953 


You can put an external UHF converter on any VHF set 


New UHF-VHF sets fall into two general types 


You can modify some VHF sets to receive UHF 


Assistant Editor, Electronics 


ignals are then fed into the receiver 
and handled like ordinary vhf signals. 


All-Band Receivers 


New television sets made for uhf 
as well as vhf are of two general types 
One has a single turret tuner and 
clicks from one channel to another. 
Usually a choice of about 16 channels 
is available. These can be in any 
desired combination of locally-avail 
able uhf and vhf channels. Only one 
tuning dial is required, with separate 
tuning strip or insert for each channel: 

The second type of set has two 


Some antennas will receive UHF and VHF, but lead-ins present problems 


tuners, a turret tuner for vhf channels 
2 to 13 and a continuous tuner that 
covers all 70 uhf channels. Some sets 
have separate tuning dials for vhf and 
uhf. The vhf dial is turned one click 
past the last vhf channel and the de 
sired uhf channel may then be tuned 
in on the continuous uhf dial. Other 
makes have the two tuners controlled 
by a single dial 

Advocates of the single tuner point 
out that 16 channels are enough to 
receive all stations in any one locality 
Manufacturers of continuous tuners 

Continued on Following Page ) 
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Four Ways to Fix a Set to Receive UHF.... 





REPLACING unused VHF tuning strip with UHF strip on a turret tuner is one 
of the most common methods of modifying a VHF set for UHF. 








NEW UHF-VHF tuners, like this one getting a factory test, can be used to replace 


present VHF tuners in some sets 





EXTERNAL converters can bring UHF to the owners of older model receivers 
One-channel converter fastens to rear of cabinet 


look towards availability of more chan- 
nels when the FCC’s channel alloca- 
tion program is fully implemented. 
Standard Coil Products has developed 
an 82-channel detent tuner but this 
device had not yet been incorporated 
in commercial sets at the time of 
writing. 


Internal Conversions 


There are several ways to convert a 
late-model vhf set for uhf reception. 
The method used depends upon the 
design of the set. The most common 
conversion technique consists of re 
placing with uhf channel inserts the 
vhf tuner strips corresponding to un- 
used vhf channels. Some sets, designed 
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with uhf in mind, have extra positions 
on the vhf turret tuner in which uhf 
tuning strips can be inserted. 

In other sets, it is necessary to re- 
place the entire vhf tuner with a 
combination uhf/vhf turret tuner. 
Space has been left on certain TV 
chassis for installation of a 70-channel 
uhf continuous tuner. Similarly, still 
other sets have space to install an all- 
channel uhf converter internally. The 
difference between a converter and a 
true tuner is that the converter first 
changes the uhf signals to a vhf chan 
nel while the tuner eliminates this. 


External Converters 


For older-model sets, a number of 


MULTI-CHANNEL converters for use on older sets sit on top of the 


cabinet 


This one receives two channels; others get all 70. 


manufacturers are making external 
converters. Simplest of these is the 
single-channel converter. This small 
attachment fastens to the rear of the 
vhf receiver cabinet. It is operated by 
two toggle switches. 

In areas where more than one chan 
nel is available, two-channel and 70 
channel converters are useful. These 
ire contained within their own cab- 
inets and usually sit on top of the 
vhf External converters can 
l the various vhf 


console 
be used with any of 
receivers, 
Two-channel or continuous con 
verters can be installed by the set 
owner. Installation of the single-chan 
nel is simple but usually requires re 


MAY, 


» vhf set 


moving the rear panel of 
Upstairs TV 


Regardless of whether your cus 
tomers buy an all-band receiver, 
modify their present set for uhf or 
attach an external converter, they 
should give careful attention to the 
antenna. 

Antennas are available for all-band 
reception or for uhf alone. If you live 
in a vhf fringe area and have a local 
uhf station, your existing vhf antenna 
may handle uhf. By the same token, 
a uhf antenna may work for receiving 
a nearby vhf station. However, you 
will probably have to change your lead 
in wire to get the best possible uhf 
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A lead-in that works for uhf 
will also work for vhf. 

Gain and directivity are important 

1 either vhf or uhf antennas. Gain is 


picture 


+} 


ie property that enable 
to pull in power from thi 


I 


an antenna 
transmitter 


Directivity is the property that allows 
the antenna to concentrate its powel 
gathering effort in the direction of the 
desired station. High gain is especially 
desirable for fringe-area_ televiewing; 


good directivity is useful in reducing 


ghosts, ““Venctian-blind effect’? and 
ther bothersome interference. 
Ultra-frequency waves are much 


horter than vhf waves. A half-wave 
iength measures 106 inches at channel 
2 while a half-wavelength at channel 
83 is only 6 inches long. UHF be 
haves more like light than does vhf 


Directivity is particularly important 
Where vhf waves tend to bend around 
obstacles, uhf signals follow a line-of 
sight path much as do light beams 
Siting the uhf antenna may be crit 
ical. Signals may bounce off the 
ground or nearby objects and miss 
the antenna completely. One curious 
effect noted during early RCA experi 
ments at Bridgeport, Conn., was that 


antennas sited in the winter failed to 
pull in signals in spring after the trees 
had budded and foliage blocked the 
signal path, 


UHF Antennas 


[hree common types of all-band 
intennas are the double-V, trombone 
ind stacked-V. The double-V is char 
icterized by good gain and fair direc 
tivity. It is most useful in weak-signal 
ireas. The trombone has fair gain and 
good directivity and is most useful in 
cleaning up ghosts [he 
stacked-V seems to be a good com 
promise for general all-band reception 


he popular "4 


pictures 


antenna does 
a good job for uhf reception and in 
most 


DOW tic’ 


conveniently at 
tached to the existing mast. 
It can be used with a 
reflecting screen for better directivity, 
stacked with another 


creased gain, o1 


cases can be 


The bow 
tie is versatil 


bow-tie for in 
ittached directly to a 
conical vhf antenna for all-band pet 
formance. ‘The high-gain uhf trombone 
can also be attached to the mast. 
Other antenna types such as the 
rhombic, stacked rhombic, parabolic, 
helix, corner reflector, half-wave dipole, 


UHF Antennas Change the Skyline. 


f ——! ) 
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fan dipole, yagi and endfire-broadside 
have uhf possibilities. For noisy or 
ghosty locations, the parabolic or COI 
ner reflector works particularly well. 
lor extreme fringe-area reception, a 


uhf yagi gives good results 
Other Hardware 


l'ransmission-line losses are a 


SecTl 
ous problem at uhf. Line losses largels 
account for the fact that viewers in 


strong-signal areas frequently get supe 
prior pictures using indoor antennas 
such as the familiar “rabbit ears’. It 
is easy to lose most of your signal in 
the lead-in unless certain precautions 
ire taken 

Factors that increase lead-in loss are 
nearness to other objects, sharp bends 
in the line, and moisture. UHF lead-in 
should be kept at least 6 inches away 
from roofs or sides of buildings. ‘The 
moisture problem rules out some com- 
mon 300-ohm ribbon used in vhf in 


stallations . . . at least for lead-ins 
over 100 feet in length. 
Attractive for both efficiency and 


economy is tubular or oval twin lead. 
In some cases, particularly where the 
line must run close to other objects, 














vou will have to use coaxial-cable lead 
in. Two commonly used types are 
RG 11/U and RG 59/U. The former 
introduces less line loss but the latter 
economical and usually ad 
\W here an eX 
tremely long lead-in is required, it may 


Is more 


quate for home use 


be necessar\ 


to use 450-ohim open-wire 
line with insulator spacers 
Another item of outdoor hardwar 


the 
This is a small device with 
three sets of terminals. One crossover 
network is used high on the mast to 
connect the vhf and uhf antennas to 
the lead-in, while another is used neat 


sometimes needed is Crossover 


network 


the set to connect the leadan to the 
terminals of the tv receiver 
Future 


Present score for uhf-tv broadcasting 
is 15 stations on the air, 190 author 
ized and 246 applications pending. 

ULIF will be a large factor in reach 
ing the goal of 2,000 television sta 
tions, to make tv a truly national 


medium. Only through uhf will tel 

vision come to many smaller cities and 
towns, bringing entertainment to new 
viewers throughout the nation. 


End 





INSTALLING the stacked-V (left) is much like putting up any other antenna. This one, like the double-V (center) ond the trombone (right), is an all-band ontenna. 





AS 
= 

















ye 


THE BOW.TIE, a versatile UHF an‘enna fills the bill in tmany installations. Use it 
it with a VHF conical antenna (right) for all band reception. 
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Pitan eee 








with a retlecting screen (left)or with a corner reflector (center), to kill ghosts, or connect 


PAGE 71 








UHF-1 continueo 


HERES HOW THE SETS OF 25 MAKERS CAN BE ADAPTED FOR UHF 





Can Be Modified by the Addition or Replacement 








Chassis Hos Space Provided to Mount UHF Tuner or Converter or : 
Manutocturer of UHF Strips on Turret Tuner Present Tuner can be Replaced with UHF-VHF Tuner Other Provisions 
PTE oc cvcccosese All models except a small percentage made in first few months All 1953 models. Strips are recommended but all-channe| UHF tuners will be available in A certain percentage of receivers will be made 
of 1949. June. with all-channe| VHF-UHF tuner installed. Ali 
others will use turret tuners with UHF strips to be 
installed in the field. 
SE cabvasoncars 1953 models: 1953 models: 1963 models: 
21KD TB21CA TMI7C TS2iC KM21CB 21T3 TM2ICS TB2ICS KM2ICS KB2ICS HM2IC HB2IC FM21IC FB2IC | TM2ICU KB21CU FM21CU RB21C 
04K3 KM21CA KMI7C KS2IC KB21CB 21X3 (All the above models have-provisions for installing a continuous tuner.) TB21CU HM21CU FB21CU FM27C 
TMZICA KB2ICA TSI7C TM21CB 21K3 KM21CU HB21CU RM21C HB27C 


(All of these take Standard Coil UHF strips.) 


All of the above models have a UHF and VHF 
tuner installed. All previous Bendix models need 
an external UHF converter, 





Capehat-F answorth .. . 


1949 models using ~ CX 31 series chassis, 

1950 models using — CX 32 series chassis, 

1950-51 models using — CX 33 series chassis, 

1951-52 models using - CX 33 DX and CX 36 series chassis, 
1952-53 models using ~ CX 37 series chassis. 
































































































































GS avevccesncse All Contac models since July, 1949; all Fleetwood models. 
UG vcvdcotonse RA~160-162B—164 and 165 (1952-53); space provided for UHF. aa provided: RA~166~167 and 170. RA-—168-1§9 and 171 have 82-chagnel tuning. 
strips on RA-166-167 and 170, which use 13-position tuner. Tuner can be replaced: RA-162B 
Se Most sets produced between 1949 and present (beginning with A few sets using continuous of hand-switched tuners require UHF converters. 
model 611). 
aero All R—series chassis, ay 
Generel Electric...... . Pie s : 
170125 2173 210202 210208 210214 17T11 = 17C117 2172 
20C107 2176 210204 21C208U 1777 17712 17C120 21T4 
21T1 = =©21C201 210206 21C210 17710 17C113 20T2 2175 and all future receivers 
Hallicrafters ........ 1951: 1,000 series chassis. Space provided to mount tuner or converter on chassis: 1952: 1,200 series chassis. 
GIGS ows cnceceos All receivers use turret type tuner. Strips can be installed for 
any UHF channel, (On all 1953 models.) 
Motorola....... eede Present tuner can be replaced: 
14P1B 20T2BA = 21F3 21K1B 21K5B = 21K11B_=‘17TSE 17T12 
14P2 17F13B = s 2138 21K2 21K5D = 21T1 17T9F 17T12B 
14P2U 17F13BC 21F3B0 21K2B 21K5BD 21TIB 21T4AC  17T12C 
4T4 17F13C =—_:-LI7K10A 21K3 21K6 21T2 21T4ACE 17T12W 
14T4B 17K8 17K10M 21K8D 21K6D 21T2B 2I1T5A 17T12WC 
17F 11 17KBA 17K10MA_—s« ATK 12BA_ ss 21K7 21T3 21TSBA = 21K3B 
17F12A —s-:17K8B 17K1l 17KI2WA =21K7D 9=21T3E =. 21T7 21K3W 
17F12BA 17K8BA_ I7KIIA 17K13A = 21K8 21T4AC 21T7B 21K4 
17F12D =: 79 I7KIIAA = 17K130D—s«17K15—s: L7T6BD 17TBA 21K4A 
17F 13 17KSA 17K11B 17K14 17K15B «17T6BF = 17T8B 21K4B 
17713 17K9B 17K1iBA—s «I7K14A_—Ss-L7KI5BC 17T6C =A TBBA = 21K4BD 
17T14 17K9BA 17KIIBAA 17K14B~ = =-I7KISC_«OL7T6D~—Ssi17K10 21K4C 
20K3 20T3 I7K11C 17K14BC 17K16 = =L7T6F ~=s17T 10 21K4CB 
20K3B 20T3B 17K12A 17KI4C—s«aATKIGC «OL7T6G~=—SsLTTOA = 21 KACW 
20K4 21F1 21F30 17K14W)L7TSA—sLTT7 17T10D =. 21K4D 
20K6 21F1B 21Cl W7KI4WC «17TSC) = =OsLTA—s «dT 21K9 
20K6B 21F2 21C1B 21K4W 17750 ~=s«17T8 WTC 83. 21K10 
20T2 21F2B 21C18D 21K4WD° =17T5E 1779 LTE §=—- 21 K108 
20T2A 21F 2F 21C1D 21K5 TSF =617TSA—sLTTLIEC «21K 
20T2B 21F2FB 21K) 
Olympic eeuteeseace All sets built since late 1948. hemes provided on chassis to to mount tunes of ‘converter on all chassis built : since » 1951. 
Pacific Mercury oe All 1952 models. Saree 3 ee 
DU cccadesveves Models made 5 prior to 1951 may have UHF converter i mounted internally, Rec Recent sets are All 1953 models are complete UHF-VHF receivers. 
_ either equipped w with all-channe! VHF tuner or can be so equipped. 
Raytheon .....-+e6. Space provided on chassis for UHF tuner or converter in all sets made since March, 1950. 
We Viscuédecéowse Present ~~ can be wx on these models: pent i These 1953 sets are available either as VHF or 
17T-150 “160 17T-173 21T-159DE 21T-174DE 217-179 21T-176DE UHF-VHF receivers: 
17T-151 yt 182 ivrlia 21T-165 21T-175DE 21T-179DE 2I1T-177DE 17T-301 21T-314 21T-342 210-329 
17T-153 17T-163 «:17T-250DE = 21T-165DE = 21T-176 217-197 21T-178 21T-305 21T-315 21T-344 210-330 
177-154 s-17T-172,sAVT-261DE = 21T-166DE 921-177 21T-159 21T-178DE 21T-303EN =. 21T -316 210-305 270-331 
17T-155 17T-302 21T-322 210-317 210-346 
17T-310 21T-323 210-326 21D-327 
21T-313 21T-324 210-328 
ee 1952 models from 454-TW to 466-CB, inclusive. 
Setchell-Carison...... Models 15, 2500, 151, and 152. 
eee All models using Standard Coil Products tuner: 1950-1953. 
Stewart-Wamer....... 1950 models: 9100, 9103, 9104, 9105, 9106, 9108, 9109; 
1951 models: 9113, 9120, 9121, 9122, 9124, 9125, 9126, 9127, 9132; 
1952 models: 9200, 9202, 9203 9204, 9209; 
1953 models: $210, 9211, 9212, 9300 
Stromberg-Caison..... 1951-52 models: 324, 417,421; 1952-53 models: 521 
BINGE  céccvcdces Space provided to mount UHF tuner or converter on all current chassi Ss. All current sets either have UHF built in or can 
rN Be ee have it added. 
Weeeecccndccs cece Uses Standard Coil Products strips. 
Wee achecceccnecs Uses Standard Coil Products strips. 
rer All models. 
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WHAT'S ITS IMPACT? 


ELECTRICAL MERCHANDISING visits half a dozen Pennsylvania cities to 
find out what dealers think of UHF television, concludes that: 


<4 Most dealers are enthusiastic. 


< Enthusiasm varies directly with the amount of previous TV service. 


& 


between broadcasters, set makers and dealers. 


Most problems are non-technical, can be minimized by cooperation 


< The public likes UHF when it sees it, but is still confused about 


what it means. 


ON’T worry about Ultra High 
| ) l'requency television 
When it come to OUT a 
t will bring with it most of the 


hy f Vill eTVICe 


he AC 


and a few new 


of its own. ‘These will be bother 

m ut not insurmountable. And 

the ill be more than compensated 

for by having good quality 'V avail 
( ma lox i ba 1S 

hose are the conclusions of a team 

f ELECTRICAL MERCHANDIS 

ING editors who in late March visited 

half a dozen castern Pennsylvania 


receiving UHI 
locality did 
many dealers express complaints about 


UHI 


most 


ommunitic now 


broadcasts. In only one 
(That was in Reading wher 
already receive VHI 
telecasts from Philadelphia and wher 
the local UHF outlet has had difh 
culty in putting a good picture into 
certain sections of Reading proper 
In the other cities dealers and their 
distributors enthusiastic about 
UHF picture quality, found little trou 
ble in installing or UHI 
sets, and could trace a healthy upturn 
in ‘I'V business to the advent of local 
television 

It’s difficult to draw strong general 
about UHF. Reaction 
extent from city to 
even within a community 
dealer to Some 
ell a particular type of merchandise 


nd iT¢ 


homes 


were 


servicing 


conclusions 
vari to some 
ifs ind 
varies from dealer 
inclined to be something less 
than objective in discussing their com 


yetition Balancing these opinions 
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By Ted Weber, Jr. 


one against another it’s possible to 
ome up with the following observa 
tions on field experience with UHI 
In other communities the experienc 
But basi 


hold 


may be somewhat different 
lv, these should 
true im most markets 


cone lusion 


How’s Business 


The impact of UHI 


on a market 
ilmost directly with the 


TICS satura 
tion of VHF in that market lake 
these three examples 

Wilkes-Barre has had little VIII 


ervice and saturation there before sta 
WBRE-TV took to the air on 
Channel 28 was something under 20 
The advent of local 
meant a sudden upturn in business 
and distributors and dealers generally 
are extremely happy over UHI 
Scranton has had limited VHF ser 
ice, pulling in Binghamton which is 
some 60 miles away. In some sections 
of the city this meant no ‘I'V at all 
in others a considerable number of 


When Channel 25 


tion 


percent Service 


cts had been sold 


took the air there was an upturn in 
business, particularly among thos¢ 
families, who lived in areas wher 


Binghamton reception was poor. Nov 
business has fallen off somewhat, pos 
ibly in anticipation of a local Scran 
ton T'V station going on the air this 
summer, but more probably becaus 
there is fairly widespread unemploy 
ment in the area 

Reading and Allentown have been 
three Philadelphia station 


elving 


1953 


ind \ II] 


he ULI station in Reading went on 


set saturation is very high 


the air in February; the station in 
Bethlehem began test patterns in late 
March, Neither has exerted any posi 
tive mmpact on trade as vet. In fact, 
ome Reading dealers blame poor fall 
ind winter business on the publicity 
given the approach of local UHF sery 
ice. Unfortunately, portions of Read 
ing got a very poor picture when th 
finally did the air—al 
though other communities report a 
very good signal. As a result, the ex 
pected upturn in business which many 
Reading dealers anticipated has failed 
to materialize. (It should be noted 


tution go on 


that some Reading dealers do not 
agree with these conclusions. For 
them, fall and winter business was 


good despite advance publicity on the 
new station). There is speculation that 
the situation will improve when the 
second Reading station goes on the 
ir. Right now the local attitude is 
very much one of “wait and see.” 
Allentown, being once removed from 
Reading's problems, is apparently tak 
ing the advent of UHF with even 
greater calm. One dealer reported a 
downturn in business but didn’t know 
whether it could be blamed on UHF’s 
ipproach or on business in general 
Another was determined not to push 
UHF until good UHF pictures wer 


wailable in the community. 
How to Convert 
\ dozen different dealers could 


ome up with a dozen different argu 
ments about the merits of strips, o1 
converters. By and large they are now 
using the system recommended by the 
sect maker—which means that a singk 
dealer may be using all three methods 

When UIHF first went on the air 
the supply of converters was better 
than that of strips. ‘That gave con 
verters a head start. On the other 
hand, some of the early converters 
gave some trouble, Nowadays the pub 
lic’s preference for all-channel tuning 
(see below) and the relative case of 
installing a converter have led some 
dealers to concentrate on this type of 
Conversion. 

Conversion isn’t mexpensive and 
the cost may lead some set owners to 
buy an all-channel set rather than con 
vert. ‘To the cost of the conversion 
equipment (about $10 per strip or 
from $40 to $50 for a converter) must 
be added the cost of a bow-tie an- 
tenna and a rotor if telecasts from 
other communities are to be picked 
up. 


Strips or Tuners 


Ihe public preference in new sets 
has swung heavily toward built-in all 
channel tuners in preference to strips 
Itxven the firmest believers in the strip 
vstem admit that this public prefer- 
ence will probably carry the day and 


that all (or nearly all) set makers will 

include all-channel tuning in thei 
lines 

Preference is now heavily in favor 

MORE ===> 
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N th 


vision stations 
But 


community 


one of the first—and 


system operators 


Corp. in Pottsville, Pa 
Pottsville (in Reading, 
Despite this, Malarkey is bu 


ind laying plan 


New 


changing 
approach is the key to sur 
Here's his reasoning 


getting only washed out, 





surface it would appear that community television 


on ot the 
thinks differently 


, who operates Pottsville Trans-Video 


He is Martin F. Malarkey, Jr 


Scranton and 


his approach to the market 


ival for community 


nowy images 


UHF and Community TV 


NO PESSIMISM 


system 


are in for some rough competition from newly-authorized tek 


most successful rf th 


tations are Opening 


Wilkes Barre 


up all around 
for example). 


y re-cabling large sections of his operation 
for expanding his service 


Any community system can survive if the right steps are taken 
Malarkey believes. Pottsvill located on the side of a valley and 
even after all the authorized stations take to the air, reception might 
be difficult for the home owner. So Malarkey is confident that the 
“cable” will continue to provide TV service for Pottsville and towns 
like it. But even if the new stations were to put good pictures into 
Pottsville, Malarkey think he could continued success by 


enjoy 
And, says he, this changed 


systems 


Iwo years ago community systems got their 
start by providing a good picture for communities which had been 


Malarkey admits that in some 


IN POTTSVILLE 


areas the new stations eliminate this dependence on the “cable” for 
a good quality picture. Malarkey proposes to meet that situation by 
offering quantity as well. He will offer his customers seven channel 
reception, including independent stations in New York which carry 
a good deal of sports coverage. Thus, his customers will receive good 
quality pictures from local network outlets without having to put up 


antennas (which in many cases would have to be rotorized), will 


continue to receive VHI 


Whether Malarkevy’s 
scems tO On paper 1 
remote 


community systems in 


munities like Pottsville should continue to prosper 


stems in towns which will soon 


ome change in operational methods such as Malarkey suggests may 
UHI 


ome Pennsylvania areas, local prophets are guessing that the 


have to be Already, with 


used. 


may go out of business in two or three years 
like Malarkey’s can forestall such action. If 
ystems will continue to provide a small but relatively stable market 
UHF signals will be converted to VHF on 


for VHF-only sets 
the < ible 


since 


telecasts from more distant communities, 
ind will in addition get extra IV coverage from other communiti 

solution will work out in practice as well as it 
something that only time can tell 


small towns or in 


Certainly, 
“dished-in” com 
As for community 
receiving local 


area COverage, 


only a month or two old in 
“cable”’ 
It’s possible that a plan 


such is the case, thes« 








of 2l-inch sets over smaller model 
Some dealers reported that buyers 
were not going after the low-end 


models but were interested in step-up 
sets or console types. One dealer re 
ported that when Wilkes-Barre first 
went on the air there was a tight sup 


ply of 17-inch sets. Whether the first 
wave of buyers would have bought 
more 17-inch sets had they been avail 


seems 
21-inch 


ible is open to conjecture. It 
likely that the demand for 
sets was strong even then. It’s certain 
that today—even in areas like Scranton 
where purchasers seem to be waiting 
for new UHF stations to open up 
that the 21-inch size accounts for a 
vast majority of sales 


Service and Installation 


\ year ago many manufacturers and 
engineers thought that the “bottle 
neck” in UHF would be in finding 
enough installation men and repair 
men to handle installation and ser 
ice. The admittedly directional nature 
of the UHF signal was supposed to 
make installation of a UHF antenna 
1 highly skilled proposition. And 
there were worries about signal losses 
due to lead-in lines then availabl 

None of these problems is yet ap 
parent in the UHF areas of eastern 
Pennsvivania. The 
may yet occur, since a 
really capable technicians exists her 
is it does in many other areas of the 


service problem 


shortage of 


country. But UHF is new cnough 
(and receivers haven't been in usc 
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long enough) to make that problem 
apparent. What's more, most dealers 
don’t feel that repairing a UHF set 
will be much more troublesome than 
working on a VHF set—provided you 
have a capable man working on either 
of them 

Installation hasn’t proved to be the 
bugaboo many thought it would be 
Nothing illustrates this better than 
the fact that some customers are put 
ting up their own antennas. In most 
cases, however, the installation is han 
dled by the dealer’s crew, particularly 
installations are 
equipped with rotors 


being 
to pick up sta 
tions broadcasting in other commun 
ities. ‘Tubular or oval lead-in 
have replaced the flat lead-in 
common in VHI installations 


nce many 


lines 
line 


Problems 


UHI 


headaches. 


television has its share of 
Some of them—like too 
much competition, some price cutting 
and consumers playing one dealer off 
iainst another—are common to VHI 
television as well. Others are peculiar 
to UHI 

In Scranton, for instance residents 
who had been receiving Channel 12 
from Binghamton complain that their 
neighbors’ UHF converters 
were interfering with VHF reception. 
Investigation indicated that there 
were two primary troubles: converters 
were being fed through Channel 5 
instead of Channel 6 or boosters used 
for VHF reception were being left on 


sets O1 


while the set owner watched UHF 
In the first case, certain sets produced 
a harmonic which interferred with 
Channel 12. In the case of the boost 
ers left on, they acted as a miniature 
Channel 12 transmitter 

\s mentioned previously, some con 
verters had given trouble when UHI 
first went on the air. ‘Todav there are 
admittedly firm believ 
ers in strips instead of converters 
who think that converters will prove 
troublesome 


ome dealers 


when several adjacent 


channels ire tele isting Others scoft 
it this contention 
Remember this about UHF prob 


lems Ther ir¢ lo il inl 
it’s dificult to 
or predict in they'll 
shape up. ‘They insurmount 
ible and they don’t diminish the deal 


UTI 


nature and 
generalize about them 
idvanc e how 


aren t 


ers enthusiasm over 


Lessons 


You come UHI 
with two distinct impressions 

1) that UHF is working out well 
for dealer as well as broadcaster 


away from a area 


2) that many of the problems ap 
parent today are far from technical in 
nature. Most of them revolve around 
educating the public and working out 
a sound approach 
imong 


to the problem 
broadcasters, manufacturers, 
distributors and dealers 


For instance, the strongest resent 
ment against UHF was felt in the 
Reading area, where many dealers 
blamed the local station for having 
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made too many promises too long 
before the station actually went on 


the air. 

Pre-selling a new station in any 
given market is a ticklish proposition, 
particularly in a community which al 
ready receives VHF telecasts. The 
station owner must publicize his ef 
forts in order to line up business. But 
too much pre-telec 


isting publicity can 
boomerang 


unexpected diff 
crop up It is obvious 
that both broadcaster and dealer stand 
to profit from a sensible promotional 
program which both understand and 


when 
culties or delays 


ire willing to live with 

lhe public is still somewhat con 
fused over UHI’. Some think it re 
places VHF service. And many mis 


understand the problems, techniques 
ind costs involved 
UHF reception 

Dealers can use all the help dis 
tributors and manufacturers can pro 
vide, not only before a 
on the air but after telecasting has 
begun in a community and local prob 
lems pop up 

Finally, the dealers who have the 
reputation for doing the soundest and 
most thorough job on television are 
the ones who are happiest over UHF 
Chose who handle it as a sideline are 
among the unhappiest. 

It was one of these “good” dealers 
who summed up UHF for us in 
Wilkes Barre. Said he: It’s the great 
est thing that ever happened to the 
dealer End 


In converting for 


station foes 
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SOUTH BEND WAS 


CLOSED CIRCUIT broadcast gave every manufacturer and 


distributor a chance to show sets in operation 


YOUTH BEND, IND., 83 mile 
m Chicago and with 30,23] 
VHF sets operating in its area, 
ecame on January 24 the fist city of 
its type to have a local UHI tation 
start operating. From that date to 
March 6, 21,956 converters and 5,894 
new TV sets adapted for UHF wer 
oO! 

But the real story lies in the fact 
that the new station and the merchan 
lising of it were launched without 
the confusion and the wild scramble 


which has taken place in other areas 
\ whistle blew and three trucks, 
ich with a UHF transmitter aboard, 
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UHF-3: 


OPENING A NEW MARKET 


South Bend, Ind., with a VHF saturation of 53 percent, proves that intelligent planning and cooperative promotion 
can create an honest UHF boom without chiseling or confusion even in an area where TV long has been established 


By Tom F. 


pulled away from a loading dock in 
Camden. It was like the race for land 
in Oklahoma strip days—only this 
time the dash was to determine 
whether Atlantic City, York, Pa., or 
South Bend, Indiana, was to have the 
honor of erecting the first UHF sta 
tion in the country One existed at 
Portland, Ore., but that was the orig 
inal experimental model. ) 

The Indiana town won the rac« 
ind went on the air December 21, 
1952, with a test pattern, long before 
even manufactirers knew it was hap 
pening 


WSBT-TV is the property of the 


1953 


Blackburn 


South Bend Tribune. Foreseeing the 
promotional furore that such a project 
would cause in local merchandising, 


its publisher, F. A. Miller, decided 


to take steps that would avoid such 
chaotic conditions as hit Denver and 
Portland when new stations were in 


troduced without proper preparation 
vith the trade. 


Victim of Whispering Campaign 

WSBT-TV realized that UHF had 
been the victim of as many rumors as 
1 presidential candidate. Dealers had 


heard all the stories: a poor 
picture, water 


worst 
ghosts from even a 


DEALERS who would sell UHF television when South Bend’s first station went on the air were called in by 
station management and informed of their program and plans. 





cooler in the room, dead spots, fad 
ing. People were half convinced 
that they would be better off to stich 
with the snowy VHF television they 
were getting from Chicago, almost 
90 miles away 

Dean J. Wilhelm, director of ad- 
vertising for the Tribune, called a 
meeting of 15 odd distributors and 
50 dealers in the newspaper's cafe 
teria. ‘There he laid the cards on 
the table, told them that they would 
be kept in touch with progress by 
mailings, 300 at a time, to the trade 
100,770 famiies living 
mile radius of the new sta 


MORE > 


There were 
within a 25 
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INSTRUCTION in the basic elements of UHF plus regular mailings to dealers and distributor: 


kept the merchandising end of the 


DEALER DISPLAYS were built around the 


with single-station converters, but most 


tion, he said, and 30,231 already were 
picking up Chicago’s VHT’ stations 
lhose who owned sets formed a ready 


converters and 70 
; fo 


market for 
537 families remained as prospe 


made 


new television sets 
Show Sampled Picture Quality 


Ihe new station 1 with 


openc 
free show January 24 in the Not 
Dame drill hall This building, 10 
ft. wide and 190 long, with a 30 by 
48 ft. stage. was to have a double row 
of 8x10 booths through the center 
two more rows on the sid The tel 
vision show was fed n a closed 


PAGE 76 


industry up to 





date on station progress 


Veown 
PER 
wit 


arrival of UHF. Some sets were offered 
sold 


were with all-channel devices 


booth Dis 
restricted to manufacturers 


uit to one set in cach 


plays were 


or distributors and manned by South 
Bend or Mishawaka dealers l'o get 
this free space, the brands had to 


carry advertising in the special edition 


f the Tribune 
The show was jammed, amazing 
South Bend trade with the local in 


terest in UHF, or at local 


tation that would give snow-free, dc 


least, in a 


endable reception 


Operators of the new UHI station 
felt that they had to sample their 
widience with a perfect display of 
television recepti 1, that am 








distributor levels to 


meet 


INVENTORIES of sets with provisions for UHF were adequate at 


the demands of 


UHF-hungry customers 





CONSUMER IGNORANCE of UHF and its accessories was combated by 


with displays like this array of 


pointment would set the market back 
badly 

Che sudden opening of a UHF sta 
tion caught many manufacturers off 


guard, unprepared to accommodate 


UHF reception. All-channel converters 


but 


designed for 


were supplied in abundance, 


single-station devices, 


34 only, were 
Because UHI 


rumMor;©s 


channel scarce 

has been subject to 
Electrical Merchan 
dising made note of the experiences 


gleaned from the 


) many 


iles experiences Oo! 
15 distributors and 48 dealers 

First it should be remembered that 
WSBT-TN broadcast from a 23 


MAY, 


var usly 
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Jealers 


priced converter: 


miles southeast of South 
In the southeast part of town 


ft. tower 44 
Bend 
some dead spots were found, and it 
dificult to 
Vacuum cleaners 


was eliminate ghosts 
ind electric shavers 
did not affect reception, but UHI 
turned out to be highly directional 
Westinghouse put on its show at the 
LaSalle Hotel, 
in the southeast 


n.g. in the northwest end 


found reception okay 
| 


orner of a room, but 


South Bend is a forest of antenna 
towers, and few were changed to catch 
the new media except to swing som 

Lead-ins were frequent, 


Co tinued on page 
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Just-completed studies at the 
Texas State College for Women 
show, for the first time, the exact 
temperatures, substantially lower 
than for rayon, at which acetate 


fabrics must be ironed 








IRONING TESTS on rayons, acetates and rayon-acetate combinations at the Texas State College for Women 
involved the use of irons with an extended base to accommodate a precise heat regulator and a thermometer 
A metronome was used to maintain the rate of ironing constant for each test. 


Now You Can Tell Your Customers 


The Right Heats for 


lroning Acetates and Rayons 





WHAT'S THE DIFFERENCE? 


(n acetate is not a rayon. Up until December 11, 1952, 
when the Federal Trade Commission made a ruling to the 
contrary, most acetate and rayon fabrics were labelled under 
the one head of rayon. Now an acetate fabric has to be called 


in acetate —and for good reason. 


Both are of cellulosic origin, but they are made by dif- 
ferent processes and have different dye qualities, shrinkage, 
color fastness, tensile strength, moisture absorption, and, 


most important here, widely different reactions to heat. 


Since most household irons have only one setting, “rayon,” 
the American Viscose Corp., which makes both types of fab- 
rics, visualized consternation in homes where housewives 
tried to iron highly susceptible acetate fabrics at the rayon 
setting and therefore proposed the tests reported in this 
irticle. 


The Editors 
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KSULTS of a recent study to 
R determine proper ironing tem 

peratures for rayons, acetates 
and fabrics made of rayon-acetate 
blends, reveal that acetates require a 
much lower temperature setting than 
ravons 

Unlaundered acetates, for instanc« 
showed poor ironing response at tem 
peratures as low as 330 degrees | 
Unlaundered rayons stood up well 
until temperatures reached 450 deg: 
I’.—a difference of 120 degs. I. 

Che study was made under a ‘Tcx 
tile Research Fellowship, sponsored by 
American Viscose Corporation, in th« 
College of Household Arts and Sci 
ences at ‘Texas State College for 
Women and was conducted by two 
rraduate Fellows under the supervi 
ion of Dr. George Sims Wham, Jr 


\ serics of experimental ironing 
temperatures were used, starting at 
280 degs. | ind increased every 10 


degrees through 500 degs. F., until 
evere distortion, melting or scorching 
curred 

Laundering was included in the 


study because it was felt that special 
finishes on some rayon fabrics might 
influence the response of the fabric to 
ironing. From five to six launderings 
have been found adequate to loosen 
the bondings of these finishes; there 
fore a series of six commercial launde1 
ings, using the following formula, 
were included 


Degs. F Minutes 
1 suds 100 10 
1 suds 120 10 
1 rinse 120 5 
1 rinse 100 5 
1 rinse cold (sour) 5 


Ihe composition of the detergent 
used in the sudsing operation consisted 
of two parts by weight of neutral soap 
(88 percent real soap), and one part 
by weight of sodium metasilicate pen 
tahydrate. The final rinse included 30 
ml. of 28 percent acetic acid. 

An initial ironing before the fabric 
was laundered, plus a 30-second iron 
ing treatment after each laundering 
was applied by the same operator, A 
metronome was used to keep the rate 

Continued on page 96 
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He’s Selling Air Coolers 





HONOR STUDENT: H. Wylie Sinclair studied marketing conditions in Houston, 


came up with a program that i 


NEW pattern ot 
retailing has emerged in tropi 
cal, humid Houston, Texas, and 
H. Wylie Sinclair of Acme Airco, who 
called, without proof, 
the largest room cooler dealer in the 
United States, is its closest student 
This season finds him in a seething, 
competitive market, with it 
ing days far behind. Distributors com 
pete in backdoor selling; there are 
direct deals from the nation’s manu 
facturers to Houston’s hordes of 
speculative builders. Although room 
coolers carry a 334 percent margin, 25 
over cost is the rule, 
of the city’s big department store 
knock 15 off list. ‘There are 74 local 


sales agenci ooler busi 


cooler 


room 


iS sometimes 


prone Cl 


ind even some 


in the room ¢ 


ness in Houston (saturation 16 pet 
cent) 

What tvpes are being sold is re 
vealed by Chartes ]. Blum, residential 


ind farm sal Houston Power & 
Light Company, in his figures on 
1951 sales in the area 
First Second Total 
half half year 
4 ton (window type) 
room cooler 690 851 1,541 
%4 ton and up (win 
dow type room 
cooler 12,702 7,111 19,813 


34 tons and up (con 
sole) room cooler 391 492 883 


Total 22,237 
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making air conditioner sales 


It may easily be seen that the 7 ton 
window type is the 
Introduced about four 
has pressed ahead in acceptance, ex 


popular model 


years ago, it 


actly as larger refrigerators have 
gained in number. Mr. Sinclair feel 
that the l-ton size will be the even 
tual leader. Complete systems have 
not made equal progress, he says, be 
cause you have to cool the entire 
house when only one room is to be 


On the other hand, there is no 
quibbling over the amount of elec 
tricity air conditioning takes. ‘The 
trend is to buy extra units for the 
office as additional 


used 


home or cooling 


is nec ded 
Three Types of Prospects 


In planning to reach today’s 
phisticated Houston buver, Acme’s 
Sinclair cuts his market up this way 

| lhe prospect 
telephones 


who rushes in o1 


when the temperature hit 


5 or above. Hurry, hurry is his watch 
word 

lamilies who do not like humid 
nights and who will accept a_ trial 
fer or rent to see if a room cooler i 
1 help 

Canny buve who foresee that 


hot weather is coming and will go fo 


| bargain price in the off 


scason 
+. Satished custom who want 
idditional unit 
For the first group Acme Airco 
needs only have a stock of room 


coolers ready. It is business that can 


ROUGH MARKET 


In the new and tough competitive conditions besetting 


air conditioner marketing in Houston, Texas, H. Wylie 


Sinclair is outselling other firms because his Acme Airco 


is meeting the needs of four types of prospects 


be mostly donc 
says B. E. Schultz, general manager 
I'he weather does the rest, and more 
+ ton, 115 volt plug-ins are sold to 
these people than to others 

\ stock of approximately 200 rental 
models, plugged with newspaper ad 
takes nibbles from 
prospects who wonder if air condi 


er the telephone, 


vertising, care of 


tioning will work for them. For $50 
down Acme Airco will survey one’s 
home and install the kind of room 


cooler it thinks will do the job. Rent 
is $25 a month thereafter. The cus 
tomer, within 90 days, may buy, and 
have the entire rental applied on his 


purchase price. 


Renting is a Sampling Job 


Inasmuch as many room coolers 
are sold in Houston without enough 
capacity to do the work properly, this 
rental plan is a break for the Sinclai 
organization, since in renting it al 
ways gets the right installed 
vithout question or haggling 
Advertising of no money down, 3 


months to pay, and $100 savings are 


size 


concessions depended upon to lure 
the canny, out-of-season prospect into 
the fold. It is the citizen 
willing to plan for the future who 
goes for this proposition, not the man 
ibout town who waits until he is hot 
and cannot sleep 

No longer are Houston prospects 
confined to the upper income group. 
Despite the fact that the Houston 


who is 


MAY, 


L3,f57. att fan 
taste for 
growing. People who work at night 
men who come out of air 


irca bought 


year, the room coolers 


conditioned 


offices to warm houses, young mat 
ried couples who work and _ enjoy 
combined incomes of over $400 
monthly are meat for Mr. Sinclair’s 


salesmen (who work on straight sal 
ary). A Negro lodge has 15 units in 
its windows, motels thoughtfully 
provide spares for their cabins, and 
many a room cooler goes to down 
town office windows. With probably 
40,000 units in Houston today, nearly 
everyone comes in contact with them 


Chere is no doorbell ringing to sell 
room coolers, but a host of tips and 
inquiries from newspaper advertising 


75,000 lines a year) 
by phone or by call 

About 50 percent of Acme Airco’s 
customers buy 
today, 
were nearly 


are followed up 


room coolers on time 
back the 
all cash customers. ‘Th 
terms of nothing down, 36 months to 


where a few vears 


pay, and payments as low as $11 a 
month are all persuasive. Most bi 
ers are top credit risks. Incidentalh 
complete systems are eligible for FIA 
financing, while the i 
not 


room cooler 


People Add Extra Units 


conceded that M1 
share of the market 
being first in the 
1940 and for a 


It is generally 
Sinclair’s lion’s 
results from his 
field. He started in 
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HOTTEST pr those 


temperature reache 75 and 


who 


want a 


pects are 


VAM MAA 
tiveg § 


NERS |. 


dial 4 
7 


COMAPARE THESE FEATURES 


vb} 
ree 


ADVANCE PLANNERS, wh 


Ife ittra te } t y ir 


Acme ffer fon 


me was alone in the Dut 
units 
ould, raiding old instal 


l'exarkana hotel. In 


business. 
ng the war lhe ivenged for 


vherever hx 


lations such as a 


194 when the hermetically sealed 

init appeared, most f h el ( 
' vl 

! \cm Au | nt I n 

t ibit 1 satished customer add 

ext its to h home Usualh 

to the firm that took 

This, plus the fact 

iat A \ tt to take room 

ler t 1 winter and check ind 

tore th t tl mpany an 

idvant gC WoO few others lor 

those who wish t e their units in 

the vin ill winter, Mr. Sinclai 

ha ited VET Ihe idea of room 


ELECTRICAL 


telephone 


unit 


buy before the swelter season in hot 


money 
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in when 


right away from stock 


humid Houston, 
down 36 month t pay 


coolers for he iting purposes has not 
penetrated deeply in Houston as yet 

Acme Airco service is good, it is 
Houston, and the men 
come on the run. No party has ever 


, 
peen < 


mceded in 


incelled because the 
tioning failed. Windows in Houston 
ire generally standard, unlike som«e 
encountered in the deep South, and 
there is no difficulty in installation 
Filters seem to be the chief annoy 


ir condi 


in 

In figuring out adequate installa 
tions, the men have an_ elaborate 
ystem for checking heat losses. Many 
houses are alike, however, and the 


estimating is usually simple. 
While the Houston Power & Light 
Company will run in three-wire drop: 


1953 


of Customers 


Acme also makes 














friends by 





RENTAL or free trial prospects wanting to try a room cooler before actual purchase are accommodated 
which Acme maintains 


storing customers units during winter 











OLD CUSTOMERS, satisfied with such aspects of Acme service as the winter 


covers shown here, come back 


free to the house, it is up to the cus 
tomer to pay for 230 volt outlets over 
the room cooler. Wylie Sinclair is 
equipped to do this rapidly at an aver 
ize cost which will usually range be 
tween $35 to $50 


Unsatisfactory Units 


Charlie J. Blum of the utility is on 
record as being against selling 115 volt 
units of ? ton or larger. Purchase of 
them, he says, has resulted in numer 
ous complaints, such as burn 
outs, overloading of existing circuits, 


motor 


blinking lights, television interfer 
ence, and service interruption, Even 
immediate neighbors have com 


plained 


By contrast,’ few complaints 
have come in from customers who 


to the firm to buy 


their second or third units 


buy units designed for 230 volt 


No Trade-ins on Room Coolers 


Fully 50 percent of Acme Airco’s 
volume is on room coolers, Carrier, 
Phileo, Vornado, and other brand 


Its four stores are off the beaten path 
but have plenty of 
no trade-ins, 
the business is by telephone 
Backbone of Mr. Sinclair’ 
is his willingness to learn everything 
mechanical about the 
sonalh He sell: 
equipment and 
through the 


parking spac 
Chere are and much of 


SuUCCE 


business per 

Coleman heating 
only recently 
Coleman _ installation 
;chool—doing a job for which most 
merchants would have 
thei 


went 


sent one of 


men end 
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AD LIB COMMERCIALS by Harvey Berman of Modernization, Inc., who says he talks to the TV camera just as he would do to a prospect. As 
many as four programs a day make him and his firm familiar to 50,000 watchers in Cincinnati. Here he makes pitch on morning program 


They Even Do Their Own Commercials 


Not only is a kitchen by Modernization, Inc., of Cincinnati completely in- 
stalled by its own men—right down to plumbing, wiring and tile-setting — 


it is also first advertised on television by dealer Harvey Berman himself 


By FRANK A. MUTH 
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FIVE OR SIX telephone inquiries come into the store following each of Berman’s 


how He r me of hi sale 


smen try to 


qualify prospect for a home call 





HOME CALLS usually are made when both husband and wife are there and Mod 


ernization 


HEN vou want to sell kit 
chens and appliances, what 
better way is there than pet 


sonalized advertising? Modernization, 
Inc., Cincinnati, Ohio, has that and 


more—they do all the remodeling 
with their own workmen, electrician 
plumber, tile setters, etc.—to the tun 
of $1-million in kitchen sales 

Several years ago, Harvey Berman 
President of Modernization, Inc., wa 

lling heating tems. Along cam 
the freez on ga ind the heatin 
busin vas at a standstill. Berman 
( led to ll appliances and kit 

i¢ Not n did hi hift to an 

t but to another t 
1} Doren 

] tim tel on 1 j 
trod to ( icinnati. Right awa 
\l t | ) using tl ne 
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top salesman, Mike Shavzin, attempts to close complete deal in one call 


\fter only one week they dropped th« 
use of a station announcer and Harvey 
Berman the commercials him 
self. 


gave 


System Gains Public Favor 


“Our method of advertising is sim 
ply showing our product,” Havey Ber 
inan points out, “and telling the peo 
ple our main selling story—quality and 
it all times. If they are inter 
ested, they are urged to call our office 
ind our will 
representative call up for an appoint 
ment and make a home call.” 


Crvice 


secretary have a sak 


Berman, who manages the adver 
tising and promoting part of the busi 
ness personally in addition to being 
general supervisor, is well known to 
the general public by his ad lib com 
mercials. An estimated 50,000 hom«e 
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DESPITE HEAVY TRAFFIC, few kitchen sales are closed in the store. Home call 


are used to follow up on either 


telephone calls or 


personal visits to the store 





ALL WORK in progress is supervised by expediter Don Goldberg, the third member 


of Modernization’s management triumvirate 


makes watch the diversified programs 
each day over station WCPO-TY. 
“When the program goes on the 
air, I don’t have the slightest idea 
what I'll say,” Harvey reveals, “but 
from my knowledge of the product, it 
really isn’t necessary to work out a 
planned sales pitch. I just think of 
the camera as my prospect. When I 


ee the little light on the camera 
come on, it’s just like the prospect 
opening the door. Then I start off 


ibout the wonderful Croslev kitchens 
When I've 


of our program, I terminate the pitch 


covered the major points 


just as you would with the prospect 
in person, I[t is unusual not to have 
vritten scripts, but in the three and 
half vears we have used TV we never 
n have written out our commer 


} 


He supervises total of 65 people 


Berman starts off his advertising 
day with a spot on Norma’s Kitchen 


Program from 10:30 am. to 11 
o'clock. In the afternoon, he some 
times uses the Paul Dixon Show 
(Variety) from 2:30 to 4:30. ‘Two 


western programs have Harvey hold 
ing forth in the early evening. l’rom 
4:30 to 5:00 is the Six-Gun Theater, 
and from 5 to 5:30 is the Six-Gun 
Playhouse. Both programs, operated 
by Jim Stacey, have the highest Puls: 
rating of any show in the city 


Relations With Station Good 


“Our relations with the station 
most unusual, we think Har 
adds. “But as long as it brings good 
results, the station doesn’t care. ‘The 
don’t have a lot of hard and fast ru] 

Continued on followin j 
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THEY EVEN DO THEIR OWN COMMERCIALS (continued) 


We 
time of the day too long 
begins to lose its app il we change to 
mother program or time of the day.” 


don’t stick to one program or 


When it 


that Berman has 
mnouncing his 
cial the ettort been to 
cll people on Crosley. Moderniza 
tion, with about a $500 weekly billing 
of ‘TN 


elling Crosley in 


In the three year 


been own comme! 


major has 


time, does the biggest job of 


Cincinnati 
Back-Up for Advertising 


Berman's personalized advertising 
ind the selling of Mike Shavzin are 
backed up by the work expediter, Don 
Goldberg. The three have boosted 
their kitchen and appliance sales to 
where it will go over the million mark 
in 1953. Last year they topped $750,- 
000. The secret of their selling pro 
gram is a complete organization—cat 
penters, plumbers, flooring men, 
clectricians—to do complete jobs. No 
ubcontracting is nececssary 

Modernization usually receives five 
or six phone calls after each program 
Ihe prospect is then called back and 
questioned intelligently as to his wants 
and needs, and a definite appoint 
ment is made when both husband 
and wife are at home. Mike Shavzin 
says that by qualifying the prospect he 
can make reasonably sure they are in 
terested in doing work at the present 
time. After all, an interested prospect 
is 50 percent of making the sale. 

“Whether we are selling a remodel 
ing job or selling the food freezer 
ylan, it is necessary to have both the 
iusband and wife at home at the same 
time,” Shavzin adds. “The interest 
created by the salesman can lead to 
the consummation of a sale the same 
night the call is made when all par 
ties concerned are sitting in the com- 
fort of their own home. As far as fi 
naneimg is concerned on remodeling 


work, about 75 percent of the jobs 


COMPLETED JOB, o source 


get the names of friend 
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f satisfaction to the housewife, is 


are handled through the FHA short- 
term loan, where the customer can get 
up to $2500 for 36 months. On the 
Save On Food” freezer plan, pay- 
ments by month up to 24 months are 
worked out through the local banks 


Hit 5,000 Kitchens 


“We average about 500 kitchens a 
year, and have already sold_ the 
5,000th kitchen since beginning thi 
program,” Shavzin continues. ““That’ 
a lot of kitchens, but our customers 
know that we do a good job. We not 
only are experts in selling, but also in 
installing. Our jobs are usually big, 
and to do any excellent job, it 
usually takes about ten days. If it 
is just a sink or cabinet, the installa 
tion may run about 30 to 60 days 
behind the sale. People don’t seem 
to mind, however, because we make it 
a point to never lead the people in 
‘blind.’ In other words, don’t keep 
the truth from them. If you tell them 
the exact cost at the time of sale, 
they won't think anything about it 
By informing them beforehand, they 
aren't upset. When you present yout 
charges later (and they are higher) 
they might get upset, and I don’t 
blame them. Our estimates are never 
very far off. That’s because we have 
our own and know what it is 
going to cost.” 

Ihe biggest problem at Moderniza 
tion seems to be directing the labor 
force. When they first started, they 
had eleven employees. Now, six years 
later, they have 65. Don Goldberg ha: 
plenty of difficulties with the carpen 
ters, tile setters, flooring men, wall 
covering, electricians, heating men, 
and their own engineer and architect 
Goldberg’s job is to keep the 
moving at a steady pace. He 
around to each of the jobs. At the end 
of the week, Don, with Mike 


Harvey, 


CTCWw 


men 


y 
ZOeCS 


and 


talk over the major problem 


~ 
*e,. 





and solve them. “One thing that Mod- 
ernization feels is important,” Gold- 
berg says, “is controlling your installa- 
tions. We like to be at least 40 to 50 
orders ahead all the time!” 


Always Get a Down Payment 


“No matter what the price of the 
sale—from $10 to $1,200 on a kitchen 
or remodeling job,” Shavzin points 
out. “Our salesmen are asked to bring 
in a down payment of any amount to 
show an earnest sale and that the cus- 
tomer knows he has been sold a con- 
tract. We usually want 20 percent.” 

“Our salesmen made one trip to 
the home. At that time the kitchen is 
designed, measured, estimated, and 
the order is signed,” says Berman. 
“We don’t have to send four or five 
men to look over the job and estimate 
it. Many competitors have to get 
sub-contractors and their work costs 
more than ours. 

“Modernization knows 
public wants and expects,” 


what the 
he adds. 


“Thus we have a good year ’round 
business. We don’t have a slack sea- 
son. Ordinarily, appliance people 


would say that January is an off 
month. Yet, this year our January sales 
were triple the 1952 volume. In fact, 
our advertising is such a successful 
and important factor, that our entire 
sales have tripled, and they have cut 
idvertising in half started 
in 1946.” 


since we 


Covers Food Plan, Too 


In the beginning, the chief selling 
point of Modernization was the com 
plete remodeling job. It has branched 
out now to where they also do some 
remodeling of stores, even build 
homes. Beginning in June, 1952, the 
food freezer program was pushed on 
the ‘TV commercials. This business 
has increased so much that Moderniz 
ition has started its own firm for sell 


a source of leads for Modernization. Shavzin calls back to 


MAY, 





ing food along with their freezers 
Heading the freezer salesmen, (they 
are separate from the kitchen special 
ists), is Elroy Kaye. Kaye may talk to 
the owner about their new kitchen o1 
remodeling when he has a food pros 
pect. 

The fundamental bargain offered 
by Modernization is the complete 
staff of workers. Their salesmen 
usually always have come from some 
other profession. Modernization has 
trained their own men. All they ask 
when a candidate comes is that he be 
intelligent, presentable, and have the 
desire to be a salesman. It is the 
firm’s idea that it must do a big vol- 
ume to make money. The right type 
of salesman makes this possible. The 
right type of salesman is especially 
needed to sell over 500 kitchens with 
sink, cabinets, and at least some other 
major appliance either at the time of 
installation or a short time afterwards 


No Pressure Used 


Modernization prospects aren't 
pressured. Salesmen even check to 
be sure that a prospect is listening to 
the pitch. He may have a lighter in 
his pocket, but he'll fumble around 
as if he is trying to find a match 
Then, after the prospect has given 
him a light, he’ll ask: “Let’s see, now 
where were we?” 

“If they can’t tell you what you 
were talking about,” Kaye says, “you 
didn’t have them with you anyway 
You must have an attentive audience 
if you’re going to sell, and we don’t 
waste time. 

“Another example of salesmanship 
that is very important in selling Mod 
ernization’s program is the test for at 
tention,” he continues. “We want to 
sell the people the whole thing all in 
one evening. We don’t want to take 
up a lot of time, so try to be sure 
that they are listening attentively. A 
good way to be sure is to occasionally 
drop your voice. If they lean forward, 
and seem to reach for the words 
vou’ve got them. You can close the 
sale if they are financially able.” 


95% Home Selling 


makes the sale in 
the home most of the time. The oper 
ation has enlarged to two stores—one 
it 1102 Gilbert and the principal and 
original store at Seventh Elm 
St 


Modernization 


ind 


across Shillito’s De 
partment Store (one of the largest in 
the Midwest) and their annex and 
parking garage, there is a great deal of 
trafic in Modernization, Inc. Ade 
quate displays of refrigerators, freezers, 
and other appliances are lined up on 
either wall, as well as two kitchen 
setups—one in front and the other in 
the rear. 

“We like the 


store, it 1s 


Located right 


prospect to see oul 
them 
selection of appliances which we dis 
cuss in the home visit,” Shavzin says 
“It is all part of our plan to sell more 
kitchens and appliances, and we ar¢ 
going to keep on using it along with 
our personalized ad lib commercials 
by Harvev because it is what work: 
with the public.” End 


easy to show our 
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How To Use 
Classified 
Directories 


For as little as 50¢ a month appliance 





dealers can get extra listing in the Yellow 
Pages of Classified Telephone Directories 
—used by over 90% of the buying public— 
and may choose from seven different types 


of ads, says the Ohio Bell Telephone Co. 











TO FIND a dealer who will repair her mixer or sell her a refrigerator, this housewife, like 90 percent of the 
buying public, automatically turns to the Yellow Pages of the Classified Telephone Directory 


HAT appliance dealer doesn’t points out. “All you need to do is be 
\ \ use some form of advertising? represented under the proper heading 
[here are many media. Each when they look for you. 
erves a difterent purpose ind has a en Gan table 
different app¢ il 
Classified advertising, whether it is “We feel that the Classified Tel 





in the telephone book, the newspaper, phone Directory is the nation’s num 
in a directory of one kind or an ber one ‘buyers guide’, Smith con 
ther mmewhat unique in that it is tinues. “Extensive surveys have proved 
might after by the prospective buyer that over 90 percent of the buying 

It 1 directional reference medium public use ‘Yellow Pages’.” 

It is the type of medium that the \ recent study to determine the 
istomer uses when he needs you,” actual reference habits of Yellow Pag: 
|. W. Smith, General Directory Sales users showed that 81 percent of the 
Manag Oh Bell Telephone Co peopk looked for a specifi product 
SEVEN TYPES OF 

APEX IRONERS | O'Connor Jack Radio Television & Appliance Shop 

inc 17001 Kerchvi G P ...... TU xedo 1-1655 






“The Peak of Quality for 
More Than 35 Years.” 

See the new Apex FOLD-A- 
MATIC Ironer—the full-size 
ironer that folds away into 
a beautiful, compact, table- 
top cabinet. The finest in 
ironing convenience! 


“WHERE TO BUY THEM” 
DISTRIBUTOR 


CRANE CO 321 E 3rd MAdsn 6-4211 
AUTHORIZED FACTORY PARTS 


Oriole Radio & Appliance 
8444 Linwd . 

Paimeriee Radio Sales & Serv 
8146 Gd River 

Parkside Record & Television Co 

13224 E Warren 


TY ler 5-7693 
.. TY ler 4-8045 
...WA ley 2-6577 








Regular Type Face Listing 


& SERVICE 
ELECTRICAL APPLIANCE SERVICE ee : 
CORP 726 Venice. PRspct 7155 L & H ELECTRIC RANGES— 


Washing Machine Parts Co In DISTRIBUTOR 
VAUGHN ELECTRIC CO 
26 Brighton Av 
DEALERS 
MORRISON STOVE CO 


69 Portland 





1241 S Hope. PRspct 4011 





ST adium 2-9810 

Trade Mark Heading 

ARCTIC REFRIGERATOR CO - 
Sales & Service All Makes 

21 Ritch DOugias 2-2036 


Extra Line Ad 


CA pito! 7-7082 





Trade Name Listing 
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heading—tranges, washers, 


13 major cities, only 17 percent 


+75) would refer to the general classi 


fication of “Electrical Appliances 


Ihe total acceptance of this 65-year 


old buyers’ guide has 
iccidentally Lhe 
themselves 


not 
telephone 


panies advertis¢ 


| 


l‘or this purpose, they employ news 
, car cards, radio, television, bill 


pape 


boards, and national magazines 


| he 


| 


ified directory are 


DIRECTORY ADS 


retrigera 
tors. Out of 2,810 people checked in 


come about 
com 
widely to 
keep the public yellow-page conscious 


idvantages of advertising in the 
numerou Ac 


tually, it is very [very 
business customer is allowed ene free 
listing in the Classified Section, In 
many directories, the additienal list 
ings are less than 50¢ a month. But 
most of all, the listings in the directory 
are right by the telephone and within 
reach, 


INCXp¢ sive, 


Ihe directory circulation is local 
The distribution covers the trading 
irea of your store, But telephone di 
rectories offer one morc important ad 
vantage—-they are a useful reference to 
newcomers in the community in lo 

(Continued on page 10¢ 








ROXY ELECTRICAL CENTER | 
Roxborough- Manayunk 
Tappin - Chambers - Norge - Caloric 
Admiral - Kelvigator- Hardwick 
Crosley 
GAS AND ELECTRIC TERMS 
Easy Credit Terms 


IVyrdg 2-5818 
| 6122 Ridge Av . IVyrdg 2-1441 














Informational Listing 


SEARS ROEBUCK & CO 


North av & Harford rd, BE Imnt-3960 
SHEPHERD ELECTRIC CO INC 


13 E Lombard. LE xngtn-0370 
SHOFER'’S FURNITURE CO INC 


930 S Charles. PLaza-4212 


Bold Face Listing 


INDEPENDENT | 
ELECTRIC C0, 


GAS & ELECTRIC RANGES 
CROSLEY 


ORB ——eacy 


ae TERMS 


Ac 4 ina far 
ALSO OTHER MAKES 


REgnt 9-6924 


2215 N. FRONT ST 


REgnt 9-9493 


2233 N. FRONT ST 


Mey 

















- 


Display Ad 
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DEMONSTRATING to small crowds, as Mrs. Harriet 
Ellery, service director for Buhl & Sons, Toledo, doe 
here, is big part of home ec’s job 


HOME 


With marginal comments 


SETTING UP displays and shows, like this exhibit at 
the Chicago Markets, is 
in the hand f 


DEALER TRAINING in product demonstration is fre 
quent responsibility of like Mrs 
Moorman of Wallace Distributing 


Are We 


economists Evelyn 


Co 


often done best when placed 
Johnston a capable home economist 





sing Enoug 


By TOM F. BLACKBURN 





PAGE 





PT NUE distinguished home econo- Total gross profit and other income. . 15.58% 
A fact no one questions—satis- mist of a certain appliance General ond odministrotive 
fi le > , oll sien ul manufacturer recently admitted expenses 5.08 % 
fied customers breed sates. My f la] 7 Selling and advertising expense 5.66 
: : itter laboring long and _ tirelessly in 
contention—home economists +] ‘yt Warehouse and shipping 
who know appliances and talk he os be 7 en, 4 omentens y songanne expense 1.24 A good sales-minded home 
the users’ language help in- mae fp. ree percent of her ne ram Service department expense... 0.22 economist strengthens an or- 
sure satisfaction among users. one dade = 7 ae s employed hom — ganization by widening sales 
Enthusiasm based on satisfac- 9 ‘Fusthe we on ; Total expense 12.20 channels; reducing service 
tion radiates, and like rings in urthermore, anyone who travel calls and charges; building 
water touches areas not easily among dealers can usually count on Net protit belore toxes good will and serving as a 
the fingers of his hands the number Net profit after taxes 2.03 


reached other ways, 











The home economist who 
earns her keep in a selling 
organization is a sales-minded 
one. But it’s short sighted to 
search for definite sales or 
profits attributes to her activi- 
ties. In most cases I'm against 
giving a home economist an 
order book and granting her 
commissions on sales. 

Too many times this preju- 
dices her — reduces her effec- 
tiveness—prompts her to step 
out of her role of impartial 
for customers. 
Then too, such a plan must 
be handled with care else 
there be friction with the reg- 
ular sales force. 


counselor 
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of home economists working in th 
retail end of the industry 
While the roster of home 
mists remains full and flourishing 
mmong manufacturers and utilities, it 
is shrinking at the dealer and dis 
ibutor levels—where the need for 
ya} operation information is great 


econo 


lor obvious reasons manufacturers 
ire almost universal in their approval 
of home for distributors 
the wholesaler 


another 


cconomiusts 
But for 
there is 


dealers 
retailer 
story 
With notable exception: 
Low know 
mists pay off?” 
lany 


and 
ind 


the 


side to 


the ask 


do we that home econo 


declare that the reason 
not employ 
the tight 
ind 


ollowing figures 


most 







ibutors do home 


onomiusts 1S squeeze on 


cir margins one advance 


1 composite of th 


costs of dome busin 
fell 


or six of 


w distributor eviden 


“Where, in figures like these, do 
vou find any lush margins to pay for 
home economists?” he asks. 

Another distributor spokesman, 
Robert S. Lammers, advertising man 
ager for the major appliance division 
of Allison-Erwin, Charlotte, N. C 
puts the dilemma another way. “It 
doesn’t cost any more to have a home 
economist than it maintain 
and support our advertising program, 


costs to 


he savs. “Distributors must decidc 
which they want. It’s hard to get dis 
tributors to hire home economists 


with the costs of selling going up and 

up.” 
Most dealers seem to share thes« 

sentiments. Net operating profit in 


1951, according to NARDA, was 


> 
iverage Of Z 


an 
9 percent, which doesn’t 


cem to allow much leeway. And onc 
utstanding dealer, Harry Price, whos« 
| operation in Norfolk, Va 
MAY, 
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good public relations contact. 
All intangible and hard to 
measure. Distributors who 
cash in on these benefits 
cooperate with their home 
economists in planning their 
activities. But wait, ’'m not 
advocating all dealers have 
home economists. Some or- 
ganizations frankly don’t 
have the business (or even the 
potential) to support a full 
time person. Since the use- 
value slant is important, it’s 
a wise dealer who has a work- 
ing arrangement with distrib- 
utor or utility home econom- 
ists—or even part time help 
from retired home economists 
in their community. 





MERCHANDISING 





HELPING DEALERS convince a customer of the use 


values of an appliance is a job that home economists 


do often and effectively 


SHOPPING COMPETITION is a task best handled by 
a firm’s home economist 
angle, asks a woman’s questions 


She knows the woman’‘s 


ECONOMISTS ? 


by Margaret Davidson, Associate Editor, Household Department, ‘‘Ladies Home Journal'’ 





A question: are women’s pay 
rates the same as men’s for 
work of equal value? 





“We buy the dealer —and his 
organization —not the prod- 
uct.” Women are telling us 
they turn to the outlet they 
know will follow the sale and 
make certain the appliance 
satisfaction. Need I 
add, home economists all 
over the country have made 
and held friends — or custom- 
ers, if you will — for their or- 
ganizations, 


brings 
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enerally regarded as classic, is even 
more outspoken. “Women,” he said 
it a recent NARDA mecting, “‘are a 
headache in the retail business.” 

Despite these comments, the fact 

iat there are about 160,000 women 
holding home economics degrees in 
the U.S., 70,000 of whom are xr 
portedly active, plus an immense num 
ber of women who have “home econ 
omist’” as a courtesy title, indicates 
that it is a popular and well-employed 
profession. Another indication is the 
fact that some 1,600 utilities subscribe 
to one or more copies of a well-known 
home economics magazine. 

And, despite the apparent trend to 
the declining use of home economists 
among distributors and retailers, there 
ire Outstanding examples of firms that 
both employ them and believe that 
they are worth more than they cost 

What, we asked distributors, do 
it cost to employ home economist 
and how much business does a hom 
economist have to add to the com 
pany volume to justify her existen¢ 

In most instances, 
they pay 


distributors sa‘ 
their home girls between 
$3600 and $5000 and spend equal 
imounts for their travel expenses. But 
few have been able to name a return 


in volume that they think justifies that 
Be nditurc 


A good example is R. P. McDavid 


Co. of Birmingham, which has em 


1953 


ploved a home economist for 15 
executives say het 
ervices are as necessary as those of 
the sales staff, even though she does 
little selling and devotes most of hei 
energies to helping dealers. 

“No big distributor can hope to 
function without a home economist,” 
declares vice-president R. P. McDavid 
lil. ““hey’re a standard fixture of the 
business, just like a vice-president or 
a sales manager.’ He makes the point 
that although a home economist’s 
salary cuts into a firm’s profits, so does 
the pay of any other employee. 

Just as strong an approval is voiced 
bv Charles S. Martin of Atlanta 
“Modern distribution methods,” he 
maintains, “demand a home econo 
mist.” 


Vcars and whose 


His present home economist, 
Mrs. Frances Nelson, who does no 
elling, covers all of Georgia training 
dealers and arranging promotions to 
S¢ I] appliances, 

Of her Martin says, “Her value to 
the company is evident in many ways, 
not the least of which is the elimina 
tion of service calls through complete 
ind thorough demonstration. In 
inswer to the question of whether 
home economists are worth their cost, 
| would emphatically say yes. ‘Ther 
ire sO many intangible ways in which 
he contributes to the profit and up 
building of the firm that you can’t 
pinpoint her value in 


dollar mid 





STORE DEMONSTRATIONS are staged by Mrs. Edith 
Bromella, a selling home economist at Wisniewski’s 
Milwaukee, when she is not actively selling 





MARGARET DAVIDSON, formerly di 
rector of the Hotpoint Institute and 
herself a home economist, and Asso 
ciate Editor, Household Dept., Ledies’ 
Home Journal, has 
about women’s 


some things to say 
place in the appliance 
business 


Good salesmen know their 
bolts and nuts story — but talk 
to consumers in terms of val- 
ues they may expect. Home 
economists are naturals in 
giving the sales personnel the 
all-important customers’ 
point of view, 
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Are We Using Enough Home Economists? 


cents, but I would estimate roughly 
that a well-trained, efficient home 
economist accounts for at least 10 
percent in additional business for any 
modern distributor.”’ 

Another big southern distributor 
says succinctly that in his organization 
a home economist is “an absolute 
must.” 

His girl, who gets between $3,000 
and $5,000, “pays her way in dealer 
and dealer personnel training alone. 
She works not under the appliance 
sales department, but under the sales 
promotion manager and her salary is 
charged to the sales promotion de- 
partment.” The question of whether 
she is worth what she costs is 
answered, the sales manager points 





Of course home economists 
make work, but so does any 
expanding activity. 


out, by the fact that the company at 
tributes from 10 to 20 percent of 
‘ales directly to her activities 

Jim Taylor of the Taylor Electric 
Co., Milwaukee, admits that he has 
no idea of how much business a home 
economist must bring in to justify 
her cost, but he doesn’t attempt to 
measure her worth in dollars and 
cents. His philosophy is simply that 
the girls are an insurance of customer 
satisfaction and that from happy users 
new sales grow. 


“They Make Work” 


But while Taylor Electric likes 
home economists, not all distributor 
salesmen do: 

“Much of the resistance on the 
part of distributor men comes from 
the fact that a home economist on 
the scene makes work for them,” says 
C. Williams, Jr., Taylor’s sales 
manager. “A lot of people in this 
world duck work even if it makes 
more business for them. We have a 
man who has one of our girls booked 
for 12 weeks in his territory (demon 
‘trating ironers in dealer stores). He 
has shoved up his ironer sales from 13 
to about 19 percent of our total. An- 
other salesman has 54 accounts who 
only bought one item each from him 
last year. If he would put a girl in 
these chances are he 
more than double his volume.” 

I:ven the most enthusiastic users of 
home economists admit that it is 
possible to overdo. A Milwauke« 
wholesaler, for example, discovered 
that it was costing him $200 for each 
bake-and-freeze demonstration staged 
by his home economist and that they 
didn’t pay off. Like other distributors, 
he now recognizes the fact that whil 
cost is no factor in introducing some 







stores could 


(cont.) 


new products, no sane distributor can 
carry on expensive demonstrations in- 
definitels 


Dealer Home Economists 


Successful users of home 
economists are scarce. One of the few 
of these is Gordon Wisniewski, whose 
appliance and auto supply store is at 
2133 Kinniknick Ave., Milwaukee 
But he, like many other dealer em- 
ployers, expects his home economist, 
Mrs. Edith Bromella, to prove her 
worth with sales. 

Mrs. Bromella, admits that to be 
successful with a retail dealer a home 
economist must be able to sell. ““There 
is nothing like sales to justify a girl's 
existence,” she says, “and the fact 
that my sales per month run from 
$3,000 to $4,300 makes me worth- 
while in the store. At the state fair 
I sold nine sewing machines at 8253 
in a few davs. Last August my sales 
ran to $6,000. So, naturally, I do 
as much selling as I can between fol 
low-ups and home demonstrations.” 

Mrs. Bromella proves her worth in 
yet other ways. For example, she 
uses odd moments to put on what 
she calls vest-pocket demonstrations 
in the store. “I have been successful 
with popcorn, coffee and french fries 
I first discovered that you have to 
fill the salesman before you can serve 
It amazed me at first, 


dealers 


the customer 


but now I know it promotes cam 
eraderie around the store and is a 
good thing.” 


Despite her own success, Mrs. Bro 
mella savs that most women are afraid 
to gamble and will not take a job on a 
salary and basis. But, 
she declares, “‘that is the only way a 
dealer can afford to have a home econ 
omist on the premises these days.” 


commission 


In an era of rising costs, sales abil- 
ity is becoming more and more im- 
portant in the eyes of distributors and 
dealers who are prospective employ- 
ers of home ecomists. The “school 
teacher type who cannot mix with 
others” is out of luck. The successful 
home economist, say wholesalers and 
retailers is an extrovert who likes to 
get out and get around, a girl who 
likes to travel, to be her own boss and 
earn her way. 

By and large, they maintain, the 
home economist who does just an gdu- 
cational job and can show nogffirect 
return for her efforts is a lugfry that 
the appliance industry cay/no longer 


End 








The home economist who 
does not plan her work to fur- 
ther sales — although she may 
not write up orders—is as 
much of a misfit in a selling 
organization as a salesman 
who doesn’t get along with 
people. 





a New Item Like Home Freezers Few Home 


Mem.- Phoe Charles 

phis, nix, Atlanta, Dallas, Seattle, ton, 

Tenn Ariz. Ga. Texas Wash. W. Va. 
4 2 10 5 5 3 


21 23 15 20 22 


4 9 6 4 4 5 


23 16 19 21 21 20 
Birming- Phila- San 
Denver, Spokane, ham, Rochester, deiphia, Francisco, 
Colo. Wash. Ala. N.Y. Pa. Calif. 
4 4 9 ] 6 8 


Okla 


Economists Are Used* 


Rich- Little Fort Water- Hous- Ama- New Salt Co- Grand 
homa mond, Rock, Wayne, bury, ton, rillo, Orleans, LakeCity, ltumbus, Rapids, 
City, Okie. Va. Ark. ind. Conn. Texas Texas La. Utah Ohio Mich. 
8 6 4 2 5 6 7 4 5 6 
17 19 21 23 z0 19 19 18 21 20 19 
6 10 2 a 7 7 7 4 8 5 
19 15 23 22 18 19 18 18 21 17 20 
Indian- Cin- Los Chatta- St. Mil- New 
Detroit, apolis, cinnati, Raleigh, Wichita, Angeles, nooga, Louis, waukee, York Billings, 
Mich. ind. Ohio N.C. Kan. Cal. Tenn. Mo. Wis. N.Y. Mont. 
4 10 5 6 6 11 9 § 2 2 5 
21 15 20 19 19 14 16 20 23 23 20 
“Wide sche Oak ge es Toe Ae eee ah 
21 18 19 24 19 17 18 24 16 18 18 


*This is one manufacturer's study of 25 brands. Figures are intended to show how they are sold in various areas 
with or without the help of home economists. They are not a count of the number of distributors in each market. 





Even on 
Pitts- 
Albany, Toledo, burgh, 
N.Y. Ohio Pa 
DISTRIBUTORS 
With 7 5 4 
Without 18 20 21 
MANUFACTURERS 
With 0 7 3 
Without 25 18 23 
Atlantic 
Boston, Lincoln, City, 
Mass. Nebr. N. J. 
DISTRIBUTORS 
With 9 2 9 
Without 16 23 16 
MANUFACTURERS 
With 6 4 3 
Without 19 21 22 
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DEMONSTRATOR, Betty Mudge shows how soothing electric vibration can be 





THE PUBLIC never cease 


; trying out electric shavers at the bar which sells them 





ONLY FOUR Speed Queens on the floor, yet Wolff’s sell around 700 a year 


NOT MUCH SPACE is given to radio but Wolff, Kubly & Hirsig pile up a sale 



















MOST INTERESTING 






STORE IN TOWN 


Wolff, Kubly & Hirsig of Madison, Wis., apply a 
low-pressure formula to sell appliances—surrounding 


them with other interesting merchandise 


IKE nuts in a fruit cake, et 
ances in the Wolff, Kubly & 


Hirsig store in Madison, Wis- 
consin, find themselves surrounded by 
other goodies. In fact, so interesting 
is the merchandise in this pioneer 
hardware store that visitors to a square 
in Madison often say to each other, 
“Let’s go over and see what Wolff's 
are showing.” 

The idea is that housewares, hard 
ware, gifts and appliances form a 
fascinating attraction to women and 
men shoppers alike, and they are en 
couraged to browse, just as they would 
be in a book store. 

Although the broad shoulders of 
S. V. (Duke) Kubly, the store’s pres 
ident, helped unload the first Speed 
Queen washer when it pulled up at 
the store’s dock in 1928, and the firm 
has a long history of appliance mer- 
chandising, it must be admitted that 
today appliances are not the com 
pany’s first interest. 

“In the old days the appliance busi 
ness used to be 20 percent of our 
total business,” says Duke Kubly. 
“Today it is closer to 12 percent. 
Ihe reason is that no other lines with 
such short margin require so much 
pressure to sell.” 


Middle of the Road Strategy 


Chances are that the firm, which 
spends 
ippliance advertising, is a 
this regard as always 
are used constantly and the store is 
on the radio 15 times a week. 

It is in its use of salesmen that 
conditions are different. Several times 
in its history the store has had an 
outside crew, but today has given up 
the idea 

“We couldn't make it work profit 
ibly,” says Mr. Kubly. 

Today there are 14 salesmen and 
women on the main floor of the 
downtown store who sell everything. 
[he firm has only one outside man 
who does mopping up jobs. The men 
demonstrate and sell most of the 
major appliances, but if a girl—or 
anyone else—turns in a tip, he or she 
gets one-half of 1 percent commission 
On special promotions anyone turn 


3 to } percent ot its gross on 
active in 


Newspapers 





ing in a lead which is closed gets 2 
percent. 

Outside of this, the salespeople 
work on straight salaries. Most of 
them feel they have the best jobs in 
town, and have been with the firm for 
years. The prevailing color of hair 
in the store is white. 

It is not felt that a man has to be 
a specialist to demonstrate an appli 
ance capably. Samples are carried on 
the main floor and deliveries made 
from the warehouse blocks away. 


How the System Works 


Walk in the front door of Wolff, 
Kubly & Hirsig, and you come face 
to face with a series of small appli- 
ance demonstrations. You can see a 
food blender in action, get your 
muscles titillated with an Oster vi 
brator, sip electrically-percolated coffee 
or enjoy a free electric shave. 

There is a wealth of interesting 
merchandise — thermometers, barom 
eters and decorative gadgets that 
women love. Major appliances are 
jampacked in the rear, along with a 
power tool display, which most appli 
ance dealers seem to overlook. 

Bert Walz, who rides herd on 
ippliances, is a great believer in con 
tests among his sales people. New 
ideas are always welcome. ‘Things like 
air races, football games, a three day 
ale on washers, all have been the 
ubject for special campaigns. They 
work, too, one selling 25 dehumidi 
fiers in 60 days. 

In compensation, Mr. Walz be 
lieves that cash is the best sales in 
ducement to get activity out of the 
store’s personnel. Merchandise prem 
iums are not effective, he says. So a 
bonus is distributed the 15th of each 
month, and the day this story was 
gathered, the cashier was wandering 
about with checks and it was noted 
that Louis Hirsig received $71 and 
Duke Kubly, the president, was down 
for $4. 

Che firm is strong for sound prop 
When deals offering $100 
allowance for used refrigerators came 
along, Wolff, Kubly & Hirsig opposed 
the idea. Despite such offers by com 
(Continued on page 108) 


ositions 





=GAMAUF HARDWARE SELLS IN THE STORE 


sy et an a 





COME IN AMO SEE THE FAmOu, 


MYERS WATER SYSTEMS 


i a 





AF the be 


CUSTOMERS come to the attractive, well-located store of Gamoauf Hardware Co., in 


THE NEED for a fishing license drew Harry Crist and his wife, and while it is 
Copley, Ohio, to buy farming equipment, appliances, hardware and water 


systern made out Crist remembers that he wanted to see a water system 


J) se lin 1 eee 


i * 


‘7 


raters : wa sili 
» : Ta - 


a | 
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WHILE CO-OWNER Addie Gamauf is giving Mr. Crist the story on water systems, Mrs 


Crist prowls around the appliances, 


MRS. CRIST’s interest 


discussion. 


in the washer draws Gamauf and Mr. Crist into a 
Gamauf has a good chance to eventually sell them the washer 


How Two Dealers 


becomes interested in a washer 


VNAMAUF Hardware Co., Copley You don’t often sell appliances at _ ple of the community. ‘They not only fore, in about 15 to 20 minutes vou 
Ohio, a rural trade operation, 1 the same time as you do the water sell Myers water systems, but also can usually close the sale. 
doing about 50 percent of it system,” Bill Gamauf explains, “but tractors, hardware, and International 


ss with re 
From the 60 to 75 
1 vear, Bill and Addi 


Csamauf, co-owners, get prospects for 


present water system busine 
placement sales 
systems sold in 
appliance sal A typical year’s sal 
will run about like this 

#8 refrigerator 25 water 
37 freezers 10 drvet 
30 washers 10 softener 


he ater 
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when a couple is in the store looking 
it our systems, the wife is quietly pick 
ing out appliances she wants. Actually, 


the water svstem is bought by the 
husband, while the wife wander 
wound looking at displays and 


models.” 
Gamauf’s Hardware has built up 


i real familiarity with most of the peo 


Harvester and Hotpoint appliances 
\bout 75 to 80 percent of the people 
That is why 
ind sell water 
systems—the people come to them. 


ire past customers 


Gamauf doesn’t go out 


“Water systems are not hard to 
sell,” Addie Gamauf claims. “First 
of all, we know we have something 


that is a necessity for living. There 


MAY, 


Contacts For Sales 


“There are a lot of things that you 
can do to get increased business 
Many of the homes in this area have 
an inadequate pump for the owne! 
needs, which might be replaced by a 
new jet or other type of pump 

lo stimulate trafhe to 

Continued on page 110 
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LOCKWOOD Pump’s newness and its out-of-the-way location makes owner Lester 


DURING the course of an installation inspection or a service call Lester Scheu 
Scheu rely on service calls for the contacts which produce water heater sales 


(left) has a chance to see what appliances need repair or replacement. 






































CALL-BACK by appointment after a service call CONTACTS are made wherever possible. At the restaurant STORE TRAFFIC, gets special attention. Scheu 


gives Scheu chance to make thorough presentation. where Scheu has lunch he buttonholes water system prospects even maintains a laboratory to test water sampies 


Sell WATER SYSTEMS 


Ps HE Lockwood Pump Ci 1 a pulls only a small percent of the peo- the kitchen, so we have a chance to year ‘round living has attracted even 
: uburb south of Akron, Portags ple in his prospective trading area. A ee if they need a new cabinet, range, more people to the district. Now 
Lake. has used another great many people have moved into — or refrigerator, etc. Our pumps are there are 100,000 in the trading area 
h to promote water system sales the Portage Lake district from Akron usually in the basement, so there we ‘Only about 15 percent of our sales 
for the past seven vears. Lester Scheu ind would still trade in the citv un ire sure to look over the laundry ire from new homes in the commu 
' encourage the home il] less a consistent effort is made to equipment and can see if they have nity, so we are constantly pushing the 
+] leal way of capturing sales for olicit their patronage 1 water heater, softener, or a dryer replacement market.” 
' tem ofteners. water it When I’m out making a service \fter the last war, many peopk Starting in August, 1952, with 
ind major applian call on a water svstem, I have the tarted living in the Portage Lake dis- full line of major appliances, Les 
|.ockwood Pump can’t depend on — best chance in the world to see what _ trict the year around, up to then they Scheu hired a man to go out full-tim« 
' traffic, because the store is lo- other appliances are needed,” Scheu made this area their summer home calling at homes with a package of 
t in a shopping district which points out. “We usually go through But the increased use of the area for (Continued on page 111 ) 
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FAN PROSPECTS, are sometimes attracted by Piatt’s window, sometime: m 
down, as did this housewife, as a result of a pitch made during a service call 


l ” 





~ 
a 





ALWAYS COMPLAIN about the hot weather when making a service call, says Eugene 


Piatt, and you'll soon have the housewife eagerly reading your fan literature 


: lp ra/, 4 
They Sell Fans ts a 


am | 


w ‘ ait TOE 3 ee hs. led 
A GOOD WINDOW is half the fan sales battle, says Piatt Electric, so they make 
frequent changes that help to keep the 500-800 daily p ersby looking ir 


NANS sold like hotcakes last year the hot weather hit quite iddenly 
4 and even though they didn't ind we were read\ 

need to do much promoting to 

ell all thev could get, Clyde Piatt 






Plenty of Competition 


. . . . & Son Electric Appliances, Lodi, Ohio We have plenty of competition 
Piatt Electric's $4500 volume in fans is not the result (en ee einen the business in this block” Pratt adds. Th 
| | ‘ ¢ < CI ie us S l 5 DIOCK, it ICS CI¢ 
iweressively, and the extra effort they many outlet drug store, hardwar 
} ‘ : made, paid off et but only one other firm put in 
of hot weather. This Lodi, Ohio, dealer sets up a “Start your fan display early,” says a window display and it was for a 
Clyde Piatt Wi put in our window hort time onlv. We sold a lot more 
display when it was still cold weather tans because we had an _ intensive 
. : . : So people must have thought we demonstration and display progran 
window display when it’s still cold and talks fans on Se ee oe Ect sep 
were crazy to have our display so e just need a lot of sound hustling 
early, but thev knew that we had Before last summ« Piatt EF] 


fans when it did get warm. For about hadn't made an effort to stimulate 


routine service calls two wecks we didn’t sell a fan. But Continued on page 115 
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LEWYT Unleashes 


$ 00 


Spring 


Pre-sells America with the mightiest barrage 
of advertising in all vacuum cleaner history! 


& 18 MAGAZINES — Ads in—not 1, not 2— 


but 18 of the nation’s best-read publications! 


ee RADIO SPOTS—Hammering home nae! 4) 


sales-messages in millions of homes every mont 


@ TV SPOTS —-selling a markets everywhere, 


each giving home demos at thousand-a-minute clip! 


a NEWSPAPER ADS~—supported by huge 


$2,000,000 co-op plan—best organized in appliance 
industry ! 


@ 10,000 OUTDOOR POSTERS 


—Prize-winning 24-sheet posters coast-to-coast for 
2 full months this Spring alone! 


@ PROMOTIONS —Tested traffic-builders 
like “Free Bag O’ Pearls” give-away .. . ‘“‘Dolly”’ 
trade-in offer! 


@ CAR-CARDS—Boid, colorful cards catching 


women in a buying-mood—on way to local shop- 
ping areas! 


¢ DIRECT MAIL —4-color teards and ‘‘Free 


Trial’’ flyers building dealer-sales—and at low cost! 


@ FLOOR AND WINDOW DISPLAY 


“Self-Service’’ Kit spotlights your store as Lewyt 
headquarters ! 





> } 


LEWYT CORPORATION, Vacuum Cleaner Division, Dept. M-5, 60 Brocdway, Brooklyn 11, N. Y. 


ELECTRICAL MERCHANDISING—MAY, 


Vacuum your rugs daily. Have them professionally cleaned at 
least once a year by a professional rug cleaner. 


1953 














[poi 


ve! 


Driv 





Ad 





= ITINERANT DISPLAY — Traftic-stopping 


$1,000 display for big dealer and department store 
windows! 


@ PUBLICITY —stories this Spring in magazines 
like Family Circle, McCall’s, House & Garden_——....- 
—more than any other appliance today! 


@ TELEPHONE DIRECTORIES 


—Lewyt trade-mark ads listing Lewyt dealers 
in all towns of 10,000 and over! 


@ NETWORK COMMERCIALS —20,756 


radio and TV announcements across America in 
just 120 days! 


@ SHOWS AND EXHIBITS—tewyt dis- 


plays in hundreds of shows, conventions and 
exhibits ! 


@ SCHOOL PROGRAM. - Special classroom 


“tools” give high schools, colleges complete home- 
cleaning program! 


@ TRAINING FILM—wholesalemen, dealers 


acclaim “Junior Demo" film most profitable 8 
minutes they ever spent! 


@ MARKET PLACE —complete vacuum clean- 


er department in just 3’ x 5’ of floor space! 


SPOT MOVIES for theatres! 15-minute full- 
color comedy-film for Churches, Schools, Clubs! 


Listed by 
Underwriters’ Laboratories 


LEWYT 
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Look what Frosty's doing 


To boost your 
de-trost-it sales 














ass, * {)-, rr aneeaaamam — 


Pd 

“ 7 ... he’s giving away $36,000 worth 

7 of Ciro’s Danger perfume to your sales 

“~ people 

= ‘ 

& Frosty, an engaging little fellow, can help you 
make bigger ‘de-frost-it” profits. You see, Frosty 


‘y 


is the central character in a new cartoon book 
“Frosty the ailing refrigerator.” As your sales 
personnel follow Frosty's adventures they'll dis- 
cover the fast, easy way to sell the Paragon ‘“de- 
frost-it’— the economical attachment that makes 
any electric refrigerator self-defrosting. Then, 
by filling out and mailing a simple questionnaire on the contents of 
the book, they will receive absolutely free, a full dram of this na- 
tionally famous perfume 





Danger by CIRO the 
same famous creation 
for which perfume 
lovers pay up to $30 


reserved for retail sales personnel only. 


gg) 









v ...he’s helping you get 
top results from these big 
promotions 


One of these Pan acon THRAY Tepes 


oe eee 


SELF-DEFROSTING 


Three more traffic building pro- 
motions for this year! The first, 
for Mother's Day and June Brides 
is already swinging into high. 
Sensational Fall and Christmas 
promotions still to come. Mate- 
rials include: counter display, 
window banners, decals, stuffers, 
tags, literature and mats. 


¥ ...he’s setting the stage so you'll get full benefits of 
48 million sales message national advertising program 


*NOW, PARAGON GIVES YOU two “‘de-frost-it" 


every customer. . 


models, to enable you to sell 
. to fit any refrigerator location. Have your sales people 
received their copy of “Frosty the ailing refrigerator'’? Are you ready to cash 


in on big ‘‘de-frost-it'’ profits? Ask your jobber or write for details. 


Sold only through authorized retailers. 


PARAGON ELECTRIC COMPANY 


1638 Twelfth Street Two Rivers, Wisconsin 
WORLD'S LARGEST EXCLUSIVE MANUFACTURER OF TIME CONTROLS 


@ 1953 


UHF III 





changed, however, as the flat type had 
seemed to deteriorate in rain and 

ot. The tubular type, though hard 
to handle, seemed to improve recep 
tion. Bow-tie antennas were generally 
installed in out-of-town installations, 
according to Bruce Bouchard of Radio 
Parts Distributing Co. 


Less than a third of those buying 
new sets tuned for UHF bought in- 


door aerials, as South Bend has long 
been broken to the idea of outdoor 
models. ‘The surprising number of 


all-channel converters 
it was thought, to a feel- 
ing that the future should be provided 
for. Customers were tired of boosters 
aml ready to shoot the works for recep 
tion of big city quality. 

Investment per set to ready it for 
UHF ran around $50. A_ bow tie 
acrial cost $7.50; converters ran from 
$14.95 (one channel) to $50 for an 
ill-wave model. 


higher priced 
sold was due, 


Established Dealers Protited 


Bulk of the business went to estab 
who had their own 
ervice departments. ‘There are about 
twenty independent service operators 
in South Bend (of whom three ar 
iid to be excellent) and they were 
busv, too. Some brands of television 
ored better than others, depending 
on the preparedness of manufacturers. 

enor of most 


lished dealers 


promotion was, 
UHF is here and we've got it.” 
James P. Leddy, manager, the Better 
Business Bureau television trade coun 
il, tried to take the customer heat 
off by setting up standards of adver 
tising and selling practice, which th« 
South Bend ‘Tribune, owner of 
WSBT-TV, followed 

Fictitious list prices, or out of date 
prices, used as the basis for compara 
tive price statements, or claims of 
wings or trade-in 
nut So were bait 


allowances were 
offers that deny 


CONTINUED FROM PAGE 76 





purchasers opportunity to buy the al- 
luringly advertised merchandise. 

Iree gift offers where all or any 
part of the cost of the gratuity is in 
cluded, concealed or recovered in the 
selling or installation price were barred 
by the standards. 

Trial offers which do not clearls 
specify terms and time limitations, 
or put the customer under an obliga 
tion through his signature on a con- 
ditional sales contract or any docu 
ment (that might be discounted by a 
bank or finance company) were d¢ 
nied. 

Special sales featuring misleading 
distress appeals in any manner that 
would convey the impression that 
business will be discontinued when 
the stock of merchandise is sold, 
not allowed. 

Contests, mystery tunes and quizz« 
that distribute as prizes credit checks 
or coupons redemption dc 
mands the purchase of merchandise 
were not allowed. 


Expect 1953 to Double 1952 Sales 


Dealers interviewed believe that 
1953 television sales will be double 
1952. Some have made outstanding 
records nationally. One, August Van 
Der Hevden of the South Side Elec 
tric Co. (Westinghouse ) a trip 
to Europe with sale of 172 pieces 
Frank Rizzo in nearly Elkhart was a 
winner for Hoallicrafters. George 
Buchen, Buchen Electric, said: “Tf 
I don’t do any business at all the next 
few months I'll spend the time rest 
ing up.” 

Service on 


were 


whose 


won 


UHI’ sets is reported 
no more burdensome than on VHF. 
On converters, some need a touch-up 
ifter 10 minutes of operation. Qual 
ity of picture is as good as in Chicago 
and the station broadcasts a test pat 
tern from 10 a.m. on for the benefit 


End 


of service men 











“IT MUST BE THIRTY YEARS SINCE 
I'VE BEEN TO A SEWING BEE” 
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True Story magazine challenges you... 


Knock Ally Door 


in a wage earner neighborhood 








Chances are 1 to 4 you'll find at least one major appliance 


bought during the past year 


That's natural. Wage earners today have more money to spend than 
ever before. They’re spending it, too! Big!* 


Chances are 1 to 3 you will also find at least one reader of 
True Story magazine 


That's natural, too! For almost 35 years Macfadden has studied... 


surveyed...served wage earners exclusively AS NO OTHER MEDIA 
HAS! Every story, every article, every feature in True Story magazine 


is edited for wage earners —catering to their tastes, their needs, their 
judgment of what makes good reading. 
NEWS FLASH! 


Across the nation, stores 














that serve wage earners 


“T= To see what they earn and how 


they spend — write for your copy of 
AMERICA’S NEW BUYING POWER 
. H ume 
the big vol 
are doing 


day's appliance sales! If it’s wage earners you want, turn to 
in toda 
Check your own 


sales figures! 


=| TRUE Story 


the market place of wage earner America! 











MACFADDEN PUBLICATIONS * 205 EAST 42 STREET » NEW YORK. NEW YORK © OFFICES: CHICAGO, SAN FRANCISCO 
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The perfect personal 
gift for weddings — 
a “Personal” 

table radio 


@ To sell it, play it! Demonstrate the unbelievable 
performance of its “Golden Throat” tone system. 
It’s the smallest radio ever to have this exact 
acoustical balance. 

@ Point out, too, that its small, six-inch size makes 
it travel-smart. 

@ And let your customers see its recessed “carrying 
handle”—then tell them this “Personal’s” very 
reasonable price! Model 2R51 series. $29.95 


th Croat Git — 
be Creat Selng- 


* Tiny Feature these RCA VICTOR “Personal” radios 
* Tuneful —you'll win new friends—and sales— 


> 4 Powerful These distinctively-styled “Personal” radios offer 
your customers the “good listening” they would expect 
he D d bl from sets much bigger—and much costlier! That’s why 
eben a e& they make such fine gifts. And that’s why we suggest 
you order a full stock of them now .. . for the big gift- 
*€ "Way ahead" styling giving month of June is just ahead! 


And then be sure to give these “Personals” a chance to 











See the Dennis Day Show catch your customers’ eyes—for that’s all they need. This 
over NBC television, Friday, is true because of their high-fashion styling—and also 
OFM, Fe. because they re being supported by an intensive advertising 
Prices shown are suggested list prices, subject to change campaign designed: to reach your customers. 
RO a eee i Eee tas Week ond Bou 
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For Father’s Day, June 21st—a 
“Personal” Clock-Radio 


@ To sell this one, get out an alarm clock and show 
your customers this “Personal” is no bigger than 
a clock alone—yet it’s both a powerful RCA Victor 
radio and a “Telechron’”* electric clock! 

@ Demonstrate how the clock turns on the radio at 
any pre-set time, followed by an optional alarm 
10 minutes later. Model 2C511 series. $39.95 
*®Clock Supplier 









Just right for June 
gradvates—a 
Super “Personal” 
portable 





Right now these “Personals” are being sold for you on 
television and radio . . . in newspapers and magazines . . . 
in car cards and on billboards, Cash in on this advertising — 
order these RCA Victor “Personals” and put them “out in 
front” where theyll sell on sight. 


@ Let your customers lift this one —and they'll 


love it! Weighs less than four pounds uses RCA 


Call your RCA Victor Distributor TODAY! Balanced Life batteries that last up to ten times 


longer than old-style batteries! 
Rei) | , 
Pg hh . 


@ Show them the Battery Life Saver Switch which 
lets batteries “loaf” in strong signal areas. 
Model 2B400 series. $29.95 (less batteries ) 
T'mks.® 


Don’t forget—beginning May 15... “It's Great Going” 
14 7} Window Display Contest featuring RCA Victor 
portables, Check your RCA Victor distributor for 
) details, Remember, also, to stock up on RCA Batteries 


—radio engineered for extra listening hours. 








Division of Radio Corporation of America 
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“Irma, tell me about 
Mrs. Pendergast!’ 


There’s nothing like going to headquarters for information. 
That’s what your prospects do when they come to your store, 
If you can tell them all about your products—what they are 
made of and why—you can make sales easier and faster. 
Here’s what you can tell your customers when parts of your 


appliances are made of these Armco Special-Purpose Steels: 


Armco Stainless Steel 


It’s a solid corrosion resisting metal—a steel containing 11 per cent 


or more of chromium, It is always a better buy in the long run 


than plated material. Stainless steel is easy to clean and keep clean, 


exceptionally durable, and highly resistant to corrosion and heat. 


Armeo Enameling Iron 

The World’s Standard” base for porcelain enamel. This hard 
glass-like finish is made of minerals bonded to the metal at a 
red heat of 1550 degrees F, Unlike baked-on finishes, 
porcelain enamel is not damaged by heat. Even forgotten 
cigarettes won't harm its hard glossy surface. 


Most porcelain enamel finishes today are acid-resisting too. 


Armeco ALUMINIZED Steel 


This special steel is coated with aluminum by a hot-dip process. 
It is used in baffle plates and combustion chambers of home 
heaters, for element holders and heat reflectors in electric ranges, 
and many other inside parts of toasters, heaters and ranges. 

Its high reflectivity increases heating efficiency; it has 

good resistance to a combination of corrosion and heat. 


Keep these selling points in mind, They will help you sell 


appliances that have parts made of Armco Special-Purpose Steels. 


And you'll gain the good will of buyers too. 


ARMCO STEEL CORPORATION \aMey 


\V/, 


2803 CURTIS STREET, MIDDLETOWN, OHIO 
EXPORT: THE ARMCO INTERNATIONAL CORPORATION 
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The Right Heats 





of ironing constant 

SIX experimental fabrics were used 
in the investigation. ‘lemperatures at 
which first adverse physical changes 


occurred in the fabrics were as follows 


After 6 
Original Fabrics launderings 
Fabrics (non-laundered) and ironings 
Degs. F. Degas. F 
100 acetate satin vapor 330 
sticking 370 390 
100°; acetate taffeta vapor 350 
sticking 380 390 
50.50 tayon-acetate 
gabardine (no crease vapor 410 
resistant finish) sticking 420 430 
50-50 tayon-acetate 
gabardine (crease- vapor 420 
resistant finish) sticking 440 430 
100 spun viscose rayon 
gabardine (no crease vepor 460 
resistant finish) sticking 470 470 
100 spun viscose rayon 
gabardine (crease vapor 450 
resistant finish) sticking 470 470 
Criteria for judging ironing effects 


included observation on __ physical 
measurement of strength 
changes and measurement of dimen 
his involved 105,845 
ravel-strip, breaking-strength __ tests, 
26,712 readings on the Hunter Reflect 
ometer, and 8,904 measurements for 
dimensional stability 


change 


ional changes 


Measurement of Strength Changes 


Drs ind wet 
mcasurcment by the one-inch strip 
method of th 
lesting Materials) were made in both 
directions of the fabric initially, and 
following each laundering, through 
the ironing temperature tnals in each 
case, to a pomt at which definite 
physical changes in the fabric would 


breaking strength 


American Society for 


render it non-usabl 
indicated that 
trength losses were 


breaking 
negligible until 
the temperature was reached at which 
idverse visible changes appeared. ‘Ther 


bindings 


were no noticeable losses through 380 
gs. | 'herefore, 


could serve as 


cle visible changes 
1 suitable criterion for 
the establishment of ironing tempera 
ture settings for fabrics of the typ 


included in the study 
Dimensional Changes 


Changes in dimensions were ascer 
tamed from a measured square 
throughout the temperature range on 
the original fabrics. Shrinkage in non 
laundered fabrics which could be at- 
tributed to ironing alone varied from 
0.0 to 2.3 percent except where severe 
distortion occurred. Highest percent 
ie of shrinkage was found in the 
acetates when ironed at temperatures 
exceeding 350 degs. F. 

Not more than 1.0 percent shrink- 
age was found in the rayon-acetate 
blends until ironing temperatures ex 
ceeded 380 degs. F., after which 
greater shrinkage occurred only when 
fusing and distortion took place 
Shrinkage of all spun gabardine did 
not exceed 0.5 percent, even at the 
scorching temperatures 

Modified Hand Iron 
taken 


Temperature readings were 


MAY, 
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it the base of several well known auto 
matic irons on the market before start 
ing the tests. ‘Thermostats on these 
irons, it was found, were not sufh 
ciently accurate to control the tem 
perature except through a relativel 
wide range. In one of these irons an 
iverage variation of 18.5 degs. F. was 
found while standing in free air, at 
the low settings for rayons. Fluctua 
tions occurred approximately at 5 
minute intervals 

lo narrow this fluctuation range fo: 
the test, the original thermostat was 
replaced with a Fenwal flange head 
type electric thermoregulator, which 
was imbedded in the base of the iron. 
\n extended base was added to the 
regular iron base, to accommodate the 
thermoregulator, by bolting three 
shaped sheets of aluminum together 
\ hole for the thermoregulator was 
drilled below and parallel with the 
right side of the U-shaped element—the 
point previously shown to have great 
est thermostat sensitivity. 

lo provide a measure of ironing 
temperatures used in the study, an 
drilled under the 
equivalent point on the opposite side 
of the element to accommodate the 
bulb of an 0-360C. thermometer. ‘This 
brought the thermometer and the 
thermoregulator close to th ime 
temperature at all times. 

Calibrations of the 


tuken while the iron was stationar 


other hole was 


modified iron 


free air and while used in ironing dry 
fabrics at temperatures from 200 to 
500 degs. F.. showed that the ther 
mometer corresponded’ with — the 
thermoregulator setting within a 2.9 
deg. F. limit. Iron temperatures varied 
by 2.6 degs. I’. while standing in free 
air and by less than 2.0 degs. F. dur 
ing the ironing period in the range: 
between 240 and 250 degs. | 


Observed Physical Changes 


Physical changes in the fabrics afte1 
one, three and six launderings and 
ironings showed critical ironing tem 
peratures which were only a_ few 
degrees different from those of th 
corresponding new, unlaundered fab 
rics, and varied only within 10 degs 
I’., as the washing experiments prog 
ressed. 

In the 100 percent acetate satin, for 
instance, slight sticking and stiffening 
was noticed first at 380 degs. F., after 
both the first and third launderings 
After the six launderings there was no 
change until the 390 deg. temperature 
was reached. 

At 410 degs. I’., severe sticking was 
noticed after all three tests, and com 
plete distortion was recorded at 430 
degs. F. after the first and third 
launderings. Distortion occurred at a 
temperature 10 degrees lower after the 
sixth laundering—420 degs. 

Acetate taffeta reacted slightly dif 
ferently. Slight sticking and stiffening 
was first noticed at 390 degs. | 
first and sixth laundering tests. After 
the third laundering these reaction 
were noted at 380 degs. F.—10 degre« 
Complete distortion and severe 
Continued on page 100 
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L. J. SORENSEN 
Vice President and General Manager 
Deepfreeze Appliance Division 
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itributor and Dealor 


This is our way of publicly thanking you for the great job you did for Deepfreeze 
Home Appliances in 1952, and are continuing to do in 1953. A lot of long-standing records 
have been shattered by you and by us. 





You may ask, didn’t everyone have a terrific year? And aren’t they expecting "53 to top it? 


The answer is “‘yes’”’ to both questions. But the point is that Deepfreeze Distributors 
and Dealers enjoyed an even greater increase in business. 


Was it the excellence of our products? Was it our great trade name? Was it our powerful 
national advertising program that embraces national magazines, plus coast-to-coast TV and 
radio programs every single week? 


Or was it the fact that the man who is independent, whether he’s a Distributor or Dealer, 
is free to specialize on whatever lines he wants to handle and therefore does a better selling job? 


We think it’s a combination of all these things. 


Great products, great name and great advertising all play a vital part. But the fact 
remains that the Deepfreeze Distributor and Dealer is “his own boss.”” He is not compelled to 
carry a variety of small-profit, ‘tag along’’ products, and he can carry any complementary 
lines of major appliances he pleases. 


This gives him the freedom to work as hard as he likes and specialize in the products he likes. 
Result—he gets more satisfaction from his work and makes more money, too. 


Our system of independent Distributors and independent Dealers is certainly the American 
way—and it will continue to be “‘the Deepfreeze way.” 


If you are an appliance dealer and don’t feel you’re getting a fair share of the appliance 
business in your community, see your Deepfreeze Distributor. You’ll find that he has a lot of 
solid, practical ideas on how you can build your business and your profits! 


Sincerely, 


LB vet Sevan 


“Buck” Sorensen 





ee ae 


Dee Appliances 


Remember, only genuine Deepfreeze Home Freezers, Refrigerators, Electric Ranges and Water Heaters may bear our reg- 
istered tradename. “Deepfreeze.” They are made only by Deepfreeze Home Appliances, North Chicago, Illinois. 
©1953. Deepfreeze Home Appliances are also sold by authorized dealers in Canada 









freeze Home 


TRADE-MARK REG, U, S, PAT. OFF. 
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HEATERS 


The only line with 
an Oil Heater® that Is 


UVARANTEED 


to SAVE '/3 T0 12 on fuel 


(Not up to 1/3 But At Least 1/3) 


OR MONEY BACK 


NOW — THE HOTTEST HEATER LINE IN THE BUSINESS! 






*Model 3210 


QUAKER MANUFACTURING COMPANY 


! 
I 
| 
I 
I 
HEATING DIVISION OF | 
FLORENCE STOVE CO | 

| 

! 

L 


GENERAL QUAKER OFFICE 1147 MERCHANDISE MART 
CHICAGO 54. ILLINOIS 
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MAIL TODAY 






[) Oil Heaters 

C) Gas Heaters 

(0 Cabinet Heaters 
([) Sleeve Heaters 
NAME 

FIRM 

ADDRESS 


a 


QUAKER MANUFACTURING COMPANY 
1147 Merchandise Mart — Chicago 54, Ill, 


Please send details on: 








STATE 


MAY, 
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| sticking were noted in all three tests 


at the 430 deg. F. setting. 
lirst indications of slight sticking 


| and stiffening of the rayon-acetate 
| blend without crease resistant treat- 


ment showed up at 420 degs. F. 
Complete distortion took place at 


| 460 and 470 deg. calibrations in the 


first and third laundering tests. After 
the sixth laundering first physical 


| changes were not noted until 430 


degs. F. 

Crease-resistant treated blended 
fabric showed a 10 degree greater 
heat resistance over the untreated 
fabric—430 degs. V’.—after all thre« 
laundering tests. 

In the 100 percent rayon fabrics the 
crease-resistant treatment appeared to 


| have no noticeable affect on the fab 


ric’s resistance to heat. The frequency 


| of washings also made little difference 


No visible physical change was noticed 
in this fabric until 470 degs. F. was 
reached in both fabrics—treated and 
un-treated. Scorching and glazing 
occured in both fabrics at 490 degs. 
F., and at 500 degs. I. severe scorch 


| ing and glazing was encountered after 


all laundering operations 

Tests on non-laundered acetates 
showed first adverse effects at the low 
temperature of 330 degs. I. for satin 
and 340 degs. I’. for taffeta, when 
slight vapor was recorded 

The non-laundered blends regis- 
tered slight vapor at 410 degs. F., on 
untreated samples, and at 420 degs. on 
the crease resistant blend 

In the 100 percent rayons, slight 
vapor first occurred at 450 degs. F. in 
the crease resistant treated fabric. The 
untreated fabric withstood damage un 
til 460 degs. was reached. 


Reported Findings 


In summing up the findings of the 
study, the following comments and 
recommendations pertinent to the iron 
industry were mad 

“The study shows the desirability 
of designing electric hand iron thermo 
stat settings so that suitable tempera 
tures for ironing rayon and acetate will 
be introduced with proper labelling 

“The study shows, further, the need 
for building irons which have far nar 
rower temperature fluctuations within 
iny one setting than are at present to 
be found in representative hand irons 
currently on the market.” 











“| LIKE THE BALCONY BETTER ANYWAY!” 
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You can see it \BETTER| On a CROSLEY 


— 





AVCO MANUFACTURING CORPORATION 


American Kitchens Division Speantnn Seemnte Division 
Connersville, Indiano iWMiamsport, Pennsylvonio 
Bendix Home Appliances New Idea Division 
Coldwater, Ohio 
South Bend, Indiana; Sandwich, ilinois 
Clyde, Ohio Crosley Corp. 
reningieien “Basar en 
3 Ww 
spore ag wi i Cineionan Obie 
-T, Cine . H 
Crosley Division WLW.C. Columbus, Ohio, 
Cincinnati, Ohio; and WLW.-D, Dayton, Ohio) 
Richmond, indiane; E / 
Nashville, Tennessee; Horn Monvfacturing Co. 
Carrollton, Kentucky Fort Dodge, lowe 





NEW aa DIPLOMAT HAS LUXURY 
FEATURES, RIGHT PRICE TO CAPTURE 
TRADE-IN MARKET 


21’ Console designed 
for special dealer 
promotions 


“What features would you put 
in a ‘dream’ set to get best 
sales volume, biggest profits— 
a winner for special promo- 
tions?”? That’s what Crosley 
asked dealers and distributors 
last January. And the answers 
came clean and fast. 

Dealers wanted a big 21-inch 
screen (the most popular lux- 





ury size). They wanted a cabi- 
net that was a really fine piece 
of furniture. They wanted it in 
fine mahogany veneer or blond 
wood. They wanted a good 
competitive price. They wanted 
a high markup. Could Crosley 
do it? 

Crosley could! What’s more, 
Crosley decided to do even 
better. 

Crosley engineers have de- 
veloped a chassis with improved 
circuitry that brings in unusu- 
ally fine, clear pictures with 
increased vertical stability. 

Crosley designed a hand- 
some new cabinet with the most 
popular design features of the 
highest-priced Crosley sets. 

Crosley found similar sets 
selling up to $439.95, tagged 
the Diplomat at the suggested 
list price of $369.95. 





And Crosley still found room 
for a honey of a markup... one 
that’s a natural to cover trade- 
ins and dealer promotions. 
That’s the Diplomat—a TV 
set that’s really a beauty! 
Crosley is shipping them to 
distributors right now. 





“Crosley beats the service ‘bogy’ and 
wins Sales with unusual warranty,” 


reports Bill Tillman, Covington, Ky., Crosley dealer 


Bill Tillman of Tillman Furni- 
ture finds one of the best ways 
to close a sale is to point to 
Crosley’s unusual warranty. 

“Crosley’s full-year warranty 
on the picture tube and all chassis 
parts makes selling a Crosley a 
cinch,”’ Bill says. “It’s the clinch- 
er on many sales even when cus- 
tomers ask first about another 
make set.”’ 

That demonstration of Cros- 
ley’s confidence in its own sets 
makes customers confident, too. 
Crosley’s warranty lets them 
know that for one full year they 
won’t have to pay a cent for TV 
parts from a minor repair to a 
new picture tube. 

Nowonder Bill Tiliman reports, 
“An increasing number of our 
customers are pre-sold on Crosley 
and the full-year warranty.” 





Bill Tillman uses a calendar to give customers a dramatic idea 
of all the playing time they get covered by Crosley’s warranty. 








Suppose you were sitting in a 
front-row seat at a wonderful 
Broadway show and having the 
time of your life—and somebody 
wanted to buy your ticket back. 
You'd say, ‘Go away. I'm enjoy- 
ing myself.’’ The price of the ticket 
would mean less to you than the 


show. 
* * 


To be sold in today’s competitive 
market, every customer must feel 
the same way about a TV set. . 
that the entertainment and the re- 
ception he gets far outvalue the 
price he paid for it. 


* * * 


The television sets coming from 
our Crosley plants today are de- 
signed to give customers that 
more-than-dollars-and-cents 


value. 
* * 


It has been estimated that, at box- 
office ticket prices, today’s TV own- 
ers would have to pay $100 a month 
for the entertainment they now get 
free of charge on their sets at home. 
And with a Crosley they get those 
TV shows without a flicker, without 
a flutter, in brilliant, clear, and strong 
pictures on a trouble-free set built 
so well that it carries a full-year 
warranty. 
* * * 


So a Crosley television set actually 
pays for itself in a very few months, 
but the investment in happier 
family living goes on for many 


years. 
+ * 


In recent months more and more 
dealers have increased their TV sales 
volume with our value-designed 
Crosley sets. This trend to Crosley 
at the dealer level points up our be- 
lief that as the TV market widens, 
the market for Crosley sets is going 
to widen even faster. 





“ON THE BEAM”. 





.... With CROSLEY TV 





LETTER AFTER LETTER (AFTER LETTER) says, 
“You can see it BETTER on a CROSLEY” 





“VERY EFFECTIVE AD 
FOR CROSLEY TV SETS” 


says Executive of 
American Newspaper Publishers Association 





“You are to be con © 
gratulated,” writes 
A.N.P.A.’s Jack Barry, 
for running this kind © 
of advertising and = 





see it better on a Crosley.’ 


“| am deaf and have always 
wondered just how radio af- 
fected people. With my Crosley 
television | am able to read the 
lips of the announcers and per 
formers. Crosley television has 
literally opened a new world 
for me. | can truly say, ‘You can 


” 


Mr. Earl M. Utzman 


1719 West 6th Street, Austin, Texas 





Read these unsolicited letters from Crosley 
owners who tell what sold them on Crosley TV 


“| bought my Crosley television 
because | can get all UHF and 
VHF channel coverage. Crosley 
gives me a clearer, sharper pic- 
ture. After a side-by-side test, | 


was convinced that | could see it better on a Crosley.” 


Mrs. Elizabeth Valentinelli 


218 Pine Street, Tamaqua, Pennsylvania 


“Once | had a Crosley radio 
which | thought would never 


controlling it as you | 
do. The complete and 
accurate descriptions, 
‘10 Reasons Why You 
Can See It Better on 
a Crosley TV,’ andthe | 
method you used to © 
cover price informa 
tion all add up to the 


“Most people who live out here 
in the mountains have a lot of 
trouble getting a clear picture 
on television. But our Crosley is 
wonderful. Whenever there's a 
show they really want to see, 
they call up and ask if they can 
come to our place to watch it.” 





wear out, so when | thought 
of buying a television set, | 
turned to Crosley. It certainly 
gives me a fine picture with 
a wonderful tone.”’ 





Mr. Carleton Barnes 
30 St. Mark Street, Skowhegan, Maine 


kind of copy that pros 
pects for TV sets will 
read. This type of ad 
vertising is in direct 
contrast to most deal- 
er ads we have seen.” | 
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Here’s a Crosley TV advertisement that makes readers 
sit up and take notice. Crosley dealers report excellent 
sales response. And experts like Jack Barry write to 
praise it. 


Quickly, clearly, it tells customers about the thing that 





Col. John C. Moore 


Head of Fishburne Military Academy 


Waynesboro, Virginia 


“| don’t know a thing about 
electronics, but | do know furni- 
ture. When | saw Crosley’s love- 
ly wood cabinet, it just seemed 
the set must be a good one. My 
husband and | looked at a lot 


of sets before we picked Crosley.” 


Mrs. LaVerne Sconyers 


4320 Witherbee, Lincoln, Nebraska 


“When we watch TV at other 





“The one-year parts warranty is 
mighty good to have. | have 
checked the other brand sets of 
some of my friends and relatives, 
and | feel so good knowing that 
1 get the sharpest, clearest pic 
ture | have ever seen on any tele- 


vision set. | would recommend Crosley to anyone.” 


Mrs. Mary McNair 


2263 Hatcox Street, Mobile, Alabama 


“| bought a Crosley because 
a good friend recommended 


it. My friend lives in the coun- < 
try, and on other makes of ; 
sets which | have seen his eb 





interests them most: the TV picture. ““You Can It 
Better on a Crosley,”’ the ad tells them. And it draws 
them into dealers’ stores for proof in the side-by-side test. 


Direct and hard-hitting, this ad is —— of Crosley’s 


peoples’ houses, they always 
seem to be adjusting the dials. 
They never get a chance to sit 
still and watch the show. | 
think the best thing about our 
Crosley is that once you tune 


in, it stays tuned.” 


farming tractor would cause 
the picture to jump. He drove 
his tractor right up to the 
window where the Crosley was 


er 


<> 


sitting, and the picture remained clear and steady.” 


Mr. William C. Rowell 


whole campaign that helps you sell them better on a 
Crosley TV. 


Robert C. Starke 





3020 Gray Street, Denver, Colorado 


1143 South Lafayette Bivd. 
South Bend, Indiana 














“It’s Crosley’s answer to 3-dimension movies!” 








with your best 
sales story 

“Our recent window display 
illustrating the growth of 
television showed an early 
Z-inch TV set next to a new 
Crosiey 30-inch receiver. It 
was a ‘natural’ traffic stop 
per and one of the most 
effective displays ever used 
in Galesburg. 

“This window display, to 
gether with Crosiey’s tre- 
mendous UHF television ads, 
has really paid off. It seems 
to have developed a sense 
of certainty that Crosley is 
tops as far as TV is con- 


cerned.” £. C Ringiien 
Galesburg Gas Sales Co. 
Galesburg, Illinois 
Send your story to Electron- 
ies Dept. 22, ‘rostey Div., 
AvcO Manufacturing Co., 
Cincinnati 25, Ohio, 
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“The Crosley o sets we've 

installed get very good re- 

ception from the Lansing TV 

station about 120 miles 

away. We feel that our re- ™ 

cent Crosley TV sales pene 

tration of 31% for Ogemaw County is ample 
evidence that Crosiey is leading because of 
its ability to get an acceptabie picture in 
territories beyond the normal fringe area."’ 


Russel Winters, 
Winters’ Furniture Co. 
West Branch, Michigan 


“Our Crosley TV receivers 
outperform all other sets in 
our area. in Middieport, 46 
miles from the closest TV 
4 station, Crosiey always 
gives better tone, better volume, and a 
clearer picture with far less interference.” 


Harry Allen, 
Allen Appliance & TV Sales, 
Middleport, Ohio 
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ISCMCET STARTED ! 
ET SHOWING ! 
GET SELLING ! 


The world’s most modern kitchens 












pr Built and Pre-Sold By One of The World’s Leading Steel Companies 























There never was a better time to get yourself set to cash in The sales program back of this great new line is designed 
on the big-volume, high-profit steel kitchens business. to put you into the kitchens business in a big way... at 
The great Republic Steel Kitchens line is new right now— a moderate investment...and to keep business coming 
has all the interest-stimulating appeal of a major new prod- yous Wey: 
uct. It gives you new features, new styling, new accessories, The time is right .. . the line is right. . . the sales program 
new ideas to sell. is rolling. Get the facts, now. Then, get started, get showing, 
It gives you the largest selection of matching styles and sizes get selling the world’s most modern kitchens. Ask your dis- 
ever offered. No kitchen is a “problem” kitchen anymore. tributor, or write: Berger Manufacturing Division, Republic 
You sell them all. Steel Corporation, 1012 Belden Avenue, Canton 5, Ohio. 
i? ——— — — = SS ee Ge Ge ee ee 
, Republic Steel Kitchens Sales Department 
1012 Belden Avenue, Canton 5, Ohio 
, I'm interested in this new sales program. Please send me details 
Distributor (] Dealer [1] 
| 
PURE aii inensesevemuitiinicmmmansilieetiiciapabeusniniaimicindatinimaianeane ae oe RIN 
i eT RE ee ee eT A ee te 
A few selected territories still available to make money for ' pe OS Re a 8 eee ete tae en ee em eee 
distributors. Inquiries invited. i 
1] City | 
i 
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The initial order for Tide was sent in after Norman G. Olsen, 
Regional Manager of the Maytag Southeastern Co., described 
the success of the Tide Plan in other areas to Lewis B. Potts, 


co-owner of the W & P Appliance Co. 














Traffic increased 500% during the promotion. The W & P 
Appliance Co. averaged 200 prospects a day as women found 
the combination of a new Maytag washer, plus a big supply 


of Tide, too good to ignore, 


ALABAMA DEALER DOUBLES MAYTAG WASHER 


SALES WITH TIDE PROMOTION PLAN 





TIDE’S POPULARITY JUMPS WASHER SALES 
FROM 20 TO 40 A MONTH=—6 SOLD IN FIRST 4 HOURS 


Whether they live in New York 
City” (pop. 8,053,000) or Jas- 
per, Alabama (pop. 8,589), 
women just love Tide! That's 
why the Tide Promotion Plan 
continues to increase washer 


sales for chains, department 





tooth ® Dette stores, and large and small in- 
dependents from coast to coast. The latest proof of Tide's 
power comes from Lewis B. Potts, co-owner of the W & P 
Appliance Company in Jasper, Alabama. He knows that 
Tide is used by more women, in both conventional and 
automatic washers, than any other washing product on 
earth—and he’s turned that knowledge into sales. 

Taking advantage of Tide's special advertising allowance 
of $1.75 per case, Mr. Potts decided to use the Tide Plan 
for a bonus offer promotion — giving a year’s supply of Tide 
away with each Maytag washer purchased. Today, the 
W & P Appliance Company points to the continuing use of 
the Tide Plan because its overwhelming appeal to women 
has already increased their Maytag sales 100%—-from 20 
washers sold a month to 40 a month. This is Mr. Pott’s story 


of success in Jasper, Alabama. 
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6 washers sold in first 4 hours are shown above. To start his Tide 
promotion off right, Mr. Potts merchandised it to the hilt. Using the free 
kit that came with his Tide, he built window and interior displays, ran 
newspaper ads and radio commercials. Women flocked in—and bought! 


MAY, 1953—ELECTRICAL MERCHANDISING 





FER: 


A FREE SUPPLY oF Tee 











Demonstrations jumped up to 20 a day! And to impress 40th washer sold! After the first month, the W & P Appliance 
these prospects most, Mr. Potts demonstrated with Tide. He Co. had doubled their Maytag sales—from 20 a month to 40 a 
got top performance from his washers—the cleanest, whitest month. Tide gets the credit for clinching hesitant sales—and 
wash possible . . . with no soap film left in the washer. they go on using the proven Tide Plan. 








THIS IS THE TIDE PLAN... 
It Worked in Jasper, Alabama —It Could Work for You! 








As a dealer, you, too, can take advantage of 2. Use Tide for bonus offers—as an “extra” 
Tide’s special advertising allowance of $1.75 to swing more sales, offer a supply of Tide 
per case. | Your cost per case would be around with each washer purchased. 
$5.00 — almost % less than the retail price.) 3. Use Tide for demonstrations—get top 
And with your Tide, you would also get a col- performance from your washers. Tide gives 
orful free display kit to tell the story of the you the cleanest wash possible . . . leaves 
washer promotion to your prospects. (The free no soap film. Laboratory tests prove it! 
display kit will be printed with the name of 4. Use Tide for displays promote your offers 
any washer brand you designate.) You can use with Tide and the special colorful display 
your Tide order and the display kit to increase kit that’s tailored for you 
- your washer sales these four tested ways: Like the W & P Appliance Co., you'll find that 
y 1. Use Tide to build traffic—offer a box to Tide is your best tie-in. It’s smart business— " 
each woman who will come in to watch a good business—to let the Tide Plan make dol- 
washer demonstration. lars for you at a cost of pennies. * 





CLIP COUPON BELOW— 
ORDER YOUR TIDE TODAY! 


A Product of 
Procter & Gamble 


Here are the terms: You can get Tide atthe regular Procter & Gamble Sales 


Department prices* less a special advertising allowance of $1.75 per case (net 

77 cost to you approximately $5.00 per case —minimum order 5 cases), In return, 
you agree to use all of the Tide you order in any or all of the following ways 

¢ (a) offer a supply of Tide with the purchase of a washer (minimum offer % of 

case per washer sold); (b) offer a box of Tide to each prospect who comes into 

your store to see a washer demonstration; (c) for washer demonstrations. You 


also agree to feature the Tide merchandise offers in your advertising and to 





display Tide packages with your washers. 
Is YOUR BEST TIE-]N *Prices subject to change without notice. Shipped C.O.D., freight prepaid 


Box A 

Tide Home Laundering Bureau 
1429 Enquirer Building 
Cincinnati 2, Ohio 


because... 


| i 23 





Please ship us cases of Tide (minimum order 5 cases). We agree to use all 
the Tide on this order in accordance with the terms of the Tide Promotion Plan described 
— al 
above. 
ie Store Name___._ aa ceva iibicaiaiaaee ainsi as ical tae Bet ae 


Street Address __ 


See e PTE RS GE Te ot ARENT TSM re SMHS RA GUNES EC RREESS Ree 


City 


WASHING MACHINES THAN 
~ 7 ANY OTHER PRODUCT ON EARTH! 


9 Ee RNP Ra Ie Mam a See TUM RM! So ahels Pe! vere 
( ) Please send us at no cost, a washer promotion display kit containing wall posters, 
window streamers, and counter cards bearing the name of ___.washer 
(Please check box.) 
Also include at no cost, the following newspaper mats (checked below) for the 
purpose of advertising our washer promotion. 4 


( ) Zcols. x 3” ( )2 cols. x 6” ( )38 cols, x 5” ( )3-cols. x 10” 


wee ee ee 71 
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HOT WATER 


than most utility requirements, for electric 
models, because White’s EXCLUSIVE 
WATER-HOTTER baffle diffuses and tem- 
pers incoming cold water. 

































(GAS MODELS) 


Ne small holes here, to 
cleg and covse wasteful 
combustion, slow heating. 
Instead, one wide-open 
port, Film of Flame bathes 
tank bottom in flame-tips. 


“WHY buy this particular make?” 
Your prospects always have that 
question in mind. You always have 
the answer when you show aWhite 
WATER-HOTTER.Two of White's 
most effective and exclusive order- 
clinching features are stressed 
above. You can point out many 
other easily understandable rea- 
sons for choosing White. Write for 
White's Proved Profit story 


TODAY! 


WHITE PRODUCTS CORPORATI(C 
Water Heating Specialists Since 1930 
Dept. M-5, MIDDLEVILLE e MICHIGAN 
EXPORT OFFICE: 201 N. Wells St., Chicago 5, Ill ‘* i 
Patented Copyright 1963, White Products Corporation > Guaranteed by . 


Housekeeping 
J 
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AUTOMATIC WATER HEAT 
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How to Use Classified Directories 





cating a particular type of store. 


Listings Vary in Month 


“Actually, the average directory is 
made up once a year,” says Smith. “In 
cach community it will be made up at 
a different time. In Cleveland, the 
directory is published in March. We 
start the makeup of the directory by 
May for the next issue. The ad re- 
mains in force for the entire directory 
period—from 6 to 12 months. This 
means a considerable saving of time 
because the advertising is arranged 
only once for the entire directory 
period.” ‘ 

An example of an appliance dealer 
who uses the classified directory with 
success is Lloyd Hinton of Clinton- 
ville Electric, Columbus, Ohio. Hin- 
ton established his store in 1939 with 
four employees. He used the classified 
directory modestly. ““We have traced 
more sales to the Yellow Pages than 
any other selling media,” says Hinton. 
“In my opinion, more classified ad 
vertisements mean more sales.” 

Hinton has built his business to 24 
employees. He was one of the “GE 
Dealers of The Year’ in 1951. He 
now carries a complete program of 38 
items under 15 classifications in the 
Classified Directory. 

“Directory representation will vary 
with different businesses,” Smith 
points out. “We have our salesmen 
advise the dealer on the Yellow Page 
program that will be most effective 
for him. Sometimes the general head- 
ing—electrical appliances—can catch 
the public; but in the last few years, 
it has been proven that specific prod 
uct listing is the best way.” 

Here are the ways a dealer may list 
his firm: 

1. The regular type is a single entry 
with the name, address, and telephone 
number in the same size type. 

2. When this listing is set in bold 
type, the name is heavier and blacker, 
with the address and telephone num- 
ber in regular type. 

3. Additional information, known 
as extra line matter, may also appear 
with these listings. This item may be 
best utilized for telling about special 
features of your business or location. 

4. Trade name listing is a listing 
under a brand name. The brand name 
appears in bold type, with the dealer’s 
name sect in special type under it. The 
address and telephone number are set 
in regular type 


5. Trade Mark heading is also 
brand name advertising. It consists 


of an inch of space in the column. 
This inch includes the brand name, 
several lines of copy and a cut of the 
actual trade mark. The dealers are 
listed under the lines of copy. 

6. Also appearing in the column 
are informational listings. These are 
as wide as the column, and _ usually 
4 inch, 1 inch or 14 inches in height. 
The dealer’s name is at the top in bold 
type with the address and telephone 
number at the bottom in regular type. 
The space between the name at the 
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top and the address at the bottom is 
used for several lines of advertising 
mr Different sizes of type are avail- 
able to emphasize a short sales mes- 
sage, list typical merchandise carried or 
include a slogan. (Informational list- 
ings are separated from the other list- 
ings in the column by a line drawn 
around them. ) 

7. Display space. These are boxed 
in ads associated with respective classi- 
fied heading. The smallest size is the 
} column, which is one column wide, 
and 4 of the column in height. The 
other sizes of display are usually twice 
as large and four times as large as the 


} column. 


Inexpensive Ads 


“Rates are reasonable, and consider 
ing the circulation of the directory, are 
very inexpensive,” Smith adds. “Here 
are some sample monthly rates from 
Ohio directories.” 








One 
inch 
In- Trade 
Res. Bold forme mark 
Cireu- Type Fece tionel Heed- 
Directory letion Listing Listing Listing ing 
Cleveland 600,000 $1.00 $3.00 $11.00 $14.50 
Columbus 218,000 1.00 2.00 7.25 8.50 
Youngstown 95,000 75 1.50 5.00 6.25 
Painesville 26,000 50 1.25 2.75 325 
Barnesville 3,000 25 75 1.50 2.00 





“Display space can provide great at 
tention value,” Smith continues. 
“Much information can be placed in 
the ads, and also illustrations may be 
used. Many different sizes and styles 
of type may be used, making it pos- 
sible to have an outstanding headline 
and blow up the telephone number. 
Display space is a very economical 
way to advertise. The average cost to 
the adevrtiser of a 4 column ad per 
1,000 circulation is a little less than 
four cents a month.” 


Can Be Found 


Dealers usually use handbills, news- 
papers, billboards, direct mail, radio, 
truck panels, etc., for the prospect to 
fix the name in his mind. But when 
the prospect is ready to call, none of 
these are available to furnish the num- 
ber. The newspaper and handbill may 
have been misplaced; the billboard is 
beside the highway, and the number 
may not have been noted down when 
it was heard on the radio. Where can 
it always be found? Right in the home 
where it may be easily referred to. 
Thus, dealers can tie down any other 
advertising. 

“The important thing to remem- 
ber,” Smith concludes, “is that when 
an individual refers to the classified sec- 
tion, he is at that moment a particu- 
larly hot prospect. You can catch him 
in this buying frame of mind if you are 
properly represented in the classified 
telephone directory.” End 
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STORAGE | 
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“barefoot comfort” throughout the house. 


DEARBORN AREA HEAT — makes Sense 


to Your Customers .. Because it costs them less 
to buy than any other type of heating equipment 
—costs less to install, no expensive labor bills or 
materials, adaptable to new homes or old — costs 
less to operate, wastes no space, they heat only the 
areas they want to heat, save costly heating of un- 
used rooms, put heat where they want it when they 
want it — gives them the beauty of smart Dearborn 
heaters — gives them Dearborn’s unusual safety. 


REGIONAL SALES OFFICES: 


Merchandise Mart, Dallas, Texas 

5830 North Pulaski Road, Chicago, Ill. 

513 Glenn Building, Atlanta, Ga. 

303 Merchandise Mart, Kansas City, Mo. 
3625 South Grand Avenue, Los Angeles, Calif. 


Merchandise Mart, San Francisco, Calif. 
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“Dearborn, Area Heat is the most 


sensible, most salable heating concept yet! It gives 
your customers automatic heating at its best. By 
putting a Dearborn gas area heater in each living 
zone of their home — with each heater automati- 
cally controlled — it gives them even temperatures, 







AREA HEAT 


is 
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DEARBORN AREA HEAT — Makes Dollars 


for You... Because it gives you BIG, MULTIPLE 
SALES of Dearborn gas area heaters. Every cus- 
tomer you sell on Dearborn Area Heat will buy the 
heaters he needs for each area of his home — from 
3 to 6 heaters or more. Every customer you sell on 
Dearborn Area Heat is a multi-unit customer in- 
stead of a single unit customer! And you get EXTRA 
SALES ON DEARBORN AUTOMATIC CONTROLS. 
Every heater you sell carries the extra sale of a 
Dearborn automatic control..an extra helping of 
profits from Dearborn Area Heat! 


Dearborn Area Heat can bring you more sales and profits than 
any other kind of heater sales — and that’s a fact, not an idle claim. 
It’s a fact we'll be glad to prove 
call for more information. 





ask us to do it! Write, wire or 


milsstostsla Mai Lear 


DALLAS e CHICAGO 
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the quality, 
value and ex- 
clusive features 
that make Dominion AND cA 
outstanding... 





















The BIG VALUE in Coffee Makers — 
automatic — adjustable — jewel signal 
light—large 9-cup—all for only 
$18.95 retail. 

(Slightly Higher in the West) 


Deep Fryer and Cooker — double 
utility — E-Z Cook Guide on cover — 
automatic with signal light — 4-quart 
capacity — at $26.95 retail. 

(Slightly Higher in the West) 


rite for Details ; ADS mae u 
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Most Interesting 
CONTINUED FROM PAGE 87 


petition, they did a satisfactory job 
on the regular basis. They knew that 
Madison was full of people who had 
bought from them in the past, had 
been satisfied, and trusted them. Mr. 
Walz said that he estimated the house 
had sold four washers in every block 
in the city, and that people responded 
to the slogan, “Ask your neighbors.” 


“Soft Credit’’ Policy 


\ young lady moved into Madison 
recently, bringing along a Zenith 
table radio which was not working. 
She called up a repair shop on an 
cenie-meeny-miney-mo basis, and af 
ter paying a service bill found that her 
set still would not work. 

So she telephoned Wolff, Kubly 
& Hirsig, which is the largest Zenith 
outlet in Madison They sent a re 
pair man to her house, fixed the radio, 
ind handed her a bill for $1.50 
“You might have bought it from us 
at one time,” the man said, “and we 


FRE BLED DDI III I ISS 


Some electrical appliance dealers 
spend thousands building goodwill 
with newspaper ads—then scowl 
at people when they come through 
the front door. 


i i i i i i i i 


think it a good idea to fix it up right 

In its sales the store is willing to 
send stuff out on trial to properly ap 
proved prospects. Girls from the store 
follow up and close sales. Chis i 
not a regular proposition, but it is 
occasionally done. 

While the main store snuggle: 
down on the square in downtown 
Madison, the service department is 
housed in a big storage building 
blocks away, at 315 Wilson Street. 
Some 35 men work out of the build 
ing, 15 on service W. R. Winch 


is service head 


Moving to New Building 
Wolff, Kubly & Hirsig will soon 


be moving into its new building, in 
the heart of downtown Madison. Mr. 
Kubly believes that in a city this size, 
and operating under their policy, it 
would be a mistake to move to the 
suburbs, as they would lose their 
traffic. 

Appliances are not going to have as 
prominent a display in the new store 
as in the old one, he says, but they 
will be there under its low pressure 
selling policy. ‘The firm likes to rock 
along with a single brand year afte: 
vear, and to do that Mr. Kubly feels 
that it is necessary to have protection 
on territory. He thinks the Speed 
Queen factory-to-dealer arrangement 
is ideal, and he sells around 700 a 
year of them. Many more wringe: 
machines than automatics are moved 
[he store’s association with G.1 
cleaners, Zenith radio, Frigidaire, and 
Hamilton dryers has also been ot 
long standing. No television is carried 

Working this way, with sales cost 
spread over many items, the firm 
makes a profit on its appliance items 
Chis, thinks, Mr. Kubly, may be th« 


wav appliance retailing is going. End 
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PORCELAIN ENAMEL 








Only 


PORCELAIN 
ENAMEL 


gives you 

life-time 
beauty and 
durability. 
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THIS MATERIAL IS 





¢ 


PORCELAIN ENAMEL 


© Will not rust, burn, or discolor 
® Does not harbor odors or germs 
® As easy to clean as a china dish 





THIS LABEL 


will help you sell. It identifies 
Genuine Porcelain Enamel made in 
accordance with established stand- 
ards of the Porcelain Enamel Insti- 
tute, Inc. 


juices or alcohol 
* Hardest household work surface 
© Color and beauty will not fade © 


Porcelain Enamel 














© Is not harmed by household acids, fruit. 














ACID RESISTING ||| 
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GUARANTEED by the manufacturer to conform with 
the "Genero! fer Perceloin Eoumel 
Surfaces-Acid Resisiont Type (PEI; $102)" of the | 
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the finish that helps you sell! 


Here’s a way to tep up sales when appliances are made of genuine Porcelain 
Eename! how your customers the label that identifies this modern, life-time 
finish. Then tell them why Porcelain Enamel in home appliances is unequaled in 


beauty, service, durability, and ease of cleaning 
Point out that because Porcelain Enamel is a mineral coating, melted and fused 


onto the steel at about 1500° F., it can’t burn, discolor or fade. It won't scratch 


or wear off. It can’t harbor odors or germs, and is not harmed by food acids, 


sSOaps, OI detergent Jecause it IS a ceramic coating it 1s as easy to clean as a 


china dish. That's why more and more manufacturers are using porcelain enamel 


finishes for ranges, washers, refrigerators, home freeze dryers, and 


other appliances. 


You can be ure there no equal to the practical advantages of Porcelain 


Enamel, the life-time finish. 


This message sponsored by the Frit Division of the 


PORCELAIN ENAMEL INSTITUTE, INC. 
1346 Connecticut Avenue, N.W. « Washington 6, D.C. 
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Sao 


. says Lowell McCord, 
Friendly Viking Rep. of Missouri 


“After last year s sensational air 






Even on the operating d tails Viking conditioning season, we had a very 


offers a winner. That illuminated definite idea of what the people 
who buy from us want in a room 
cooler. Evidently the Viking engi- 
neers know, too, because this new 


Viking “340” fills the bill exactly. 
Design-wise it's better looking than 


Glo-lite dial sure is easy to regulate 
~ even in the dark. Just three knobs 
to give the buyer cooling, ventila 
tion, condensation of excess mois 
ture, air circulation, and filtering of : 
irritating summer dust and pollen. most TV or radio sets. That tan cab 
inet sure adds beauty to home or 
office.” Write Ruth & Art Feather- 
stun of Featherstun’s Radio & TV, 
Mt. Vernon, Ill. 


And that, my friend, is a lung-full of 
summer comfort. After I've talked 
over all those advantages with a 
customer and then quoted the cost, 





he buys. Yes, they're mighty easy to 


sell,” reports James Ranmar of 
Standard Tire Co., Mt. Vernon, Ill. 





M TH give you three good reasons our dealers are order 


ing these Viking “340” ’s. One look at that handsome 


For 1953 distribution cabinet sells most of the boys. They know good looks sell 
will be limited. their customers, easily. Viking’s competitive price has a 
onta obber big influence, of course. The real sales clincher is Vik 
C sad your j wv and ing’s $12 per unit allowance toward 50/50 co-op adver 
order the 1953 Viking — it's tising. So far as I know, it’s the biggest in the field.” 


a sales sensation! That's from Ken Greene of Mt. Vernon Electric Supply, 
Mt. Vernon, Ill. 


Oki CONDITIONING CORP. om 























5601 Walworth, Cleveland 2, O. 
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water system sales, Gamauf sells hard- 
ware items and hunting and automo- 
bile licenses. 

Gamauf admits that the real factor 
in making sales is service. People who 
have water troubles want help quickly 
and efficientl; 

“Satisfaction of our customers,” he 
says, “has boosted prospects 20 to 25 
percent. 


Need A Good Plumber 


Before any dealership in the central 
Ohio area can be franchised to sell 
Myers systems, the Hardware and Sup- 
ply Company, Akron, the distributor, 
insists that the dealer have a good 
plumber and a good representative 
stock of parts to carry out a good serv- 
ice program. Gamauf’s inventory of 
parts usually ranges from $700 to 
$800. 

Service for the water system is an 
important item for a dealer to offer, 
Addie Gamauf believes, but they find 
that it is easy to handle as calls 
don’t all come in a short period. Few 
calls are really unnecessary and, ex 
cept for freezing in the winter, they 


are scattered throughout the year. ‘The 


service work for pumps is handled by 
their own service man, but on appli- 
ances they use the distributor (Gray 
bar for Hotpoint, and Bardwell Appli 
ance, Inc. for International Harvester 
appliances) for which the custome: 
pays $3 extra at the time of the sale 

The person most interested in 
a water system before purchase is the 
husband, but Gamauf has found that 
from the day the sale is made the wife 
is the one most concerned in where it 
is installed and in dependable service 
[The majority of the current models 
are installed in the utility room and 
basement since pumps now can be re- 
moved from the source of water. 

Despite a majority of pump and 
water system sales now in the replace 
ment market, Gamauf’s strives to pro 
mote with direct mail supplied by 
the manufacturer (free except for 
postage, with a space for a 5()-word 
message small ads in the Akron 
Beacon-Journal. He also has a display 
it the county fairs 

“Our appliance customers are own 
ers of a water system now, but there 
is always the need for additional ap 
pliances which may require an addi- 
tional volume of water,’ Gamauf ex- 
plains. “The average family with 
three children wants as many appli- 
meces for their comfort as their me- 
dium income will allow. Thus, we 
need only about 15 minutes to make 
the sale on a system. About 75 per 
ent of the prospects are sold on the 
first visit to the store 


Average Sale—$300 


Very often, the prospect has 
brought in the report on their well, 
depth, output, (how many gallons pet 
minute it produces)—that is supplied 
by the driller, so we can quickly figure 
out what size system to install. Our 
average water system sale is about 


+ $300 for both the deep and shallow 
| wells. Besides, I take a personal look 
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at the installation possibilities before 
we install to make sure it will serve 
their needs.”’ 

Displays for appliances and water 
systems are a valuable item for the 
dealer to be aware of. First of all, a wa- 
ter system display near the door can be 
very instrumental in attracting the 
attention of store traffic no matter 
what type of product the customer 
may have come for. Good window 
displays are not necessarily elaborate, 
but they still have been effective to 
increasing sales IE-nd 


How Two Dealers—2 
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appliance literature. The man wasn’t 
sent with the idea of making a sale, 
but merely to give out the literature 
and make a contact at the home. 


Free Service for One Year 


lor each water system sold Lock 
wood Pump Co. gives free service 
and labor for a vear. “Even if it is 
some expense and trouble, it pays off 
in other ways,” Scheu illustrates. “It 
gives us a chance to see the home 
again. If a man has his eyes open, he 
can surely find leads. For instance, 
we sell 150 to 200 pumps a year. If 
we have a chance to get back after the 
people have used it, we can find in 
ibout 95 percent of the cases an appli 
ince they'll need within the next vear. 


Over 50 percent of the time we've 
found something that can sell an 
idditional appliance within two 


months after the pump has been in 
stalled.” 

Sometimes Scheu can work in the 
sale of a water heater when talking 
about a new water system. He fig 
ures in the cost with the total price 
of the water system and installation, 
then comes up with, say, the figure 
of $10.50 for payments. He waits to 
see the prospects’ reaction and, if 
they don’t seem alarmed, tells them 
that it also includes the water heater 
vhich they hadn't asked about. He 
hands the pamphlet over about water 
heaters and in almost every case 
closes a sale. “People are really ready 
for a new water heater, but if you 
isk them if they'd like it, they prob 
ibly wouldn’t be interested,” says 
Scheu 


80% Replacement Sales 


\bout 80 percent of th ervice 
calls on old equipment result in the 
sale of a new svstem, softener, and a 
water heater. The replacement market 

one that can be easy to get, and at 
the same time, not taken advantage 
of. Scheu believe It take 1 good 
pump man a long time to know his 
business, but after he can learn the 
proper way to keep a pump going, it 
till can be used to good advantage 
in selling replacement 

Ihe average pump sale in this area 
runs about $450 (compared to $300 
it Gamauf Hardware), but the peo- 
ple are in the middle and low income 
brackets, as most are factory workers 
for the rubber industry in Akron. 
Consequently, the majority -of the 
sales are on FHA or A.B.C. loans. 

(Continued on page 114) 
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. asserts Jack Green, 
enthusiastic New England Viking 
Representative 
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Now’s the time to order up for the big 
1953 Viking Window Fan Selling Spree! 


“T just tell my dealers to look at the record, 
When they do, they order fast. The ad- 
vantage of a single model in the most 
popular consumer size is obvious — less 
cash and storage space tied up in odd 
size fans. The Viking Optional Timer, easily in- 


stalled by the dealers serviceman, gives him an 


additional model to sell,” says P. F. Leary of Waver- 
ly Heating Supply Co., Boston, Mass. 






























1953 






) Akin 





“My customers want, a window fan 
that looks good in their homes but 
also has plenty of power. The big 
22” blades of this new Viking “944” 
moves 3100 cubic feet of air per 
minute, which fits the need of most 
of my customers. And the new Vik 
ing grill design is the best looking 
I've seen yet — wide openings for 
plenty of air flow but safe for kids 
and everybody. Fan buyers are be- 
coming mighty choosy but they cer- 
tainly go strong for the Viking fan.” 
That's how it looks to R. H. Nichols, 
of R. H. Nichols Co., Woburn, Mass. 


This Viking Automatic 
Timer comes packed with 
simple three-step instructions for 
quick installation. 


mom AIR CONDITIONING CORP. 4 


5601 Walworth, Cleveland 2, O. 











PAGE I11 










Here’s a year-round sales gal, 
Margaret Lindsay. She’s helping to sell the 
Crosley Full Line on that popular TV program, 


“‘What’s My Name”?’’, on the NBC Television Network. 


4 i acai oo. 7 . 
Minis iabiaca, 2 . 






MODEL ACE-75 D 


% horsepower. For average 

large rooms. Automatically 

controlled by thermostat. 
Model shown, $399.95* 








Cools the air 
Ventilates the room 
Wrings moisture from air 
Circulates the air 


Pumps out stale air, smoke, 
and odors 


Filters out dust, dirt, and even 
pollen 


Cuts cleaning bills 


Muffles outside noises 








* Manufacturer's Suggested Retail Price 
In Canada: Crosley Radio and TV, Limited, Toronto, Montreal 











ch Cumoneh. Peer 


YOU'LL ENJOY YEAR-ROUND PROFITS WITH 


the (J54 CROSLEY 


ROOM AIR CONDITIONER: 


There’s big profit ahead in air conditioners this 
summer. And there’s a doubly profitable summer 

in store for the dealer who’s ready with plenty of 
Crosley Room Air Conditioners. 


With the beautifully styled Crosley Room Air 
Conditioner, you not only have more to offer 
summer customers, but you can create year-round 
sales as well. Here’s why you should carry Crosley. 


You sell year-round air-conditioned comfort when 
you sell Crosley. The Crosley does more than cool 
the air. It cleans the air of dust, dirt, and even 








MODEL ACE-33 MODEL ACE-50 


\% horsepower—for average 
rooms. Automatic thermostat 
control. $329.95* 


14 horsepower—for small 
rooms. $229.95* 


CROSLEY 


Better Products for Happier Living 


Shelvador® Refrigerators - Shelvador® Freezers - Electric Ranges + Range and Refrigerator Pantries - Automatic Dishwashers - Electric Water Heaters + Electric Food Waste 
Disposers - Sinks - Steel Wall Cabinets - Steel Base Cabinets - Vinyl-on-Steel Continuous Counter Tops - Handy Accessories + Television + Radies + Reom Air Conditioners 





pollen. It wrings moisture out of the air and 
circulates it without causing drafts. It whisks away 
smoke and cooking odors and keeps your 

customers in the Crosley Comfort Zone all year long. 


Moreover, the Crosley Room Air Conditioner 
operates quietly and muffles bothersome outside 
noises. Easily and quickly installed, it provides weather- 
tight fit with no pipes, ducts, or special connections. 


Stake your claim in the year-round air-conditioning 
market with the Crosley Room Air Conditioner. 
You'll find it a gold mine for profit! 
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MODEL ACE-75 5 


% horsepower—similar to 
ACE-75 D, except without ther- 
mostat. $379.95* 


MODEL ACE-100 


1 horsepower —for large rooms. 
Compiete with automatic ther- 
mostat control. $469.95* 


DIVISION 


(AL) 


Cincinnati 25, Ohio 
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ire a full-time job with Rauland—all! the way 

From spectographic analysis of tube components to 

ane atitten 414 tests are your assurance that 
highest engineering standards. Test-proved: in 


ratories, pertormance-proved in countless 


bp 
r 
why Rauland is the 1 rohfit-getter 
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about $15 fixes the unit up for another 
$25 and resells it for $75 to $90. In 
the rural market, Gamauf allows $30 
to $65 and resells for $50 to $75. 
From the market in the urban area, 
Lockwood has found that there is a 
progressively increasing market for 
trade-ins as well as new pumps. 

“In about one of every three serv- 
ice calls we make, the pump could 
easily have been repaired by the 
owner,” Scheu says, “but they've great 
confidence in our work, and would 
rather pay us the minimum of $5 foi 
one man, and $6.50 for two men 
Since the average service call runs 
about $15, you can just about exist on 
service, but if you learn that it is im- 
portant to expand your business, 
you'll find that service is the instru 
ment to increase sales.” 


How to Enter the Field 


Before any man enters the pump 
business, Scheu believes that it is 
important for him to be sure that 
either himself or the man to handle 
it be mechanically inclined, have a 
knowledge of pipe fittings, fabricating, 
and hydraulics. If a man started out 
from scratch, he’d have to have 
$5,000 and expect about 6 months 
training from manufacturers schools 

The real market for water svstems 
lics in existing homes. About 15 per 
cent of Lockwood’s sales are made to 
new homes in the suburban area 


No Seasonal Slumps 


“With appliances you hit a lot of 
seasonal slumps,” Scheu says, “but 
pump sales run the year around. Our 
service calls usually have to be 
screened for the emergency they pre 
sent. If a home has sickness, then we 
make it our first call. But if you 
have normal calls, it usually is fixed 
within a day. Promptness is impor 
tant with pumps, whereas it might 
not be on appliances. 

“The same goes for making home 

| calls,” Scheu concludes. “If you have 
an appointment for 8 p.m., be there 
right on time. Within 15 minutes you 
| can sell a water system and heater 
But if you sell a water softener, it 
| might take another half hour. Peopk 
seem willing to talk, but it will be 
much better for other calls if the first 
| one is held to a short tim: 


End 


IN JUNE you will find, among 


a host of other articles: 


The story of how and why one 
$300.000-a-year dealer went 
broke; A description ot tout 
recently successful, money 
making promotions; How one 
retailer jumped TV service 
volume by putting service on a 
time-payment plan. 
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ELECTRICAL 


Says dealer about 


"it’s amazing how powerful it is,” said Mr. Mur- 
dock Fitzgerald of Fitzgerald Appliance Co., 
Flint, Michigan, one of the cities used to pre-test 
this unusual Spring Promotion. “I had hundreds of 
women coming in to get the offer—and sold many 
Gibson products. I’m more than happy!” 


Other Gibson dealers are now getting set for 
the women who’ll be invading their stores when 
the Gibson offer is made in LIFE Magazine and 











i 
The new Gisson 6! || ‘The New GIBSON 
REFRIGERATOR FOOD FREEZER 
with exclusive , | with exclusive 
SWING-OUT SERVERS , || TILT-OUT BIN 
and AUTOMATIC = and STAY-PACKT 
DEFROSTING i | | SHELVES 
| i} 
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big national newspaper ads in key city markets. 
They’re planning to run tie-in newspaper ads, 
radio and TV announcements, publicity and pro- 
motion — to turn high local interest into quick, 
profitable Gibson sales! 


There’s still time for you to get in on all this 
activity and attract all those buy-minded women in 
your area to your store... if you’re a Gibson dealer. 
Get in touch with your Gibson distributor right 
away ...get in on this Gibson profit plan! 





GIBSON SPRING PROMOTION | 


Gibson Refrigerator Company, 


The new GIBSON 








The new Gi 
ELECTRIC RANGE er 
ROOM 
with exclusive AIR CONDITIONER 
UPS-A-DAISY with “Droft-Free”’ 
deep-well cooker onion 
and 2 DO-ALL ovens 
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Easier Cord Servicing. Re- 
moving one bolt in heel- 
plote exposes cord terminols. 
Cord does not have to be 
removed for ony other serv- 
ice operation. 


No Guesswork—even for 
unfamiliar new synthetic fab- 
rics. One steam setting gives 
correct heot for oll steam 
ironing and pressing. When 
used as a dry iron, has more 
precision settings than any 
other iron on the market. 


Water never boils so lime 
deposits can't build up in this 
extra-capacity reservoir. 
Water is turned to steam a 
drop at a time. Reservoir 
lifts off to expose steam pas- 
sage cover. 


Pre-Calibrated Thermostat 
can't get out of adjustment. 
Does not have to be re- 
moved when iron is dis- 
assembled. 
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Instant Steam Switch. Up 
— it's a steam iron. Down 

it’s a dry iron. Controls valve 
which con't corrode,can't lime 


eecs cttention. 


No Gaskets! Steam cham- 
ber cover is machined for 
precision fit without use of 
gaskets or cement. Remov- 
ing 9 stainless-steel screws 
exposes steam chomber and 
passages for deliming if 
necessary. 








you sell the new 


or D 













<Som ot pias 
Guaranteed by > 
Good Housekeeping 


. 
$2 45 apyransco Ae 





HERE’S WHY! The simplest assembly and most trouble free design of 


any iron on the market today. Compare with any other! 


Built for reliability by the 
makers of the famous Hoover 
Cleaners. Take a look “Under the 
hood.”? You'll see why any steam 
iron customer will be happier with 
a Hoover for a long, long time to 
come. Precision engineering, and 
horoughly uncomplicated design have made this iron as trouble-free as 
in iron can be. It’s been tested to over 5,000 hours of operation 


equal to 19 years ol home use without requiring any servicing at all! 


Designed for easy, on-the-spot servicing. With 
any steam iron, where tap water is used in hard water 
ireas, lime deposits are likely to build up in the steam passages 
ver a period of time. With the Hoover, anybody who can turn 
a screwdriver can make most passages accessible for easy clean- 


ng in little more time than it takes to read this ad. 


A Hoover never has to go back to the factory. Even 
when major repairs are required (as when an iron has been 
dropped) you can promise your customer overnight repair 
service. Hoover’s own service organization maintains factory-trained tech= 
nicians and a full stock of genuine Hoover parts in cities and towns through- 
out the country. This service is as close as your telephone. There’s no 


packing and no postage for you—no long, annoying waits for your customers, 


Set up this display—watch the Hoovers move out of 
your store under their own steam! Ask your Hoover 
distributor about the successful, tested sales plan that sells 
these new irons in volume. If distribution has not yet been 


completed in your area it soon will be. 


THE HOOVER COMPANY 


Special Products Division, North Canton, Ohio 
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DELUXE REVERSIBLE WINDOW: FAN 
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...in the respected SI<GN AE line 


SIGNAL ELECTRIC MFG. CO., MENOMINEE, MICHIGAN 
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They Sell Fans 





fan sales. Since they use little news- 
paper advertising (only three spots 
all summer), they capitalized on their 
contact with the pyblic to increase 
sales. 

On every service call during the 
fan season, Eugene Piatt gets the 
housewife to talk about how hot it 
has been and how difficult it is to 
sleep on a hot night. With her in- 
terest aroused, he shows some liter- 
ature on their fans. 

“This is an excellent method to 
get fan sales,” Gene points out. “I 
bet we got from 15 to 20 percent of 
our sales without the people ever 
coming to the store or having a dem- 
onstration. Of course, some might 
be coming downtown later that day 
or the next, so they drop in and see 
all the different models and sizes we 
have.” 


Free Trial, Too 


Another way Piatt closes sales is 
through the free trial. After describ- 
ing the wonders of their G-E hassock 
and twin window fans, the people 
were interested. “So if they couldn’t 
come to the store, we brought one 
out for a day or two,” Gene adds. 
“We were trying to push the hassock 
and window fan. Sometimes a short 
demonstration at the store wouldn’t 
close the sale but when they tried 
it at home they bought one.” 

To show the effectiveness of fans 
Piatt Electric last summer made sure 
that three or four well chosen spots in 
the store had fans going full blast. It 
brought the temperature of the store 
down about 10 or 15 degrees, mak- 
ing it noticeably cooler to people 
coming in off the street or from other 
stores. 


Cooking Demo Gets Fan Traffic 


\ big cooking demonstration on 
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one of the hottest days of the sum- 
mer helped make a good reception 
for fans. About 8 or 10 fans were 
going primarily to make the store 
cool. Of the 20 people attending 
the demonstration, at least five 
bought a fan that day. 

In the four years they have been 
contracting and selling appliances 
Piatt have used their entrance into the 
home to see what people need and 
when billing for some contracting job, 
Piatt often encloses literature for a fan 
that he feels the customer needs. 


Contracting Leads 


Mrs. Piatt is in the store most of 
the time. With Clyde and son, 
Gene, out on contracting work and 
service calls, she supervises the sales 
program. She said that last summer 
many people commented that they 
had a good line of fans and had a 
good assortment of various types and 
models. She feels that it pays off 
to push one line. To tell the prospect 
that this fan would be better than that 
one merely confuses the customer, she 
thinks. If we belive that one is better 
than the other, they'll see it and buy 
it. 

“Our sales could have been much 
greater if we could have gotten fans 
when we needed them,” says Mrs. 
Piatt. “We had good traffic and 
demand for fans, but we got ship- 
ments just at the time we had more 
than enough prospects. Actually, we 
sold all we could get last summer and 
some we had left over from 1951. 

“One thing we learned last summer 
is that it pays to have a good assort- 
ment of the different models,” Mrs. 
Piatt concludes. “We pushed the 
twin window and hassock fan, and 
this year we'll sell more because 
people have been educated on them. 


End 

















“JUST WHAT I'VE ALWAYS WANTED” 
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THis APPEAL 


IN THE Post 


Zager / 


WILL MAKE SALES 


‘oR > 
IN YOUR STORE i oa 


inns 


Here’s the whole story, the rich, full-color 
picture, of the unmatched luxury and con- 
venience which Inland “Magic Touch” Ice 
Cube Trays provide in any kitchen, any home. 
See it, read it, as it will be seen and read by 
your customers and prospects in The Saturday 
Evening Post. 


vet ice cubes ... a few or a tray- 


best refrigerator sales season. All advertise- 
ful. It's a truly amazing convenience 
ments will tell the complete Inland sales story . possible only with Inland “Magic 
Pouch” Ice Trays. 

Lift! Tilt! That’s all there is to it. 


Then lift out one or more of the big, 


... and always in full color, for maximum 
sales effect. And YOU will get that sales effect 
in YOUR store! parkling cubes, and leave the rest in 
he grid and tray .. . for later. It’s 
imple as can he! 
Inland “Magic Touch” Ice Trays 
are made in alluring colors now... 


blue or gold, as well as aluminum, to 


MANUFACTURING 


There’s another Inland Ice Tray adver- 
tisement, also to appear in the Post, on 
the next page. Look at it. Read it. And 
see the SALES-BUILDING suggestions! 








Ick CUBES ?¢ 


afer] 










Ahd gay colors th 


INLAND TRAyS ” 


It’s one of a series, appearing throughout the | | ERE’S THE EASIER, faster way to 


suit your fancy ... a gay note in 
kitchen decor! Get them at your 
dealers, to replace the outmoded trays 
in your present refrigerator. And 
when you buy a new refrigerator... 
Jor the ultimate in ice cube conven- 
tence, be sure it is equipped with 
Inland “Magic Touch” Trays. Just ask 
your dealer Jor them 


INLAND MANUFACTURING DIV. 


General Motors Corporation, Dayton, Ohio 


Magic Touch 


Ick CUBE TRAYS 








A SINGLE MINUTE 
OF DEMONSTRATION 
CAN START 

AND CLOSE A SALE 
FOR YOU 





‘XS 


ow / INLAND TRAYS 


ih Gay Colors / 





* 







% » 





COLOR! Your prospects will see that, of 


course, as soon as you open a refrigerator door. 


Women want color, especially in their 
kitchens. Slip out an Inland Tray. Just let 
them see it... in softly gleaming gold, or 
lustrous, alluring blue. They'll see it in their 


own kitchens! 


ICE CUBES 
easier, faster 


LIFT! TILT! Put the Inland Tray, filled with 
ice cubes, before your prospects. LIFT the 
lever... and TILT the grid! That’s all there 


is to it. . . a complete demonstration of 





\ OU'VE NEVER DREAMED of sue h as- blue or gold. as well as aluminum. to 
tonishing ice cube convenience! suit your fancy a gay note in PERFECT ice cube convenience. And possible 
It's so much easier, faster getting kitchen decor! Get them at your r , . mp 
He Stared 9 ONLY with Inland Trays! 

as few or many cubes as you want dealers to replace the outmoded trays 
from an Inland Magik Touch” Lee in your present retrigerator {nd 
Tray when you buy a new refrigerator . 

Lift! Tilt! It’s just that simple for the ultimate in ice cube conver 
There's a whole row of big, sparkling — tence, be sure it is equipped with Sell Inland Trays as REPLACEMENTS 
cubes free, dry, supported by the Inland * Vagic Touch” Trays Just ask “ 
erid. Use some now. the rest later wane daales tar tham for present trays that are outmoded, 
How’s that for convenience ? ° , . battered, inconvenient at best! And be 

Inland Magic Touch” Ice Trays INLAND MANUFAG TURING DIV 7 

. “Fy . : a e bie 

are made in alluring colors now... General Motors Corporation, Dayton, Ohio SURE that your NEW refrigerators come 


equipped with Inland Trays. You CAN 


have them! 








/ / 
INLAND Magic Touch 


ICE CUBE TRAYS 
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ELECTRICAL 


12 reasons why it pays to replace with 


SYLVANIA PICTURE TUBES 


12 outstanding qualities of Sylvania Picture Tubes 


No tube failures (after 1500 hours). 1. No stray emission. 
No trend toward slumping emission 8. Low electrical breakdown. 


or low light output. 

No excessive leakage. 

No excessive gas present. 
Excellent grid control. 

Excellent emission characteristics. 


Here is proof that Sylvania Picture 
Tubes are first in long life and finest 
in all around performance of all 
tubes tested. 

The above record was established 
in comparison tests of the tubes of 
9 different manufacturers. All tests 
were conducted under identical con- 
ditions by an outside testing agency. 

Set owners everywhere are being 
told again and again about Syl- 
vania’s superiority on the big , nation- 
wide TV show “Beat the Clock. 


¥SYLVANIA* 


LIGHTING e RADIO e ELECTRONICS e TELEVISION 


In Canada: Sylvania Electric (Canada) Ltd., University Tower Bldg. 
St. Catherine St., Montreal, P. Q. 


9. Very good color control. 
10. Excellent spot centering. 


12. Excellent physcial conditions. 


Only Sylvania showed 
no tube failures 








The Picture Tube 
for Reliable Replacement 





Of course, the name Sylvania has 
always stood for highest quality. 
Now, more than ever before, Syl- 
vania Picture Tubes mean better 
business for jobbers and service- 
dealers alike. If you would like the 
full story of these recent tests to 
show your customers how Sylvania 
Picture Tubes won over all others 
tested, simply mail the coupon now. 








Sylvania Electric Products Inc. 


tion with other makes. 


Name 


11. Low screen burning (no rejections). 





Dept. 3R-1105, 1740 Broadway, N.Y. 19, N.Y. 


Please send me the official report of the tests 
made on Sylvania Picture Tubes in competi- 





Company 





Street 





| 
l 
| 
| 
| 
| 
| 
| 


City Zone 


State 
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The way LIFE sells appliances 


* > 
SEicatsummhe 
> esceecepe: 


Fston, 





G. H. Miller, of Leo Miller Appliances, Providence, R. L., says “The con James Pellican of Kinningham Appliance Shop, Los Angeles, Calif., 
stant ringing of the cash register during our recent LIFE promotion was says, “Traffic and sales increased greatly during our one-week ‘Adver 
due to: 1.) the impact of LIFE, and 2.) lowered sales resistance to product 


tised-in-LIFE’ promotion, and there were many people in the store 
advertised in LIFE.” (The market LIFE reaches, with a single issue, could 


may be future prospects.” (LIFE’s audience can afford appliances. 57‘ 


consume the entire yearly production of most brands of appliance of all households with an income of $7,000 or more read LIFE ¢ 


syvoucarrs verv wee! 




















Jack J. Braude of Paradise Appliances, 
Los Angeles, Calif., says, “We got complete 
cooperation from all our sources of supply 
during our LIFE promotion. And, our local 
papers not only gave us front-page pub 
licity, but even made mention of the pro- 
motion editorially.” (National advertising 
in LIFE results in local sales; LIFE’s impact 


is recognized by business men in every field.) 
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Every issue of LIFE 
reaches 11,880,000 house- 
holds in the United States* 


*From A Study of 


by Alfred Politz Research, Ine 
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George G. Kuennen of Central Hardware 


Co., St. Louis, Mo., says, “Promotional tie- 


in signs showing advertisements in LIFE def- 
initely help make sales. Many times, the 
signs have done much of the selling when 
clerks were busy, and our clerks have learned 
new sales points from the signs.”” (Appliance 
manufacturers spend more advertising dol- 


lars in LIFE than in any other magazine.) 





9 Rockefeller Plaza, New York 20, N. Y. 


First in circulation 
First in readership 
First with appliance dealers 
First in advertising revenue 


PAGE 123 














Our baby’s a 






big leaguer already! 


HEN we helped pioneer the automatic 2: New Extra-Large Infrared Element has three 
dryer 13 years ago, we were like all times more heating area, purifies clothes, 
: dries them more gently. 
proud parents. Hardly modest about our 
offspring’s future. We said our baby was 4. Easy-To-Unload Door is extra large, opens 
a comer. But we'd never have dared all the way. Gives full visibility. 
guess it would be a big leaguer already. 5. Air-Cooled Cabinet allows easy access for 


ole ; cleaning or repairs. 
Since 1949, sales of dryers using the 


Lovell Drying System are up 10 times 
over what they were then. 7. 


6. Easy-To-Clean Lint Trap. 


Lint Trap Safety By-Pass prevents clogging 
; : if user fails to empty trap. 
We've been urging dealers to get into 


the expanding dryer market since shortly 
after World War II. And it’s still not too 
late to move in with dryers equipped with 
the famous Lovell Drying System. Nine 
big features help you sell them easily. 





8. Outdoor Humidity Vent is easily connected 
at rear, if desired. 


















9. Handy Clean-Out Duct to remove sand 
and small objects. 





The Lovell drying system is 
used in 17 leading makes of 
tumble-type dryers, both gas 
and electric. Look forthe Lovell 
Dri- Rite Single Dial Control 


1. Thermostatic Dial Control provides: 
(a) Automatic shut-off at desired dryness. 
(b) Complete heat range for any fabric. 


2. Vacuum Drying System preheats air, costs 
less to operate, reduces lint accumulation. 





America’s newest household blessing 


Tap) 


DRYING 
SYSTEM 


ELECTRIC and GAS 


LOVELL MFG. CO. + ERIE, PA. 


Also makers of famous Lovell Pressure Cleansing Wringers 





(Remind every customer that she can get her wash done 
quickest with a wringer-washer and automatic dryer — 
and that the combination costs less than she thinks!) 





ELECTRICAL 


NEW PRODUCTS 








G-E Ranges 


General Electric Co., 
310 W. Liberty St., 
Louisville, 2, Ky. 


Models: New low-priced, Spacc 


Saver ranges, 24 and 36 in. wide. 


Selling Features: Provide com 
plete cooking services and larg 
ipacity of full size models, the 


manufacturers claim; Calrod en 


losed sheath-type, oven and sui 
face unit full ize ovens, auto 
matic oven timer; high backsplash 


panel with fluorescent light; appli 


ince outlets; removable no-stain 


oven vent; lock-stop shelves ad 
justable to 12 
enamel broiler pan; chrome-fin 
shed broiler rack removabk 
broil and bake units with enclosed 


clement 


positions; porcelain 


front-serviced oven. ter 


minals: evcling light to indicat 
when oven 1 it correct cooking 
tempcratu ounterbalanced oven 
door 

lor top-of-range cooking surface 
units include two 6-in. an S-in 





ind a 6-in., 1600-watt extra-high 
peed unit right rear position 
Push-button permits selection of 

cooking heats; red dot indicato1 
shows that unit is turned on; com 
bined fuse receptacle and duplex 
appliance outlet is mounted on 
backsplash panel at right. Fuse, 
protected by labeled hinged cover 
easily changed; where lamp and 
timer unit is mcluded one of appli 
ance outlets is timer-controlled. 


ELECTRICAL 


APPLIANCE NEWS 


24-in. range has 1-piece base 
storage drawer with 1} cu. ft. ca 
pacity. 36-in. ranges have similar 
base drawer plus smaller drawer 
ilongside and a partitioned drawer 
beside oven for vertical storage of 
lids, cookie sheets etc. 

Ovens in both models are wider 
ind shallower, providing compat 
ible capacity of 40-in 
Chev are 


models. 
21 in. wide, 18 in. deep 
ind 15-in. high; have wide door 
opening for easier loading and 
quick cleaning. 





KELVINATOR Automatic 
Washers 

Kelvinator Div., 
Nash-Kelvinator Corp., 
Detroit, Mich. 
Device: Kelvinator automatic 
washer models AW and AWG. 
Selling Features: Both models are 
similar except that model AWG 
has a glass lid so user can view 
operations at all time. 

Features shampoo washing—a 
pre-wash action that begins when 
tub is half full of water with full 
amount of soap; plastic agitator 
with 3 large soft live rubber fins 
provides X-Centric agitation—fas 
tened to X-Centric central post 
which moves in continuous off-cen 
ter circle—no reverse action; fins 
1utomatically distribute clothes for 
thorough washing—-300 impulses 
per min.; overflow rinsing washes 
dirt and soap scum over sides of 
tub; splashaway power rinse follow 
ing overflow rinse splashes remain 
ing dirt and scum over side of tub 
and down drain; jet water action 
provided by perforated agitator 
spin dry; completely automatic 
fills, washes, rinses, damp dries and 
huts off automatically. Complete 
cycle runs 20-min. to 38 min. a 
et; an operation may be repeated 
or skipped by lifting control dial 
ind resetting; top loading lid; 
washer automatically stops when 
lid is raised; red signal light on 
lower front panel goes on when 
washing is in progress; automatic 
equalizer stabilizes washer so that 
it sits solidly on all four feet, does 
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not require bolting; 4 h.p. motor; 
porcelain inside and out; tub uses 
12 gal. water when filled to water 
line; capacity up to 9 Ibs. dry 
clothes. 








EUREKA Disposer 


Eureka Williams Corp., 
Bloomington, Ill. 


Device: Redesigned Eureka Dispos 
O-Matic waste food disposer. 

Selling Features: Improved Ham 
mermill grinding action is quieter 
and faster—twin hammers revolving 
at high speed, grind and pulverize 
waste food to fine mash as it is 
whirled against cast-steel cutting 
rung; 4 h.p. motor; high water 
pressure developed by speeding 
hammers keeps drains clean; ham 
mers are hinged to allow kne« 
action clearance so that cobs, bones 
and other large solids are gradually 
broken into fine particles without 
jamming. “Safety First’ cover cup 
engineered so that grinding action 
will not start until top is locked 
in proper ‘position, seals tightly 
against water seepage during dish 
washing; appliance floats on rubber 
acoustical 
operation 


mounting for quiet 


Speman Smee 
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KELVINATOR Ironer 


Kelvinator Div., 
Nash-Kelvinator Corp., 
Detroit, Mich. 


Model: Kelvinator Deluxe irone: 
No. IR 

Selling Features: Features goose 
neck ironer head; 2 open usable 
ends; foot and knee _ controls; 


special “to and fro” finishing 








ANNA A. NOONE 


action; thermostat controls at 
either end of shoe marked with 
proper heats for ironing different 
types of fabrics; top and ends fold 
around ironer when not in use to 
form neat cabinet; ironing roll 26 
in. long, 7 in. diam; 6 rpm speed; 
shoe 1475 watts; has 160 sq. in. 
ironing surface at approximately 
175 Ibs. pressure. 








BENDIX Refrigerators 


Bendix Home Appliances Div., 
Avco Mfg. Corp., 
South Bend, Ind. 


Models: ‘Two 7-cu.ft. models RDS-7 
and RDD-7 have been added to 
Bendix line. 
Selling Features: Both models in 
clude full-width freeze chests hold 
ing 28 lbs. frozen foods; frozen 
storage trays which hold 8 Ibs. food 
or can be used to store ice cubes; 
9-position cold control dial; shelves 
built-into doors; flexible shelving; 
trigger action latches; floor levelers. 
RDD.-7 includes full-width ‘crisp 
vegetable storage drawer with 4 
bu. capacity; color interior; adjust 
able seal. 





DOMINION Fryer-Cooker 


Dominion Electric Corp., 
Mansfield, O. 


Device: Dominion 


No, 2102 

Selling Features: Easy-to-clean 
round well has 4 qt. capacity; auto- 
matic heat adjustment; jewel signal 
light; faucet drains liquid from 
fryer; E-Z cook guide on lid gives 
quick reference for variety of uses 
as cooker and as deep fryer. 


| rvcr Cooker 


PAGE 125 








7 


READ THE FACTS ABOUT e 


The Sensational New FASY-ACTION 


REKA kefo-Yot. SWIVEL-TOP 


cleans all over 
SWIVEL-TOP CLEANER ———n 
Never before has any new vacuum cleaner 
racked up such tremendous national sales 
in 6 short months! 


HERE ARE THE FACTS! THEY TELL WHY YOU, TOO, 
SHOULD FEATURE EUREKA ROTO-MATIC AT $69.95. 

















NO DUST BAG 
TO EMPTY 


of course! 


Over 10,000 strong appliance dealers 
all over the United States already feature 
the fast-selling Eureka Roto-Matic. 


Most big merchandising utility 
companies feature the Roto-Matic in 
their appliance departments. 


Most big department stores sell and 
advertise the Roto-Matic. 


Tremendous national advertising on the 
Roto-Matic has made the public $69.95 
price-conscious: they know they can buy 
this fine cleaner for $20 to $30 less 
than any other cleaner of 





comparable quality. 


$20 to*30 
LESS 


During the first four months this year, 
Eureka sales in Chicago total 9,250 units. 
Dealers in small towns report a 






sensational number of fast, easy sales. 


ats Ta) 
4) At $69.95, the nationally advertised comparable cleaners 


Bee © With outstanding quality and performance 
Eureka Roto-Matic is stron x ‘ c. 
. .++ priced at $69.95 ... the Roto-Matic is 


competition for the big mail order firms jut . . 
a sure-fire seller. There is no resistance 


and their retail stores. to price, no need for super-salesmen, 


costly premiums, or excessive trade-in 


Roto-Matic newspaper advertisements, 
allowances. 


featuring the full retail price of $69.95 
without special give-away offers or 


© 


Exclusive 


ATTACH-O-MATIC 
CLIP-ON TOOLS 


Never before has there been a cleaner anything 
trade-in allowances, are producing like the Roto-Matic, at a price anywhere near 
as low as $69.95. And the buying public knows 
it! Those two facts add up to big sales excite- 


ment for every Eureka Roto-Matic Dealer. 


WRITE, ’PHONE or WIRE TODAY 


Eureka Division « Eureka Williams Corporation « Bloomington, Illinois 


more immediate dealer sales than 
any similar advertisements for 
other cleaners. 








ca 
. “Koto-Yoatic 
? SWIVEL-TOP CLEANER 
y Eureka Williams Corporation—Bloomington, Illinois . In Canada: Onward Manufacturing Co., Kitchener, Or.?. 
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ING.HOT! 


EASY-ACTION of’). 
CLEANS ALL OVER FROM ONE POSITION 





#60 
5 RUG loys Ait: 


gets all the dirt— 
fast : 
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MAGIC CHEF Ranges 
Magic Chef, Inc., 
1641 S$. Kingshighway Bivd,, 
St. Louis, 10, Mo. 
Models: Magic Chef has added 
new electric ranges: EF R90, ERIS 
ER96, ER97 and ERY. 
Selling Features: No. FER90, a 
super deluxe 39-in. range has fou 
7-speed surface units, automatic 
deepwell cooker, roomy right-hand 
oven, highback splash, warmer com 
partment and storage drawers. 

Feature of the new line is the 
Magic Chef “food conditioner,” an 
adjustable hot and cold air circu 
lator that cools hot foods or thaws 
frozen foods, located in control 
panel. Other features include “in 
stamagic” surface unit for super 
speed cooking starts; Magic red 
wheel oven heat control for bak 
ing; red-glow safety lights that il 
luminate hot surface units. 








FRIGIDAIRE Refrigerators 


Frigidaire Div., 
General Motors Corp., 
Dayton, 1, Ohio. 
Models: 2 new space saving 
frigerators $S-74 and SS-86 
Selling Features: Both models 
equipped with full width Super 
Freezers. SS-74 has 7.4 cu. ft. ca 
pacity; 244 in. wide; holds 27 Ibs 
frozen food; full width porcelain 
hydrator; which holds about 7 bu 
fruit and vegetables; plastic top on 
hydrator serves as lower shelf; 2 full 
width, removable bar-tvype shelves 
plus removable half shelf; 4 handy 
door shelves; full width sliding chill 
drawer below freezing compart 
ment provides additional storage; 
2 quicktube trays in Super Freezer. 
SS-86, 8.6 cu. ft. model 28} in 
wide has a Super-Freezer chest that 
holds 41 Ibs. frozen foods; full 
length door; food compartment has 
3 full-width shelves including one 
split and one removable half-shelf; 
full-width Chill Drawer; built-in 
Season Control to regulate air cir 
culation in food compartment; 4 
bu. capacity Hydrator; 3 handy blue 
plastic door shelves. 
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ROYAL Cleaner 


Royal Vacuum Cleaner Co., 
540 E. 105th St., 
Cleveland, 8, O. 


Device: Royal upright motor 
driven-brush cleaner No. 801. 
Selling Features: ‘‘Adjust-o-rite”’ 
nozzle automatically indicates right 
adjustment of nozzle for most effh- 
cient cleaning action; floating but 
ton on front of nozzle “pops up” 
when cleaner is set to correct height 
for maximum effectiveness; zipper- 
opening cloth bag contains “‘toss 
out” paper dust bag; 5 bags are in 
cluded with cleaner; spiral-bristled, 
motor-driven brush; 14-in. nozzle; 
+ h.p., 300-watt, 115 volt a.c.-d.c. 
motor; dirt-finding searchlight; mo- 
tor housing of polished, lightweight 
aluminum; black and red bag. 

Floor polishing attachment and 
cleaning attachments available as 
optional extra equipment. 





DULANE Fryryte 


Dulane Inc., 
1900 River Rd., 
River Grove, Ill. 


Model: Deluxe Fryryte F-5. 
Selling Features: Has 6-pt. cooking 
oil capacity; 2 “‘fill-lines’”’ indicate 
exact cooking oil measurement for 
+t or 6 pts.; new Drain-Lok feature 
fast and convenient—outer knob is 
pulled forward, after 4 complete 
counter-clockwise turns cooking oil 
drains off in less than 3 min. Drain- 
Lok cannot leak; designed for 
safety; positive locking action; Tri 
Color temperature dial especially 
designed for F-5, makes it possible 
to deep fry and bake, saute, roast— 
any foods including onions, fruit, 
doughnuts, etc. 

l-piece construction, compact; 
thermostats hold cooking heat con- 
stant with dial settings. 





G-E Refrigerators 


General Electric Co., 
310 W. Liberty St., 
Louisville, 2, Ky. 


Models: 2 low-priced refrigerators 
LC-70 and LB-76 have deluxe fea 
tures. 

Selling Features: Both models only 
2 ft. wide, provide maximum ca 
pacity for apartment and limited 
space installations. LC-70, auto- 
matic defrost; 7 cu. ft. capacity; 
LB-76 manual defrost; 7.6 cu. ft. 
capacity, a deluxe version of present 
LA-76 

LC-70 features cold air circula 
tion; “Roto-Cold” sloping alum 
inum baffle below full-width evapo 
rator causes cold air to circulate 
down back and around top of cabi 
net. 

“l’rost Limitor’, a sealed heat 
ing unit built imto across-the-top 
evaporator is turned on auto 
matically by a frost limiting device 
whenever defrosting is necessary; 
refrigerator adjusts itself automati- 
cally to varying climates and usage. 
Water from defrosting is channeled 
into a glass receptacle at right rear 
of top shelf. 

Full-width freezing compart 
ments of LC-70 and manual de 
frost LB-76 hold 22 Ibs. frozen 
foods; other features include alum 
inum ice trays, anodized aluminum 
shelves, 3 door-shelves, full-width 
vegetable drawer; automatic int« 
rior light and adjustable temper 
ature control. LB-76 also has full 
width chiller tray. 


r eee 
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KELVINATOR Washers 


Kelvinator Div., 

Nash-Kelvinator Corp., 

Detroit, Mich. 

Models: Kelvinator wringer wash 
ers WE and WC, 

Selling Features: Both models have 
9 Ib. dry clothes or 174 gal. to 
water-line, non-tangling aluminum 
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agitator with high vanes; wringers 
adjustable to thick or thin gar- 
ments; equipped with trigger-action 
touch-release. 

WC-30 is 30 in. diam., 47 in. 
high. WE is 284 in. diam., 47 in. 
tall; timer sounds bell when wash is 
finished. Both models available 
with friction type pump with 
flexible rubber hose connections to 
drain-outlet as models WCP and 
WEP respectivelh 





ENTERPRISE Ranges 


Phillips & Buttorff Mfg. Co., 
Nashville, Tenn. 


Models: = Enterp 


bungalow ranges 


combination 


Selling Features: Combines 4 
burner electric umt with coal-wood 
or oil section; welded }-piece all 
porcelain chassis; cooking sections 
gencrally the same as_ standard 
I:nterprise ranges incorporating the 
same basic features and construc- 
tion; all models 38 in., with deluxe 
backguards; oil heating sections 
equipped with 2 blue flame burn- 
ers with 24,500 btu input; coal- 
wood heating sections can be 
furnished with choice of cast or 
brick linings. Cast water front also 
available. 


HOTABLE-Empress 


Salton Mfg. Co., Inc., 
29-31 Jumel Place, 
New York, 32 N. Y. 


Model: Hotable Fimpress No. HT- 
1-W., 

Selling Features: \WWheeled serving 
wagon with Radiant Glass elec 
trically heated upper tray 16x28 in.; 
tray of special Ra-Grid radiant 
shatter-proof glass with aluminum 
heater element fused into glass; 
black wrought iron frame; cord 
plugs into a.c. outlet; tray reaches 
temperature of about 200 degs. F., 
within 2 or 3 min.; thermostatic 
control automatically maintains 
heat; lower shatterproof glass tray is 
convenient for desserts, salads, 
stacking dishes etc: ball bearing 
casters; overall height 34 in 
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VIKING Air Conditioner 


Viking Air Conditioning Corp., 
512 NBC Bldg., 
Cleveland, 14, Ohio 


Model: Viking 3} ton air condi 
tioner 
Selling Features: Lighted control 
makes possible adjustments in dark; 
permits varying amount cool air 
flow, air circulation alone, or com 
bined circulating, cooling, and re 
circulation of room air or intake 
of outside air 

Fits all double hung windows 
from 28 in. up; will keep a 300 to 
500 sq. ft. area continuously cool 
under favorable conditions; sandal 
wood tan cabinet; sculptured flut 
ing around honeycomb metal grill; 
cooling unit slides out of cabinet 
for easy installation. 





JORDON Air Conditioner 


Jordon Refrigerator Co., Inc., 

58th & Grays Ave., 

Philadelphia, 43, Pa. 

Model: Jordon j-ton air conditioner 
Selling Features: Cools, dehumidi 
fies, 4-way directional air circulator 
directs air up, down, left or right; 
filters dust, dirt, soot, pollen; 
l'ecumseh hermetically sealed com 
pressor; Dux-All insulation prevents 
sweating: flick of switch exhausts 
stale air and odors; easy to install; 
Hammertone grey baked enamel 
cabinet 274 in. across, 154 in. high, 
114 in. depth into room. Outer 
cabinet 253 in. wide, 15 in. high, 
20 in. deep. Equipped with com 
plete installation kit 





FRIGID Air Conditioners 


Frigid Inc., 
128-168 33rd St., 
Brooklyn, 32, N. Y. 


Models: 1953 Frigid window air 
conditioners in 4, 3? and _ 1-ton 
capacities. 

Selling Features: Cools, dehumidi- 
fies, filters, circulates, exhausts, ven- 
tilates; thermostatic control for var- 


ELECTRICAL 


NEW PRODUCTS 


Air Conditioners and Fans 


iable cooling; adjustable louvers 
direct air in any direction; con- 
cealed control panel; Tuscan beige 
cabinet finish. ?-ton unit available 
in 115 and 230 volts. Cooling ca- 
pacity: 4-ton cools 200 to 300 sq. 
ft.; 3-ton cools 300 to 400 sq. ft.; 
l-ton unit cools 400 to 600 sq. ft. 


area. 


1h 


Vj 


> 
SS 
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ZIP-AIR Evaporative Coolers 


Trade-Wind Motorfans Inc., 
5725 S. Main St., 
Los Angeles, 37, Calif. 


Device: Zip-Air portable evapora- 
tive coolers. 

Selling Features: One model de- 
liver 300 cfm through dual cen 
trifugal blower wheels contains its 
own water supply of 3 gal. The 
other delivers 750 cfm with 6 gal. 
water Capacity. 

300 cfm model weighs 27 Ibs.; 
equipped with retractable handle; 
3-way switch permits operating 
unit for air circulation only or for 
complete cooling; double blowers 
driven by 1/35 h.p. motor; large 
chemically treated pads; pressed 
steel housing with double bead 
stamped into top and _ bottom 
panels; 2 end panels easily removed 
for water filling; independent 
motor driven water circulating 
pump; plastic grille for safety. 





KELVINATOR Air Conditioner 


Kelvinator Div., 
Nash-Kelvinator Corp., 
Detroit, Mich. 


Model: New RAC-60 companion 
to earlier model RAC-S80. 

Selling Features: Has 4 h.p. sealed 
unit, 6000 btu an hr. rating; 
moisture removal capacity of 13 
pts. an hr.; completely self-con 
tained: cools, dehumidifies,  cir- 
culates, ventilates and filters; tan 
and brown finish; projects 94 in. 
into room; conditions approxi- 
mately 300 sq: ft. area. Easy to 
install—a brace holds unit to out 
side wall, no screws are required 
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for sill or outside wall; controls for 
variable speed, fresh air and ex 
haust on front panel. 
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VORNADO Air Conditioner 


0. A. Sutton Corp., 

Wichita, Kansas 

Model: Vornado 50 WAC 4 h.p 
window air conditioner 

Selling Features: Cools, ventilates, 
circulates, dehumidifies, filters, ex 
hausts; Vortex control feature com- 
bines high velocity discharge of 
1500 cfm with cooling to move 
cool air up to 30 ft. into a room; 
air circulator can be rotated 360 
degs., and tilted up or down to di 
rect air to any area of room; vari- 
able cooling control allows gradual 
regulation of cooling capacity at 
settings from 6000 btus to 4900 
btus per hr.; removes up to 21 
qts. moisture on humid days at 
lower cooling capacities. 

Vornado Comfort Selector for 
adjusting controls to individual 
needs; grey-green cabinet, burgundy 
and gold finish; extends 94 in. 
into room; easily installed in any 
double hung sash window from 23 
to 48 in. in width; extra wide spacer 
panels available for over 45 in,; 
sealed refrigeration system 





COLEMAN Air Conditioners 


Coleman Co., 
Wichita, Kansas 
Device: Coleman Blend-Air pack 
aged year-round central air condi 
tioning units for old or new homes. 
Selling Features: Blend-Air sum 
mer comfort system operating at a 
54 deg. coil temperature removes 
74 oz. water for each 100 Ibs. air 
3 times as much as conventional 
systems, the manufacturer says; 
new evaporative condenser package 
uses less then 6 gal. water an hr. 
for a 2-ton cooling installation. 
Units may be installed all at once 
as a complete year-round system, 








or as a heating installation to which 
cooling may be added later. 
Cooling units available in 2, 3, 
and 5-ton capacities in 2 types of 
package systems: furnace with cool- 
ing section mounted above it and 
an evaporative condenser and com- 
pressor unit which may be in 
stalled outside house; or a side-by 
side installation of furnace and 
self-contained cooling unit.  Self- 
contained unit may also be used 
with conventional forced warm 
heating systems as well as with 


Blend-Air. 





VIKING Fan 


Viking Air Conditioning Corp., 

512 N.B.C. Bldg., 

Cleveland, 14, Ohio. 

Device: Viking “944” window fan 
Selling Features: Large capacity 
(22 in.); 2-speeds; seafoam blue 
finish; safety grill; improved design; 
moves 3100 cfm; automatic timer 
optional 





COMMAND.-AIR Fan 


Commander Mfg. Co., 
4225 W. Kinzie St., 
Chicago, III. 


Device: “Command-Air 12 multi- 
purpose fan and air circulator 
Selling Features: Provides draft 
less air circulation regardless of 
position in which it operates; an 
air baffle insures uniform upward 
and outward flow of air all around 
fan; fan may be placed on desk 
without disturbing papers; suitable 
for use on floor, table, hung on 
wall, suspended from ceiling; pr as 
a window ventilating or exhaust 
fan. 
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What are the facts 
about range sizes? 


General Electric arrived at these facts by the use of country-wide 
surveys, including studies in home kitchens to determine actual 


needs, 


Answer 


Women’s range needs can be divided into 3 groups. 


l. The majority of women want a full-size range. 


BUT 


+ ; : ; 
» - \ccording to these surveys, nearly one third of the women 


interviewed want a range 36 inches wide, the size they are now 


using in their homes. 


3. Another group, because of space problems, want a more com- 
pact range. They need more room for other appliances, more 
dining area, greater storage space, or more work surface. How- 
ever... the women who want this smaller range do not want 
an “apartment model” with stripped-down facilities. They 
want a range with pushbuttons, big oven and other de luxe 


cooking features. 


GENERAL ELECTRIC helps you hit all of these markets with the ranges women 
themselves have expressed a need for. At the prices they want to pay. Ow 


The first new design from G.E.’s great new plant at Appliance Park, Louisville 2, Kentucky 


GENERAL @@ ELECTRIC 
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Two New Spacemaker Ranges by G.E. 


Each offers de luxe full-scale speed 


INCHES 
panic 


For Small Kitchens, 
Extra Space 


Automatic, with the most important 
de luxe features of G-E Full-size Ranges. 
Four regular-size surface cooking units 
—one Extra-Hi-Speed. Automatic Oven 
Timer. Huge oven with more usable 
shelf space than most de luxe ranges 
Big storage drawer. Only $2.68 a week, 


after small down payment. 
price $22925" 


*Prices subject to change without notice 


INCHES 


WIDE 
eR nt 


In-between size... 
for hard-to-fit spaces 


If you’ve been having trouble finding a 
just-right size to fit an unusual space 
or replac ean old 36-inch stove, choose 
the new G-E 36-inch Spacemaker. It 
includes every G-E “Speed Cooking” 
feature of the range above. Also3 storage 
drawers for pots, pans and lids. Only 


»>¢ 


$2.85 a week. after small down payment. 
* 
price $25425 


*Prices subject to change without notice, 


GENERAL @@ ELECTRIC 
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cooking at a low price 


SMALL KITCHENS can now have complete, de 
luxe General Electric cooking. Or you can have 
the room you need for counters and other 
“extras.” 


The smaller Spacemaker Range is only 24 
inches wide. The other is 36 inches—a handy 
in-between size. Both of these handsome new 
Spacemakers give you all the important cooking 
features of G-E De Luxe Ranges. 








Cook with Pushbuttons. Fingertip touch gives 
heats from Low to Speed-High. Six buttons for 
each Calrod® surface cooking unit. Red signal 
on button shows which unit is on. No turn-and- 
twist knobs to fuss with. 





Extra-High-Speed cooking unit for extra fast 


cooking starts. 


Huge oven holds meal for 18... or 4 cake 
layers on a single shelf, More usable shelf space 
than with most full-size ranges. Bakes, roasts 
perfectly. Broils the delicious “charcoal” way. 
Heavily insulated—for a cooler kitchen, First 
time on a lower-priced G-E Range—Calrod bake 
and broil units—lift out easily to wash at sink. 





Automatic Timer— cooks white you're out. 
Two simple clock settings. Heat turns on, off 
automatically. Safe to leave as your refrigerator. 


Easy to clean. No greasy burners. Two full- 


length slide-out drip pans under surface units, 


Self-cleaning cooking units. Oven and sparkling 


porcelain enamelled outside finish wipe clean 
with a damp cloth, 


36-inch Spacemaker has three storage drawers. 
Operation is economical. Where local rates are 
2¢ a kilowatt hour, $2 should cover monthly 
power cost for family of 4. G-E Ranges start at 
$169.95. See your G-E dealer for details. (He's 
in classified phone book.) Ask for folder “Do 
you have a Kitchen Space Problem?” or write 
General Electric Company, Louisville 2, Ky. 
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MODEL 56 


AMERICA’S 


Smutty 


FLOOR FAN 


“See 


eas ee 


SELL FASCO...the Floor Fan with 
FEATURES YOU CAN PROVE! 


FEATURES? You name it... Fasco's got it! And Fasco’s got 
the features you can prove. Look at the New Fasco Model 56 
floor fan. Smart, dependable, efficient, powerful. 

Designed for good clean sales and plenty of them. Stock the 
complete line. Your customers know and prefer Fasco. 


Just show ‘em. . 


Be! 


. you'll sell ‘em. 


IMPROVED MOTOR EFFICIEN- 
CIES—Extra powerful shaded- 
pole induction type motor de- 
livers 3500 CFM at highest speed. 
No radio or TV interference. 


Ail ALUMINUM BLADES — 
Design and pitch are balanced to 
motor out-put for maximum air 
delivery and whisper-quiet per- 
formance. 


ee 


EXCLUSIVE DUSTPROOF BASE— 
Solid base prevents pickup and 
circulation of floor dust. Only 


Fasco has it! 


FEATURE FASCO FANS. . - 
THE LINE CUSTOMERS WANT 


: fin» 













ri 


r~— 


Get all the facts on the new Fasco Fan Line. Write today! 


INDUSTRIES, INC. 











1453 Augusta Street 


Rochester 2, New York 





NEW EYE-APPEALING COLOR— 
Cool blue-grey finish, color-tested 
by consumers to harmonize with 
all surroundings. 


POSITIVE FIVE-YEAR GUARAN- 
TEE—Model 56, and all Fasco 
Deluxe Models, unconditionally 
guaranteed for five years against 
mechanical and electrical defects. 


FREE trarric stoppers 


] Eye appealing heavy 
| duty cards in bright 
| golden yellow and 
blue-green tell the 
whole story. Oscillat- 
ing fan display ac- 
cents 10”, 12” or 16” 
Fasco fans. 








MANUFACTURERS OF THE ONE COMPLETE FAN LINE CUSTOMERS WANT 


PAGE 132 





LAU Fans 


The Lau Blower Co, 
Dayton 7, Ohio 


Models: Lau ‘““Tilta-Breez’ 

fans 1252, 1652 and 2052LS. 
Selling Features: Available in 3 
sizes, 12, 16 and 20 im.; carrying 
handle permits fan to be carried to 
any part of home or office; also 
available with adjustable metal 


eascl 


spacer panels for permanent o1 
temporary installation into sash 
type windows for exhaust or in 


take. Windows may be opened or 
closed without removing unit; fan 
may be lifted from spacer pancls 
for use elsewhere. 

No. 1252, 12-in. model is 16 in 
square, 64 in. deep; moves 1200 
cfm at high speed. 

No. 1652, 16-in. model is 18 in 
square; 5 in. deep; 3 speed switch, 
moves 1700 cfm at high speed. 

No. 2052LS, 20-in. model, 22 
in. square, 5} in. deep, speed 
switch, moves 2500 cfm at high 
speed. 

Fan hub mounted in_ rubber; 
finger-proof, “snap-in, snap-out’’ 
guards on both sides; 2-tone baked 
enamel finish. 





REX-AIRATE Fan 


Air Controls, Inc., 

Div. The Electric Heater Co., 
2310 Superior Ave., 
Cleveland, 14, O. 


Device: “Airgale” 20-in. fan 

Selling Features: 2-speed reversible 
ventilating and cooling fan; can 
also be used to exhaust stuffy air; 
flip of combination switch reverses 
motor to bring in cool outside air; 
21 siding brackets on either side of 
housing makes installation simple; 
expander permits fit to windows up 
to 32 in. wide; 4 h.p. motor, 
rubber-mounted; heavy gauge steel 
cabinet with rubber mounts; 
decorative grill acts as protective 
rear guard; front grille optional; 
outlet shutters and automatic timer 
also. optional; 4 deep-pitched 
blades; delivers 3100 cfm on high 
speed, 2100 low, NAFM ratings; 
white baked enamel and light green 
Hammerloid enamel finish. 
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AIR KING Floor Circulator 


Berns Mfg. Co., 
3050 N. Rockwell St., 
Chicago, 18, Ill. 


Model: Air King Floor circulator. 
Selling Features: Available in a 12 
in. model only; peeds; rubber 
tipped legs; rated at 3200 cfm 
mahogany finish 






easeminy 


STEWART Ventilator 


Stewart Mfg. Co., 
320-F East St. Joseph St., 
Indianapolis, 2, Ind. 


Device: Stewart ““Kitchen-Aire.” 
Selling Features: \lotor and fan 
installed in weatherproof housing 


outside home; pulls moisture, 
grease, odors from kitchen, bath 
room, playroom, basement; — r¢ 


quires 6% in. hole in wall or ceiling; 
standard 6 in. duct runs up to 30 
ft.; safer, cleaner and quieter be 
cause of outside installation; con 
venient unit package 





JORDON Dehumidifier 
Jordan Refrigerator Co., Inc., 


58th & Grays Ave., 
Philadelphia, 43 Pa. 


Device: Jordan dehumidifier 
Selling Features: Bal!l-bearing cast- 
ers makes it portable; withdraws up 
to 11 qts. water in room of 8,000 
cn. ft. in 24 hrs.; 4 h.p 
hermetically sealed: !reon 12 1 
frigerant; grey Hammertone baked 
enamel cabinet. 


COMPpresso! 
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PAW YOULEIIGH co 








TO REMIND YOU—This consumer contest 





KEEP UP YOUR CONTEST ACTIVITY —there is still 
time to make this promotion pay off for you in more prospects— 
increased Crosley sales. So, get in the race—your prize is more profit! 
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EVERY HOME A PROSPECT NEW PRODUCTS 


for this fast-selling major appliance! 


A New Incinerator—Garbage and Rubbish Disposal 





This newest of home 
conveniences opens 

a brand new market for 
appliance dealers. 
Prospects everywhere... 
ready and waiting. 


One owner sells another. This 
efficient, most scientific of all 
gas fired waste disposal units 
hits a new high in customer 
satisfaction. 

Handles ALL garbage and 
rubbish (except glass and 
metal). No electricity—no 
water—no complicated instal- 
lations—no rotors, gears or 
anything to get out of order 
or require repair service. 


Available for all types of gas. 


5 reasons why GORONATOR is the outstanding buy: 


1. Access door cannot warp or jam to cause service difficulties. 


to 


. Inner compartment is heat, rust and corrosion resistant. 


_— 


. 100° safe—complete combustion within the cabinet. 


. Completely automatic. No dials to turn, no valves to 
manipulate. 


5. A steel product, built by a steel company whose reputa- 
tion is known and respected throughout the world. 


FOR BIG, QUICK APPLIANCE PROFITS 


SELL CORONATOR! 


There are a few choice territories available to 
distributors. Write, wire or phone for details. 


THE COROAIRE HEATER CORPORATION 


1422 Euclid Avenue ¢ Cleveland 15, Ohio 
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AIR KING Dehumidifier 


Berns Mfg. Corp., 
3050 N. Rockwell St., 
Chicago, 18, III. 


Device: Berns Air King Dri-Air 
dehumidifier, No. DHION, 

Selling Features: Operates eff 
ciently in average enclosed area up 
to 10,000 cu. ft.; draws from 2 to 
3 gal. water every 24 hrs. depend 
ing on temperature and humidity 
3-gal. container, 
movable from front, as well as 4 in 
htting for use 


drawer typ¢ 


with permanent 
drain; mahogany finish; swivel-typ« 
rubber casters; perma 
nently oiled and hermetically sealed 
dehumidifying mechanism; timer 
available at extra cost, starts de 
humidifier once 24-hrs., for 


pre-selected number of hours 


covered 


every 





7 


MITCHELL Dehumidifier 


Mitchell Mfg. Co., 
2525 N. Clybourn Ave., 
Chicago, Ill. 


Device: Mitchell 1953 dehumidifier 
features humidity-dial. 

Selling Features: Humidity-dial 
registers relative humidity in room, 
indicates when dehumidifier should 
go into action to prevent moisture 
damage, and indicates when mois- 
ture has been eliminated and unit 
turned off; thermometer is also pro 
vided on dial. 

New Dyna-System provides more 
air drying power; removes from 2 
to 3 gal. water (17 to 25 Ibs.) from 
room air in 24 hrs. depending on 
temperature and humidity condi 
tions; suitable for home or busi- 
ness; stops dripping pipes, protects 
books, papers, prevents rot and 
mildew; floor warping etc.; cabinet 
finished in desert sand baked 
enamel paint with special chip and 
corrosion-resistant process; 12 in. 
wide and deep, 31g in. high. 


MAY, 


1953—ELECTRICAL 


3-way water disposal availabk 

into floor drain, through standard 
size hose that runs into drain. or 
into an § qt. galvanized steel pail, 
standard equipment with unit. 
\utomatic timer available as a 
cessory; 4 h.p. compressor motor, 
uses Freon-12; 115 volts, 60 cvcles 
i.c.; controls a closed area up to 
10,000 cu. ft 





SUPERSTAR Rotisserie 
Combinations 


Stern-Brown Inc., 
42-24 Orchard St., 
Long Island City, 1, N.Y. 


Models: Superstar 
rotisseries V-53 and 35 
Selling Features: No 
mati rotisseri¢ 
erillette features 
that shuts off current when food i 


combination 


\ 53 auto 
barbecuer—broiler 
automatic timer 


ready and rings bell. Revolving 
rill for easv attachment t 
mother feature of V-53 

No. 35, non-automatic rot 

becuer-broiler-grillett« 

Both models have 3 heat switch 
control—high 1400 watts, medium 
700 and low 350 watts: a.c. only: 
eparate motor switch for barh« 


uing Or roasting; motor concealed 
2 aluminum travs for broiling and 
grilling; adjustable broiler tray posi- 


tions: removabl broiler — rack; 
spatter shicld with oven — glass 
window open top features “Broil 


©’Gnill”; double wall construction; 
hinged “‘spit’’ door closes when spit 
is not in use, 





DOMESTIC Sewing Machine 


Domestic Sewing Machine Co. Inc., 
11770 Berea Rd., 
Cleveland, 1, O. 


Model: “Streamline” head. 
Selling Features: Available in sele« 
tion of 8 furniture styled cabincts, 
6 finishes; kitchen cabinet model 
available in 8 colors plus white and 
natural maple. Full rotary shuttle; 
back-tacking or reinforcing at flick 
of finger; sews over pins; automatic 
bobbin winder; easy bobbin re 
moval; non-glare sewlight; darns 
without attachments; tension dial 
climinates guesswork. 
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\, . "Thie SMOKELESS BROILING 
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" demonstration cells more 


CAS ranges 


. er 
SS Drofit by it | Only GA 7 Ranges Give You 


Pull out the proiler ~*~ Cover HT | CEST profit margins 















it with slices of bread. Then 








ask your prospec to light the 
proiler purner. While pread MOST exclusive features 
toasts talk life-time purners ne : : 

’ ’ * Smokeless Broilers * Flame-kissed flavor 
instant on-and-off heat, easy to e Fresh Air Ovens ¢ Instant “on and off” heat 
clean adv antages, food and e Any heat you want, instantly ° Lifetime purner guarantee 

money-saving features because e Easy toP and oven cleaning 

of less food shrinkage- en 

pread has toasted, show even G@REA acceptance 

ness of proiling. Then let toast- 3p 000,000 Homes cook with g@s 
ing c j ;| bread smokes. Point out how this 
smoke i8 sncinerated in the flame and never comes Bl GGEST i \ " 
out of proiler vent. Then prove it right before your unit vo ume sales 
prospects eyes with the cigarette demonstration in More homemakers buy gas range® each year in the United States 
the photograph. and Canada than buy all other types © ranges combined. 
For details on this and other profit-making dem- ; 
onstrations 9¢ the FREE booklet “Quickie Demos BR 
That Sell More Gas Ranges: Ask your distributor, ; B ACKED BY \G N ATION WIDE 
factory representative, utility, oF mail coupon et 


profit PROMOTIONS LIKE THESE 
{. Full Schedule of Notional Ads Every Month 


A $2,500,000 barrage with big color ads in every important 
magazine will bring ‘em into your store. Tie in. 


* * * 


With one out of every three 9S ranges now in use 
more than 12 years old, you ca" close a lot more 
sales for toP of the line models when you show the 

difference with a dramatic floor demonstration. Fs Cash in on the “Carnival of Gas Cooking” 

A down to earth, easy to use profit promotion in every city 
and town during April, May and june. Get details and 
complete kit showing you how to tie in from your distributor, 
utiilty oF factory representative. 





They dont” ‘hi 
donit”walk out” 222 | mtn 
when you demonstrate ntl | Namal 


Gas Appli 
pplian 
ant st let or ask your 60 East 42nd Stree ce Manufactur . 
t e 
utomati wont Gas Range Please send m , New York 17, New York rs Association, Inc 
NUTOW? M e you " . 
it GAC Ran rx / GAs Manufacturer, ore Automatic d er “Quickie D 

Me : ‘Distributor, or NAME____ . a ere 

ELECTRICAL Gas Utility. ? COMPANY___ 
MERCHANDISING STREET___ 
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STATE__ 








in the 


JUNE ISSUE 
10,600,000 









EVEREDY 
ire. 
7 BROILER 


Fi 


There’s a Treasure of Sales in 
this treasured Gift, priced in a 
bracket to reach all of your 


market and growing more popular 


month after month. 


Housewives notice at once the beauty and efficiency of Everedy’s infra 


red Broiler. Its gleaming chrome stays sparkling with easy soap-and- 


water cleaning (no messy, sticky oven to clean), while its compact size 


makes it much easier to store than “‘oblong’”’ models. 























food 





No other 


efficiency. 


table broiler matches its heating 
The circular ceramic element puts 
“all the heat on all the meat’’, putting delicious 
““charcoal-like” flavor into steaks, chops and sea- 
right at the table. Safe handling is as- 
sured by heat-resistant Bakelite side handles, 


broil pan handle and protective feet . . . and 


Everedy’s #8970 infra red Broiler is listed by Underwriters’ Lab- 
oratories; approved by GOOD HOUSEKEEPING’S Institute! 





Tt 
SAL... 

a5 

eae 


Brolier is packaged in printed corrugated box—ready to ship or carry. 
With peppermint stick design, it stands out in any display. Its retail price 
of only $14.95 ($15.95 Denver & West) 
produces volume sales all year but 
especially in Gift seasons. The time to 
order is now. Phone your Jobber or 
write direct for prices today. 











FREE 

... with each 
Broiler goes a 
colorful, illus- 
trated 16-page 
Recipe Book 
let — prepared 
by a well-known 
Maryland caterer. 
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The EVEREDY @. 


FREDE 


MARYLAND 





TAYLOR Dryer 


The Taylor Corp., 
Alliance, Ohio 


Model: ‘l'aylor “Summer Breeze” 
carver 

Selling Features: Blows warm 
breeze under clothes as they 
tumble; Sun-Lite ultra violet 
germicidal lamp; all air filtered— 
to and from dryer; top opening; 
single dial timer can be set for any 
desired time cycle; 230 volt a.c.; 
115 volt, 60 cycle a.c. motor; white 
baked-on enamel cabinet 24 in. 
wide, 25 in. deep and 36 in. high; 
easily installed; parts accessible by 
removal of front cabinet panel. 





CASER Sewing Machine 


Caser Distributors Inc., 
101 W. 31st St., 
New York, N. Y. 


Model: Caser’s Zig-Zag home sew- 
ing machine, M.U., made in Italy. 
Selling Features: Sews with 2 
needles as well as with one, with- 
out requiring additional adaptors 
or attachments; built-in light 
illuminates work area; 3-way plug 
makes all connections; will do 
straight stitching, zig-zag, em- 
broidery, buttonholes, sew on 
buttons, darn, mend, applique, 
without special attachments; sim- 
plified drop feed; available in selec- 
tion of cabinets and as a portable 
baked jet black enamel finish. 


NUTONE Chime 


NuTone, Inc., 
Madison & Red Bank Rds., 
Cincinnati, 27, O. 


Device: NuTone recessed chime, 
No. K-15. 

Selling Features: Sounding mech- 
anism located behind wall line— 
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NEW PRODUCTS 


grille only is visible, can be installed 
in any room; entire unit completely 
enclosed; double resonator system 
—has 2 openings, both ends of tone 
bar are resonated for improved ton« 
Also suitable for multiple instal 
lation in 2-floor homes, houses with 
basements and large homes with 
more than 5 rooms where more 





than one chime is needed multiple 
installation provides uniformly mild 
tone through house; sounds 2 notes 
for front door, one note for rear 
door. 

Also suitable for multiple instal- 
lation in 2-floor homes, houses with 
basements and large homes with 
more than 5 room where more than 
one chime is needed; multiple in 
stallation provides uniformly mild 
tone through house; sounds 2 notes 
for front door, one note for rear 
door 





COOLSTREAM Water Cooler 


Karen Corp., 
157 E. 128th St., 
New York, 35, N. Y. 


Device: Coolstream “Little Betsy” 
portable water cooler. 

Selling Features: Weighs only 65 
Ibs.; equipped with 4 h.p. her- 
metically sealed compressor unit; 
fits on any small table or desk top 
or can hang from wall; holds 1 gal. 
liquid; serves 96 four-oz. cups per 
hr. cooled from 80 to 50 degs. F.; 
standard equipment includes in- 
sulated stainless steel liquid cham- 
ber, cast aluminum drain bucket 
with stainless steel removable 
splash tray; brass pushbutton type 
faucet Freon refrigerant fan cooled 
compressor. 


MERCHANDISING 












































EASY TO DEMONSTRATE! 
EASY TO SELL! 


Stimulate 


signed to 2 
De sig Sales 


Your Summer 


Your customers will 
like the way the = 
erly concealed queen) 
flips up for easy carry: 
Single long-life 


ing. in handy 


battery goes " 
detachable radio base. 


Sy lvania 


S how the 
a how equally 


‘atalina plays 
mage upright or 3 
position. The handy 
handle serves as a SUP 
port, with dials « “te 
jent in either position. 


‘onven- 
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Demonstrate he od 
handy battery base ” 
removable for storage 

making the a 
=n attractive table mod: 
el for AC-DC operation. 
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issues the Most Saleable Portable Radio Ever Produced! 





The Catalina 
AC-DC-BATTERY 








ae 













PACKED WITH 
CUSTOMER APPEAL 
xt FEATURES 

C 


6 Striking 


Outdo 
or-Tng 
‘olors loor 














L 
Yogage Cherry Red Jonquil Yellow 








Hemlock Green Desert Sand Charcoal 


and Tone 
Onstrate 


> 
I ‘erformance 
ou Can Dem 
Just Wait "til yoy 
the Studio-Clear t 
the Catalina . ; 
clincher, 


r customers hear 
‘ 
one an rT 
ne and power of 
- 1S a sure sales. 


Quality and Value That 


Shows 

‘ *+- and Lasts J 

1 . ‘ -Onger! 
The Sylvania 8 





Catalina has the look 
and quality. Built to 
. . ee The sturdy 
, es &@ carefully anet 
chassis i ilt-j on 
'S with built-in dependabilinn 


The Catalin, ’ 
atalina ¢ aE MH. 
and quality, can't be beat for value 















Backed up by the Hottest Radio Promotion of the Year! 
NOW YOU CAN OFFER YOUR CUSTOMERS : 


FREE OF EXTRA COST 


A $795 Value “TARTAN TOTER” PICNIC COOLER 
when they buy the NEW SYLVANIA PORTABLE RADIO. 


This BIG limited-time premium offer is sure to 
I 
boost your Spring and Summer profits! 


JUST IN TIME FOR EXTRA GIFT SALES 


Father’s Day ¢ Graduations 


NATIONAL MAGAZINES 


Special offer to be advertised in 


LIFE « POST * LOOK * HOLIDAY 


SUNSET MAGAZINE 


Total Readership . . . Over 50,000,000! 


alte te) lehile) Bir) arm iele)\ mole) Gm 1+ THI 
SALES! CONTACT YOUR SYLVANIA DISTRIBUTO 


. Weddings + 


Birthdays 


TELEVISION 


Over 5,000,000 Viewers... 
Coast to Coast! 









“Powerhouse” Commercials on 


“BEAT THE CLOCK”’—CBS-TV 







“TARTAN TOTER” 
$7.95 Value 


Handsome all-purpose picnic cooler. Appeals 
to everyone! Capacity over 4 gallons... plenty 
of room for food, drinks and ice. Fiberglas 
Insulation. Dry-pac tray for sandwiches. An 


instant hit with customers of all ages! 





A SENSATIONAL a = 
SELLING DISPLAY “ze 
A real attention-getter in 


store-windows or on the 
floor. Sure-fire for fast sales. 


















S BIG OPPORTUNITY FOR EXTRA 
R FOR COMPLETE DETAILS NOW! 





















FOR YEAR ’ROUND PROFITS... 


®SYIVANIA RADIOS 


STEAL THE SHOW WITH 3-WAY CUSTOMER APPEAL! 
Ww Color Styling that Sells the Eyes! 
Studio-Clear Sound that Sells the Ears! 
S34 Quality and Value that Sell...Period! 








SYLVANIA PORTABLE RADIO 


The Catalina + AC-DC-Battery 







Here's a line-up of color and 





good looks bound to appeal 
lo everyone... young and 
old, Style-conscious women 





will appreciate the smart HEMLOCK GREEN CHERRY RED JONQUIL YELLOW DESERT SAND CHARCOAL 


up-to-the-minute Catalina 





every month of the year! 
LUGGAGE TAN 


SYLVANIA DELUXE TABLE RADIO And Here’s Everything You 
Want in a Display! 


IT SELLS suum: 





It’s brand new, with 6-tube 
performance —improved by 
a big 5” Alnico speaker. 
Compact color-styled cabi- 
net in smart, modern lines. 
A radio that will make 
sales without a sales talk. 


SYLVANIA RADIO-CLOCK 
In 8 Beautiful Furniture Guild Colors 


An easy-to-read clock... a 
powerful, rich-toned radio 
in a smart, colorful cabinet. 






Designed, styled and priced 
for volume sales, the Syl- 
vania Radio-Clock has all 





the automatic features... 
plus outstanding beauty. 





Attractive... Sturdy... Practica 
... this 4’ x 6’ display forms an ideal 
permanent selling background for 


SYLVANIA MODEL 563B 10 colorful 1953 Sylvania radios 


( 
A Real Top-Value Sales Leader and radio-clocks. It will add to the 
selling appearance of any store. 


¥ SYLVANIA 


Sylvania Electric Products Inc., Radio and Television Division, 254 Rano Street, Buffalo 7, New York 


RADIO + TELEVISION + ELECTRONICS - LIGHTING 











Compact and handsome in 
ebony plastic, it delivers 6- 
tube performance. Famous 
Studio-Clear sound. Built- 





in antenna. Oversize speak- 
er. Priced for volume sales. 





Studio-Clear is a Sy! ia Trademark 


ASK YOUR SYLVANIA DISTRIBUTOR ABOUT SYLVANIA RADIOS FOR 1953... 
YOUR BEST BET FOR STEADY SALES VOLUME...FATTER PROFITS! 











| 


More than 
800 Standard Frozen Food 
Packages in the 


PAK-A-WAY 


19 FOOT UPRIGHT FREEZER 


4@ 





Pak-A-Way Home Freezers are packed with the features your Ce "TR RR) 
customers want—features that sell! Look at the full width door, AMAZING 
the kitchen styling and the amazing Kolrod shelves, to name just | —_ CAPACITY 
a few. All are backed by the pioneer in the low temperature re- 
frigeration field—Schaefer, Inc., manufacturers of commercial ice | > ge sega is 
cream and frozen food cabinets since 1929. : i FLOOR SPACE 

ONLY 
34° x 30% 


CONVENIENT 
FULL WIDTH DOOR 





PAK-A-WAY 








@ Full width doors @ Fingertip locking latches 


@ Automatic audible alarm @ Adjustable fast freeze 
controls 


@ 5 year food protection @ Lifetime insulation and finish 


PAK-A-WAY aS @ 5 year sealed unit warranty @ Lower cost per cubic foot 


America’s Finest Home Freezer 


cme  PAK=A=-WAY 


you faster freezing, tes 
better circulation, Home Freezer Division 


ore visibility and 
rnc defrosting. sc HA € ' E R, | N Cc. 
MINNEAPOLIS 
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With the exclusive 


Kolrod 


Freezer Shelves 








There Js Nothing 
Fo, Endearing ied 
Bs 


AVAILABLE IN 
%-”. &1THP 


MODELS 


DEERING cloes it AGAIN! 


THE ONLY ROOM AIR CONDITIONER TO 
FIT ALL STEEL AND ALUMINUM CASE- 
MENT WINDOWS 


It will be orchids to you, to make the DEERING 
your complete room air conditioner line. The 
only air conditioner that can be installed in just 
one window opening as small as 1014" high and 
14," wide. It can be installed in less than 30 
minutes by either service man or customer. It 
requires no special framing, window brackets 
or wing adapters — no installation kit needed. 
Just slide-in . . . hook-in and plug-in. No win- 
dow mullion and muntins altered, mutilated or 
destroyed, no drilling, cutting or filing. 


Get your franchise TODAY for the only room 

air conditioner that meets all demands, because... 

THERE IS NOT A WINDOW MADE (CASE- 
MENT OR DOUBLE HUNG) THAT THE 
DEERING WILL NOT FIT. 


AIR CONDITIONING CO. 
OHIO 


CINCINNATI 2, 








ACT NOW! 


Name___ 


1 am interested in a franchise for the 
DEERING casement window room air con- 
ditioner. Please rush me full information. 





Oo, Sra 





Position___ 








MAIL TODAY TO 


THE DEERING AIR CONDITIONING COMPANY 
1069 CELESTIAL AVENUE * CINCINNATI 2, OHIO 


City Zone___State__ 


PROFIT IN 1953 FROM A BRAND NEW 
DIMENSION IN ROOM AIR CONDITIONING 


REO Snow Blower Attachment 


Lawn Mower Div., 
Reo Motors, Inc., 
Lansing, 20, Mich. 


Device: Snow Jet, snow blower at 
tachment for Trimalawn Deluxe 
power mower. 
Selling Features: Easily fastened to 
I'rimlawn chassis after lawn-cut- 
ting reel has been removed, making 
mower a year-round accessory; cuts 
a 20-in. swath in snow with split- 
spiral blades that revolve at speeds 
ranging up to 800 rpm; blades di- 
rect snow to funnel from which 
it is thrown 15 to 20-ft. to right 
or left side; direction is controlled 
by handle bar; knife bar fastens on 
either side of unit, slicing deep 
snow and forcing it to fall into 
path of revolving blades. Regular 
r'rimalawn chassis features a Reo 
built 4-cycle 13 h.p. gas engine; 
single-cylinder, L-head, air-cooled 
engine; 5.5 cu. in. piston displace 
ment and automatic rewind starter. 
A 30-in. reversible angle snow 
plow also available 





REO Lawn Mower 


Reo Motors, Inc., 
Lansing, 20, Mich. 


Device: Redesigned Royale Delux 
power lawn mowe! 

Selling Features: 21-in. reel-type 
mower; 1? h.p., 4-cycle Reo Power 
Master engine; heavy duty wheels 
with extra wide precision molded 
gears; stronger steel handle; auto- 
matic re-wind starter; shielded 
clutch and drive; handle stands 
straight for easy storage; adjustable 
to users height; non-slip roller 
chain and steel sprockets; cutting 
heights adjust from 4 te 2% in; 
10-in. rubber-tired wheels have 
Neoprene seals; engine uses regu- 
lar gas; baked on enamel finish, 
yellow and green. 








y= 


PINCOR Mower 


Pincor Products, 

Pioneer Gen-E-Motor Corp,, 
5835 W. Dickens Ave., 
Chicago, 39, Ill. 


Device: Pincor 18-in deluxe mower. 
Selling Features: Automatic recoil 
starter; streamlined safety guards 
over V-belt and chain; new “U” 
shaped multi-grip tubular _ steel 
handle; safety shut-off button en 
closed on top of engine; shelf- 
sharpening feature available on all 
Pincor reel type mowers that can 
sharpen blades without taking off 
the reel 





FOLEY Mower 


Foley Mfg. Co., 
Minneapolis, Minn. 


Device: Foley 21-in. self-propelled 
rotary mowe! 

Selling Features: Direct drive shaft 
to cutting blade and a forward drive 
mechanism together with clutch 
and differential incorporated within 
motor block; clutch can be easily 
engaged or disengaged by finger tip 


ontrol; rear wheel drive assures 
positive traction; special design 
housing climinates windrowing 
Line also includes 4 other ro 
tarv mowers: a 17-in. gasoline, 
17-in. electric, a 20-in. gasoline and 


a 26-in. self-propelled. Leaf pulver 
izer attachments available for all 
units. 


JACOBSEN Mower 


The Jacobsen Mfg. Co., 

Racine, Wis. 

Model: No. 18E electric rotary 
mower. 

Selling Features: High speed rotary 
blade turns at 3450 rpm; mows for 
ward and backward, handle swings 
from front to back eliminating need 
of turning mower; weighs 45 Ibs. 
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SENSATIONAL 


NEW G/F7 PACKAGE 


Perfect for Brides! Birthdays! Mothers! Holidays! 














upitons PERFECT PAIR 
Retails for just $12.49* 


Two new Sessions electric 
clocks in one attractive gift 
package that sells on sight. 








ap Bo Sessions Garland New Sessions Saucer 
D O B L E Boudoir Alarm Kitchen Clock 
A U Cc oc sa e New feminine note—‘‘see- America’s lowest priced qual- 
deep” plastic with satin-white ity kitchen clock. Convex dial, 
quilted background, super- styled like a thin watch. Four 
imposed gold garlands, . . . beautiful decorator colors, .. . 


Individually priced at $8.95* 


where you got only one before 


Individually priced at $3.95" 





This famous Sessions “First” is a merchandising honey! 
It's a real profit package — a gift to your sales volume 
in electric clocks. Get it out front fast for that June 
bride business! 








e€ssions 
ae 


YEARS AHEAD IN ELECTRIC TIME 


The Sessions Perfect Pair will be featured in a full color 
page in the June 2nd issue of LOOK. Ask your distribu- 
tor or Sessions for reprints and other FREE point-of-sale 











material. 


THE SESSIONS CLOCK COMPANY, Forestville, Connecticut. tn 
Chicago: Merchandise Mart Plaza. In San Francisco: Western 
Merchandise Mart. In Canada: The Frank Martin Co. (Exclusive 
Sales Agent) Toronto, Ontario. 


THE NEW SESSIONS CLOCK TOWER ma 


Most versatile, space-saving, sales-making permanent 
display unit in the business! 





*Plus applicable taxes 
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Snow Them! Tell Them! (o/Them! NEW PRODUGTS:.:sm a ss 














NEW MIRROR SIGN 
PUTS YOUR NAME IN 
—= LIGHTS! — 


A Beautiful 
3-Dimensional 
Sign in Three 

Eye-Catching Colors 


F etal 


— <4 





PROMOTION MATERIAL 
TO MAKE YOUR 
POINT-OF-SALE YOUR 
POINT OF PROFITS! 





? es === 
) 
=] 1 " 
: aE 








PORTABLE BATTERY CHART. Shows your 
customers all makes and models of 
portable radios—and the Burgess Bat- 
tery to fit each need. 








RELI 

FREE 

REI 
sheets! 


rReEE! Burgess dummy 
display! 


Burgess string price tags! 
Burgess dealer price sheets! 
Burgess comparative number 





batteries for 


AND REMEMBER/ Nou're backed up solid by a hard-hit- 
ting national campaign to 100,000,000 prospects! 


Get Full Details for Greater Sales from Your Distributor! 


BURGESS 70:26 Radio. BATTERIES 


BURGESS BATTERY COMPANY 
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FREEPORT, ILLINOIS 








ee 





HOME-HEALTH Pasteurizer 


Waters Conley Co., 
Rochester, Minn. 


Device: New 2-gal Home-Health 
home milk pasteurizer 

Selling Features: New dual heat 
principle and faster modified “flash” 
method of pasteurization; com- 
pletely automatic; destroys milk- 
borne bacteria; 2-gal unit slightly 
larger than their 1-gal. model. 





RHINEHART Brooder 


Rhinehart Co., 
1127 Polk St., 
Fort Wayne, Ind. 


Device: Infra-Matic brooder. 
Selling-Features: Designed to give 
even heat coverage over large 300 
to-500 chick brooding area; elim- 
inating hot or cold spots; each of 
4 mirror-surface reflectors cast iden 
tical heat patterns to same large 
floor area; any desired temperature 
can be maintained by using 1 to 4 
lamps, 2 of which operate by an 
automatic thermostat; designed for 
easy disassembly to serve as 4 in 
dividual pig, lamp or calf brooders, 
if desired; heat lamps are enclosed 
for protecting against breakage and 
water drip 





DAYTON Water System 


Dayton Pump & Mfg. Co., 

509 N. Webster St., 

Dayton, 1, Ohio 

Device: Rapidayton 3-Start Cham- 
ion jet package water systems. 

Relling Features: Can be converted 


MAY, 


from shallow to deep well pump 
by using same ejector equipment— 
nothing extra to buy; new Quad- 
Volute design:—4 volutes instead of 
one; 4 h.p. package system com- 
plete with convertible ejector and 
air charger, mounted on a 13-gal. 
horizontal heavy-duty galvanized 
tank; pump equipped with bronze 
impeller, brass venturi and nozzle, 
rotary seal. 

Champion Mid-Way model, 
when used on shallow wells, pro- 
vides capacities to a 600 gph. maxi- 
mum—on deepwells it is for set- 
tings to 50 ft. deep. 

Champion Hi-Deep _ provides 
pressures up to 70 Ibs. for shallow 
wells and is for settings to 70 ft. 
deep on deep wells 


BRIEFS 





Three new accessories for Servel’s 
Wonderbar are announced by Ser- 


vel, Inc. A _ tricycle Wondercart 
of coppertone or chrome tubing 
with a tray that fits over the Won- 
derbar for easy serving; a key-locked 
base storage cabinet on which to 
rest the Wonderbar; and wood 
base legs on casters for greater por- 
tabilitvy. Cabinet bases are avail- 
ible in mahogany or blond finish; 
leg bases are available in blond, 
mahogany or white. 


Met-L-Top ironing tables are now 
being manufactured with improved 
height adjustment mechanism, it 
has been announced by Geuder, 
Paeschke & Frey Co., Milwaukee. 


Shirley Corp., Indianapolis, Ind., 
manufacturers of kitchen cabinets, 
announced a new cabinet-lavatory 
line, featuring a 1l-piece, no-seam, 
icid-resisting porcelain steel bowl 
and dressing table area in baked-on 
enamel steel cabinet. 


The Lawn Mower Div., Reo Mo- 
tors Inc., Lansing, Mich. has re- 
sumed production of wing units 
for Trimalawn power lawn mowers. 
The addition of these twin cutting 
reels to the main mower unit ex- 
pands the cutting width to more 
than 50 in. A complete wing 
mower set consists of two 18 in. 
mowers with a special hitch to con- 
nect them to any model Trima- 
lawn power mower. 
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every season 1s 
selling season for 


Mimar Dynafans 


ELECTRICAL MERCHANDISING—MAY, 1953 PAGE 143 











Peak Performance for Indoor UHF and VHF Television Reception 


Now — the nationally advertised, consumer accepted 
HI-LO TV Indoor Spiral-Tenna is applicable for both VHF 
and UHF with our exclusive UHF antenna adapter, from 


channels| 2 - 83.] But, you still get the volume by selling 
at the same low, low price. 


® seconds to install 

® receives clear picture immediately 
® tuned to high and low TV channels 
®@ no switches or rods fo adjust 

®@ high signal gain 

® height 20" — width 32" 

® gleaming gold appearance 

® bakelite base 

®@ aluminum bars 


ca 
® modern design to blend with any fur@jfur 


Seid by recognized jobbers 


Hy fo. ANTENNA CORP. 
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at 


Model 

202 V-U 
U.S. Patent No. 2,495,579 

Canadian patents 1951 — other patents pending 





The Hi-Lo UHF antenna adapter is available 
separately for all previous HI-LO antennas. 
List Price $2.00. 


Order HI-LO UHF-VHF TV 
Spiral-Tennas NOW! 
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A Stow-Away hassock with storage 
space for canister or tank type 
cleaner is announced by the Bar 
nett Co., Cawker City, Kansas. 


For Dealers’ Information Only 
(Not available for sale) 











COLDSPOT Refrigerators 


Sears, Roebuck & Co., 

925 S. Homan Ave., 

Chicago, 7, Ill. 

Model: Coldspot ‘Super-Mart 
retrigerature features freezer com 
partment at bottom of refrigerato: 
Selling Features: Freezer chest slides 
out to facilitate selection; 
lbs. frozen food capacity; includes 
a separate compartment for 4 
trays of ice cubes 
partment is located conveniently 
in top storage area. I’ntire unit de 
partmentalized for storing various 
food categories such as fancy foods, 
dairy products, fruits and vege 
tables, milk and beverages, meats 
and poultry and frozen foods. Each 
department has its proper cold—4 
cold zones in all—from moist cold 
to 26 degs. below freezing in freezer 
chest. Shelving arrangements in 
upper section includes 3 shelves, a 
butter compartment in door; a 
dual-purpose salad and dessert shelf 
that slides out for easy selection, 
and may be removed for tabk 
serving; removable egg basket and 
a slide-out bottle basket. 

Total capacity, 11.4 cu. ft. de 
frosts automatically every 24-hrs., 
all areas where defrosting is needed; 
water is drained and evaporated 
automatically. 

1953 Coldspot refrigerator or line 
includes 7, 9, and 11 cu ft. “Space 
Master” models which have such 
Super-Mart features as automatic 
defrost, freezer chests and special 
door storage areas. 

Designed by Sundberg-Ferar of 
Detroit. Manufactured by Seeger 
Refrigerator Co., Evansville, Ind 


has 67 


Freshfood com 
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“SPENT $40 ON THESE ADS... 


sold $15,000 worth of 
Fedders Room Air 


Conditioners !” 


says: LOU NACHMAN, 


Nachman & Co., St. Louis 







ROOM A 


FEDDERS Conornioner 
KEEPS YOU COOL 
FOR PENNIES A DAY! 


A 
ee" 
b 





“Phone calls started immediately after the first 


actly $40!” 


sold out his entire stock of Fedders units and 





MAIL THIS COUPON TODAY! 
FEDDERS-QUIGAN CORP., Dept. EM-5, Buffalo 7, N. Y. 


Ad Program. Please rush me details. 


Name 














3/4 TON MODEL 





Address 


ER EIS he NY Ae Zone State 


ee ee ee eee) ee ee 
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kept his Fedders distributor hopping with re- ia E D D t R G 
placements. 
Tie in this year and let it happen to you. Here's A GREAT NAME IN COMFORT 


Gentlemen: I want to get in on Fedders Dealer Newspaper 


what Fedders dealer ad program gives you: 


one of these Fedders dealer newspaper ads 1. The biggest, most concentrated barrage of 
ran,” says Lou Nachman. “Ninety per cent of newspaper ads ever run during the hot season, 
the people we contacted bought Fedders units. 2. Lowercost per ad.3. Your name in BIG PRINT 
We sold 50 units from 3 ads that cost us ex- in your own market. 


See your Fedders distributor right away about 
Fantastic? No, sir! Dealer after dealer who tied the 1953 Fedders Dealer Newspaper Advertis- 
in with Fedders Newspaper Ad Program in ’52 ing Program. Or mail the coupon today! 








Idea suggested by JOE ROSENBLOUM 
Mandel Brothers 
Chicago 





In Chicago, it takes 2— 
to do the trick 


BECAUSE... . Chicago has outgrown the 
power of any single daily newspaper to 
reach even half of your city and suburban 


prospects. 


Today it takes two daily newspapers to 
reach a majority of the market—and for 
MOST net unduplicated coverage, one of 


your two MuSsT be The Chicago SUN-TiMEs! 


CHICAGO 


=/SU N-TIMES 


211 W. Wacker Dr., Chicago * 250 Park Ave., New York 





READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


REPRESENTED BY: SAWYER-FERGUSON-WALKER CO., 
LOS ANGELES, SAN FRANCISCO, PHILADELPHIA, DETP.OIT, ATLANTA 
HAL WINTER CO., MIAMI BEACH 
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NEW EQUIPMENT 


to help in your business 





NO NEED TO USE MOTOR gan 


Electric Adding Machine 


National Cash Register Co., 
Dayton, O. 


Device: “Live Keyboard” 
machine. 

Features: All keys are electrified 
with each individual key acting as 
its own motor bar; eliminates 25 
percent of the hand motions re- 
quired on other machines; avail- 
able in 5 models from a 7-column 
keyboard to a 10-column keyboard. 


adding 





Refrigerant Scale 


Service Products Co., 
Box 963, Station A 
Alliance, Ohio 


Device: 

scale kit. 
Features: Designed to fill need for a 
W cighing device which can be used 
to weigh a liquid charge into a 
hermetic-capillary system; vapor 
charging can also be done. Kit 
consists of steel case containing 
scale assembly, a charging valve, 
which is packless and has a nylon 
disc seat, a flexible hose with quick 
couplings and a drum holder de- 
signed for a standard 5 Ib. drum. 
Combination of scale, flexible hose, 
charging valve and drum holder 
makes it easy to do accurate charg- 
ing. 


“Way-Gas” Refrigerant 


Detroit EASY Finisher 


Detroit Surfacing Machine Co. 
1333 E. Eight Mile Rd., 
Detroit, 20, Mich. 


Device: Detroit Easy finisher No. 
J-R. 

Features: Small, reciprocating §air- 
powered finisher; weighs 4 Ibs.; 
palm-size grip; air switch type con- 
trol—no-surge automatic mist-type 
water spray for wet sanding: easy-to- 
use abrasive holder for attaching 
several sheets of sandpaper at one 
loading; fast cutting, 4500 strokes 
per min. on air pressure of only 50 
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to 60 Ibs.; slide action design for 
attaching sanding pads allows for 
up to 2 in. off-center adjustment to 
get in grooves and hard-to-get-at 


areas; Strate-line reciprocating ac- 
tion. 





Electro-Tester 


Electro-Tester Co. 
605 Broadway 
Malden, Mass. 


Device: Electro-Tester for testing 
wiring and appliances with power 
off. 

Features: Will detect broken wires, 
short circuits, grounds and poor 
connections. Compact device with 
2 wires singly connected to circuits 
being tested; small bulb automati- 
cally lights if circuits are safe to use 





VENCO Tailgate Loader 


The Ven Corp., 
2828 Newell St. 
Los Angeles, 39, Calif. 


Device: Venco Tailgate Loader No. 
30. 

Features: Automatic load _ brake, 
completely self-adjusting, making it 
safe; has a load capacity of 600 Ibs; 
loader closes flush to truck; easy to 
install and operate. 


TRANSTACKER Truck 


Automatic Transportation Co., 
149 W. 87th St. 
Chicago, 20, Ill. 


Device: Series C Transtacker truck. 
Features: Designed for lightness, 
shortness, high tiering and fast lift 
ing; constructed 600 Ibs. lighter 
than comparable units, the manu- 
facturer claims; available in capaci- 
ties from 500 to 1500 Ibs.; available 
with tiltirg or te lescopic features; 
lifting speed is 17 to 25 ft per min. 
loaded and 36 ft. per min., un- 
loaded; traction speed 3-mph. un- 


loaded, ] 


2.75 mph. loaded 
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Hunter Casement Fan 


Electrically reversible - 


2 speeds 
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A BIG 
VALUE AT 


$7995 


(Retail Price) 





your HORSEPOWER sense! 


TOE A 
these products require ? 








meek (() Yehp. —() Yehp = () Hehp. —() hp. 


Two right answers here! That's because the majority of home freezers are powered 
with motors of one-fourth or one-third h.p. Delco is a pioneer manufacturer of hermetic 
motors for freezers and refrigerators . . . motors famous for dependable service. 





CHECK 


oe: «6() Yhp 86) hp = () Yhp. = (-) Yoh. 


Right! The one-third h.p. motor is most favored by lawn mower manufacturers. And 
Delco Motors are favored, too—for their dependability and long life, as well as their 
ease of application to any product design. 





CHEK  () Yehp  () Yhp =) Hehp. = (-) Yo-hp. 


That’s right—one-third h.p. motors are the popular ones when it comes to powering 
cellar drainers. Where dependable, trouble-free service counts, Delco Motors are the 
favorites. Manufacturers know the Delco name gives their products added value. 











DELCO 


The best running mate 
your product can have! 


DELCO PRODUCTS 


Division of General Motors Corporation, Dayton, Ohio 





SALES OFFICES: Atlanta + Chicago + Cincinnati + Cleveland + Dallas 
( etroit . Hartford . Philadelphia . St. Lovis . San Francisco 
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EMERSON TV Sets 


Emerson Radio & Phono Corp., 
111 Eighth Ave., 
New York, 11, N. Y. 


Models: 3 new Emerson television 
sets for reception of all 82 UHI 
ind VHF channels Nos. 753, 752 
md 755 
Selling Features: No. 753, a 17-in 
mahogany veneer table model. No 
75 1 2]-in. Contemporary styled 
mahogany console (also available in 
blonde); and No. 755, a 2]-in., 
full door mahogany veneer consok 
All models have directly cali 
brated tuning of all channels with 
one knob control; VHF reception 
has been maintained and UHF in 
luded; new Emerson service-fre¢ 
chassis, has an arrangement permit 
ting use of built-in and outdoor an 
tenna systems; built-in antenna 


designed for use on both UHF and 
VHF without antenna adjustment 

provision for outdoor antenna sy 

tems permit connection with a 
dual antenna system for both UHI 
ind VHF and connections for sep 
ind VHI 


irate UHI 


required 


intennas as 





MAGNAVOX TV Console 


The Magnavox Corp., 
Fort Wayne, Ind. 


Models: Magnavox Windsor 2] 
consol« 

Selling Features: Magnavox delux 
LD 106 26 tube includes chassis 
21-in. cylindrical picture tube and 
3 rectifiers plus a crystal picture 
detector; provides improved fring 
area performance; +1 me IF 18,000 
anode voltage and 10-watt high 
fidelity audio output; Magnavox 
cascode tuner with 2RF stages; op 
tically-filtered screen; linear focus; 
safety glass shield in front of pi 
ture tube; 12-in. Magnavox high 
fidelity heavy duty speaker; speaker 
ind baffle slanted upward for bet 
ter sound distribution; phonojack 
permits playing of records through 
['V audio system; provision has 
been made for casv imstallation of 
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NEW PRODUCTS 


TV and RADIO 


Magnavox all-channel uhf tuner. 
18th Century cabinet, full-length 
doors. Mahogany. 





SHERATON TV Sets 


Sheraton Television Corp., 
370 7th Ave., 
New York 1, N. Y. 


Models: Kent 17 in. mahogany 
table model included in new 
Standard Series. 

Selling Features: Features 250 XI 
3-stage I] 
band wide enough to give good 
picture with high fidelity FM 
sound; AGC action on RF tube in 
tuner proportioned and delayed so 
that optimum signal to noise 
ratio is accomplished; Standard coil 
turret tuner adaptable to UHF; 
syne circuits. also available in 
Plextonc 


chassis; system with 


| 

’ 1 

“ . 3 } 
; 
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MAGNAVOX Radio-Phono 


The Magnavox Corp., 
Fort Wayne, Ind. 


Model: Magnavox Wedgewood 
248M radio-phono combination. 
Selling Features: Custombuilt-AM 
FM chassis equipped with 11 tubx 
including | rectifier, 10-watts un 
distorted power output; personal 
ized tone control; twin 12-in. Mag 
navox high-fidelity speakers and 
baffle assembly; automatic 3-speed 
Magnavox changer plays records of 
3 speeds and sizes; Magnavox 
Pianissimo pick-up applies only 
4 oz. pressure to record; floating 
dual stylus has 2 scratch-free os 
mium tips, both calibrated to 
match respective record grooves. 
Mahogany 18th Century cabi 
net, framed full-length doors with 
cathedral spire veneered panel 
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SONORA TV Set 


Sonora Radio & Television Corp. 
325 N. Hoyne Ave., 
Chicago, 12, Ill. 


Model: Clinton 17-in. table T'V set. 
Selling Features: 2-knob tuning; 
glare-free, dark-face picture tube; 
keyed age; automatic frequency 
control; automatic picture inten 
sity balance; automatic interfer 
ence noise eliminator; Standard 
Coil tuner adaptable to UHF; ultra 
matic chassis for fringe and city 
ireas; maroon leatherette-covered 
cabinet. 





CROSLEY Portable 
Clock-Radio 


Crosley Div., 

Avco Mfg. Corp. 
1329 Arlington St., 
Cincinnati, 25, O. 


Model: Crosley “Skymaster’’ port 
able clock-radio, and “Skymaster’’ 
portable personal radio. 

Selling Features: “Skymaster” com 
bines features of portable radio 
with a 30-hr. spring-operated alarm 
clock. Special markers on radio 
dial indicate 640 and 1240 m¢ 
complying with Civilian Defens« 
\uthority, plus location of two CD 
emergency broadcast bands, Clock 
operates radio, chime alarms and a 
l-hr. slumber switch. Radio alarm 











can be operated without chime 
alarm. 

“Skyrocket” same as “Skymaster” 
without clock. 

Both models available’ in 
maroon, green, blue, chartreuse or 
ebony. Available with specially de 
signed leather carrying cases at 
slight additional cost. 

Other features include indoor- 
outdoor tone control switch; thumb 
adjustment for volume control; 
utility handle. Specially designed 
long-life batteries with power- 
saver switch, which allows set to 
run on low power when extra 
volume is not required, prolonging 
life of batteries. A 12.5 sq. in. 
circular speaker, an iron-core built- 
in antenna; ave; 4 specially-de- 
signed tubes; iron-core IF trans- 
formers are other features 





4 
MOTOROLA Porta-Clock 


Motorola Inc., 
4545 W. Augusta Bivd., 
Chicago, 51, Ill. 


Model: Motorola Porta-Clock No. 
53LC 

Selling Features: Combines port- 
able radio with spring-driven clock; 
features full range 5x7 speaker; 3 
way operation on a.c., d.c., or new 
long-life batteries; uses sub-minia- 
ture tubes which assure lower cur- 
rent drain and longer life of 
batteries and tubes. Available in 
maroon, grav and forest grcen 





DEWALD Portable Radio 


DeWald Radio Mfg. Corp., 
35-15 37th Ave., 
Long Island City, 1, N. Y. 


Model: “Robin” G-408 long-play- 
ing battery personal portable radio. 
Selling Features: Streamlined de 
sign; features lightweight, new 
type longlife batteries; shatterproof 
plastic case, no lids; concealed 
ferrite antenna; new type per 
manent magnet speaker; new fer 
rite tuned II transformer; ex 
tended broadcast band 530-1700 
ke; maroon, ivory and 
cabinets 


( bony 
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PROOF of quality 


that helps you clinch the deal! 





Here are two products of a market-minded metal products 
manufacturer that feature the finish as an added sales “plus” 
».. to help dealers increase sales. 

The Sherwin-Williams custom finish seal, in an easy-to-see 
place on each product, is convincing evidence to prospects 
of quality. No other symbol in the world says “This is a 
quality finish” to so many people, so quickly, as the Sherwin- 
Williams name and trade mark. 

Aggressive dealers welcome this convenient method of 
making the finish help sell the product. More and more manu- 
facturers are taking advantage of it by identifying the finish 
on their products with Sherwin-Williams tags, seals or decals. 

Look for them on the products you sell. Emphasize the finish 
to help close sales. The Sherwin-Williams Co., Industrial 
Division, Cleveland 1, Ohio. 


SHERWIN-WILLIAMS 


INDUSTRIAL FINISHES 
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NEW PRODUCTS 





SYLVANIA Radio 


Sylvania Electric Products Corp., 
Radio & Tele Div., 

254 Rano St., 

Buffalo, 7, N. Y. 


Model: Sylvania low cost table 
radio No. 563B. 

Selling Features: Ac-d.c. all-pur- 
pose table radio features Sylvania’s 
studio-clear sound; 4 tubes includ 
ing 2 dual-purpose tubes plus recti 
fier; direct drive tuner; single on 
off volume knob; built-in antenna; 
stainproof ebony plastic case 


" 2 Pp te 
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TELECHRON Clock-Radio 


Timer 


Telechron Dept., 
General Electric Co., 
Ashland, Mass. 


Device: New timer simplifies clock 
radio operation and alarm setting 
Selling Features: 2 new features: 2 
knobs instead of 3, make demon 
stration and operation easier. Left 
knob, with off, on and sleep posi 
tions controls radio; pulls out for 
automatic go-to-sleep-to-music and 
wake-up-to-music operation. Right 
knob sets alarm, pulls out for signal 
alarm 10-min. after radio turns on. 
Separate alarm-set hand. 





SONORA Radios 


Sonora Radio & Television Corp., 
325 N. Hoyne Ave., 

Chicago, 12, Ill. 

Models: Clinton radio line in- 
cludes: automatic clock-radio; table 
and portable radios 


Selling Features: Automatic clock 


radio equipped with ‘Telechron 
clock placed above radio in an up 


right cabinet to conserve table 
space; occupies only 8x44 in. 
table space; 5-tube superhet, AM 
radio; built-in antenna; PM dynamic 
speaker; green plastic cabinet with 
white tuning dial and clock face. 





Clinton table radio in maroon 
plastic cabinet with full-vision tun- 
ing dial; a.c.-d.c. superhet; built-in 
loop antenna; PM dynamic speaker; 
AM broadcast band. 

Clinton 3-way portable operates 
on batteries, a.c. or d.c.; standard 
band; built-in antenna; avc and PM 
dynamic speaker; maroon Case. 
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CORONA Table Radio 


Corona Radio & Tele. Co., 

136 Liberty St., 

New York, 6, N. Y. 

Model: ‘The Rocket-115 

Selling Features: Superhet circuit; 
slide rule dial; built-in loop an- 
tenna; beam power output; auto- 
matic volume control; 5 in. Alnico 
V speaker; Bakelite cabinet in wal- 
nut or ivory. 






































CROSLEY Clock-Radios 


Crosley Div. 
Avco Mfg. Corp. 
1329 Arlington St., 
Cincinnati, O. 
Models: 3 Crosley clock-radios. 
Selling Features: E-75, automatic 
clock-radio with radio alarm. E-85, 
has clock, radio alarm, appliance 
outlet, slumber switch, and extra 
design features. Both models have 
ebony cabinet with grille in choice 
of 4 House & Garden colors: cit- 
ron, flame, willow or sandlewood. 
E-90, has Telechron timer, radio 
and buzzer alarms, appliance outlet, 
slumber switch. Cabinet with gold 
grille available in black, red, gray, 
chartreuse or white 
Radio features include iron core 
IF transformer; avec; built-in an- 
tenna. 
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MEANS PROFITS FOR Gout 


Victor is telling America about the 
complete line, the dependable line of 
VICTOR products in the greatest 
national advertising campaign 





in its history. 


Victor is keeping that leadership 
by looking ahead .. . in bringing 
out new models, new developments 
.. improved products . .. the 
EXCLUSIVES that have made and 
will retain VICTOR unchallenged 
leadership. 











Toward new horizons, 
ever expanding production 
facilities to meet the 
pressing demand of 
increased orders from 
both old and new 
customers. 


More Sales... 
More Profitable Sales 
in this... 
America’s fastest growing 
industry. Victor is helping you to 
build a strong business for the years ahead. Send now 
for details on the complete VICTOR LINE. 


FIRST NAME UNSURPASSED QUALITY 
IN and Value in FREEZERS 
QUICKFREEZERS DEHUMIDIFIERS - AIR CONDITIONERS 











5 


VICTOR PRODUCTS CORPORATION * HAGERSTOWN, MARYLAND 
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VICTOR PRODUCTS CORPORATION 
HAGERSTOWN, MARYLAND 
Gentlemen: Please send 
complete details on the Victor 
products checked below. 


(C0 Upright Quickfreezers 

CD Chest-type Quickfreezers 
DC Air Conditioners 

CJ Dehumidifiers 

0 Commercial Refrigeration 


Name 
Address 


City 
State 


Gs us cm an ab ae an ae ae ee ae 
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Sell this water filter set 
that answers the 
“distilled water” problem 


The perfect “tie-in” for your steam iron sales 
«+.@ sure-fire item produced by a water- 
engineering company well known in the in- 
dustrial field. 

Convenient, low-cost way for your custom- 
ers to get the kind of water (mineral-free) 
their steam irons need! 

Water produced by 
the “Wantz"” Water Fil- 
ter is also ideal for use 
in voporizers, bottle 
warmers, ice cubes, bat- 
teries, etc. 


Simple, Fast 
1 TAP WATER goes in here. 
Excess flows over protec- 
tive rim which prevents unfil- 
tered woter from entering jar. 


2 WATER FILTERS through 
tube of “Wants” filter 
compound which removes 
minerals and alkalies from 
tap woter 


DE-MINERALIZED WA- 
TER (mineral-free, like 
distilled). comes out here. 


profit from filter sales, profit from refills 


No. C-600; Filter 
and six tubes of 
filter compound, 
$2.98. 





<a) 
No. FS-100; Filter re 
and one tube of fil- =) =| 
ter compound, 98¢. a 
No, R-200; Two re- . 
fills, 98¢. 


Write today for complete details 


WATER FILTER 





(LINOIS WATER TREATMENT CO., ROCKFORD, ILL. 
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SHURATONE Phonos 


Shura-Tone Products Inc., 
440 Adelphi St., 
Brooklyn, 38, N. Y. 


Models: 2 Shura-tone phonos 
kiddie consolette No. 10C and 
Sorority. 

Selling Features: No 


sp ed accousti 


LOC, single 
phono; washabk 
leatherette-covered wood cabinet: 
record storage space. 

Sorority, 3-speed portable; 2 tube 
amplifier; double needle tone arm; 
speaker mounted at front end of 
case; plays 7-in. record with lid 
closed; washable leatherette in red, 
green or blue scotch plaid; switch 
volume and tone control: turn 
over cartridge with 2 permanent 
nec dles. 


TV BRIEFS 





Sylvania has announced 3 new 
21-in. spherical TV picture tubes 
Designated as 21Z7.P4, the 21ZP4A 
and the 21 YP4, the new tubes have 
gray filter glass face plates; the first 
two are magnetically focused and 
deflected, while the latter is de 
signed for electrostatic focus. All 
three require external ion trap mag 
net. 21ZP4A and 21YP4 are sup 
plied with an external conductive 
coating. Overall length of the new 
tubes is 23 in. approximate weight 
is 24 Ibs.; picture approximately 
194x144 in 





Vidaire Electronics Mfg. Co., Lyn- 
brook, N. Y. has introduced a new 
['V attenuator that eliminates 
overloading due to strong signals. 
Known as “Tel-Atten”, the new 
unit was designed to reduce buzz 
in intercarrier sets and most cross- 
modulation effects. 





NEW PRODUCTS 





Channel Master Corp., Ellenville, 
N. Y., announces two new UHF 
antennas, and a new UHF antenna 
idaptor. 

The UHF antennas include the 
I'win Corner Reflector No. 406— 
an all-channel UHF antenna that 
provides up to 16 db gain. And the 
Delta-Weld Yagi—a 10 element 
UHF antenna that provides up to 
11 db gain single, and 14 db gain 
stacked. Nine of the elements are 
permanently welded in proper po 
sitions on the crossarm, only the 
dipole must be attached, and is 
easily fastened to cross arm with 
one bolt. 

The Econo-Dapter No. 415 
UHF antena adaptor is a high gain, 
all-channel UHF triangular dipole 
specifically designed to add UHF 
to the VHF super fan installations 
now in existence. ‘This preassem 
bled unit is easily fastened to the 
front end of any super fan. De- 
signed for use with separate VHF 
and UHF leads to set or converter. 





A voltmeter small enough for a 
serviceman to carry in his pocket is 
announced by Clever House Prod- 
ucts, Dept 47, Box 1107, Santa 
Monica, Calif. It is 10-in. long, 
needs no outside current to operate 


ind measures accelerating DC 
voltages on a ‘T'V tube from 4,000 
to 25,000 volts 


Permanent magnets are being built 
into new General Electric TV 
tubes according to a recent an 
nouncement. In a new GE TV 
tube display the external ion trap, 
focusing unit and mechanical sup- 
port, have been replaced by a sim- 
plified ion trap and focusing unit, 
both built within the tube. Key to 
this new design is the tiny Car- 
boloy Alnico 5 permanent magnets 
encased within tube. The new 
magnet is 4 in. in diam and in 
length. 


MAY, 


Arvin Industries announces that all 
Arvin UHF-equipped sets now in- 
corporate a built-in, all-channel an- 
tenna which accommodates both 


UHF and VHF reception. 





A new model 3300 continuously 
tuned UHF TV converter is an- 
nounced by Electro-Voice, Inc., 
Buchanan, Mich. Adds all UHF 
channels to VHF sets; easy to in- 
stall. Connects to antenna input 
of VHF set and plugs into a.c. out- 
let. 





Only one lead-in for separate UHF 
and VHF antennas is now possible 
with the new Ward Diplexer, 
Ward Products Corp., Cleveland, 
announces. The Diplexer has 3 
applications—in conversions of pres- 
ent VHF installations for UHF 
where there are separate UHF and 
VHF antennas and only one lead-in 
is desired; where sets and converters 
have separate UHF and VHF 
terminals; and when necessary to 
have individual UHF and VHF in 


fringe areas 








A UHF bow tie and reflector based 
on completely new antenna for- 
mula has been developed by Vee- 
D-X, known as model BT-U. 
LaPointe Flectronics Inc. The 
new formula eliminates insulators 
and permits all metal construction, 
providing higher gain and flatter 
response across entire UHF band. 
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HY. 
Mt Nonthorp 


electric blankets 


Year after year Northern is gaining greater recog- 
nition as ‘the line that builds greater jobber-dealer 
profits”—offers dealers these five additional im- 
portant advantages: 


















af Northern produced its first electric blanket in 1912 and today 
continues as one of the very few basic manufacturers of electric 
bed coverings. 


¥ Northern makes only electric bed coverings and heating pads 
and devotes its entire efforts to the development and sale of 


& nul, me these products. 


4 Northern offers a straight replacement policy and was the first 
modern to minimize repair headaches. 


self-selling 
package 


Northern makes it possible for you to make more money per 
blanket! We welcome a check of competitive price structures. 


Northern is one of the very few in the electric bed covering field 
to offer all popular colors and models. You lose no sales! 
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W. W. GRAINGER, INC. =P, 






No. 
Anne - 
Console 


because they’re 
GOOD VALUE! 


The UNIVERSAL Line offers you every- 
thing you want in a Sewing Machine: 
High markup...low cost...top qual- 
ity... proven performance... steady 
demand. . . AVAILABILITY. 


Precision built throughout . . . the 
UNIVERSAL is made to last and out- 
last .. . to give a lifetime of satisfac- 
tory service. 


Hundreds of thousands sold. 


Standard Sewing Equipment Corp. 


NEW YORK 
114 West 27th St. 


CHICAGO 
1112 So. Wabash Ave. 


* 


> 


mare 





PORTABLE 











‘NEW PRODUCTS 








JF'D Mfg. Co., Brooklyn, N. Y. an- 
nounces two new UHF antennas 
and a new lightning arrester. 

The UHF antennas include a 
preassembled UHI’ corner reflector 





if 


featuring wire-frame reflectors and 
a new stacked UHF-VHF No. 
Je 1283S, a combination of JeTenna 
conical with newly designed UHF 
Bowtie. 





“ay 


= 





A new UHF lightning arrester 
No. AT103 minimizes stray ca- 
pacitances and inductances. The 
new lightning arrester lowers im 
pedance to the same uniform 300 
ohms which antenna and receiver 
offers. 


Walnut Machine Inc., South Bend, 
Ind., announces its Wamco No. 
177 Uni-base antenna roof mount 
which permits any type of roof or 
side mounting. Holding clamps 
are adjustable to accommodate all 
masts 3- to 2-in., and have full 
hinge action for raising mast and 
guying. 


Telrex, Inc., Asbury Park, N. J., an- 
nounces an Ultra “Bow Tie”’ series 
of UHF antennas. They feature 
high gain, directivity and good im- 
pedance characteristics over entire 
UHF band. By means of “‘section- 
alized” design, the basic “Bow Tie” 
dipole assembly can be employed 
as a primary area antenna without 
further accessories. 


MAY, 1953—ELECTRICAL. MERCHANDISING 












ELECTRICAL MERCHANDISING—MAY, 





N FEBRUARY 18, 1953, Trilling 
& Montague celebrated their twen- 


tieth anniversary with the COMMERCIAL 
And according to Mr. 


Crepit PLAN. 
Montague: 


“During these twenty years, we have 


been one of the distributors who have alu ay 


considered a sound financial plan as an 


important accessory to sales. Thanks for 
the excellent cooperation from your person- 


nel at all levels. It has been a very happy 


and successful relationship.” 


“We consider Commercial Credit Plan one of the 


shown here (left) with his partner Mr. David Trilling. 


rhe moral is: When you want a good 
financing plan—one that’s flexible, ex- 
perienced, reliable and complete—you 
can’t choose a better plan than the 
CoMMERCIAL CrebiIt PLAN. So join the 
thousands of dealers and distributors, 
like Trilling & Montague, who rely on 
CoMMERCIAL Crepit PLAN day after day, 
year after year. You will find our message, 
“Buy and Sell with Sound Financing” 
interesting, helpful. Ask your distribu- 


tor for a copy or call the ComMERCIAL 


Crepit office today. 


More appliance dealers use Commercial Credit 
financing than any other national plan 


1953 





finest contracts and contacts we’ve ever made” 


says Mr. Harry MonraaGue, co-owner of Trilling & 
Montague, prominent Norge Distributors of Philadelphia, Pa., 











ComMMERCIAL 
CREDIT 


CORPORATION 


A service offered through subsidiaries of 
Commercial Credit Company, Baltimore 
. «- Capital and Surplus over $125,000,000 
. « » Offices in principal cities of the United 
States and Canada. 
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RGR cae ya inh ode 
A NEW CBS-HYTRON CTS-RATED* TUBE 


*CTS-RATED: Rated for Continuous Television Service. In TV receivers, 
five tubes work . . . like transmitting tubes .. . hard! Account for almost 
90% of your replacements. You know them: rectifiers, deflection amplifiers, 
damper diode. Larger-screen sets aggravate this problem. CBS-Hytron 
recognizes your need for huskier tubes for these sockets. Brand new 
designs, not just improved tubes. CTS-Rated 5AW4 .. . another 
CBS-Hytron first . . . is your answer for the low-voltage rectifier 
socket. It is CTS-Rated: (1) For heavier average (250 ma. max. 
d-c) and peak (750 ma. max. d-c) currents, (2) With big safety 
margins at these currents. You can depend upon the 5AW4 for 
continuous, trouble-free service. Yes, more CBS-Hytron 
CTS-Rated tubes are coming. Watch for them. 


3 
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CBS-HYTRON 


JAW4 * 


NEW HEAVY-DUTY WORK HORSE 
CUTS 5U4G CALL-BACKS 



















Worried about slumping TV set performance, be- minimiz 
cause of heavily loaded 5U4G’s? Forget it. Use new | | 

CBS-Hytron CTS-Rated* 5AW4. A replacement for 
the 5U4G, the 5AW4 recaptures ... and keeps... 
that new-set sparkle. Maintains full voltage, despite 
heavy load. Minimizes burn-outs. Avoids filament 
shorts while testing chassis on side. Loafs on tough 
jobs. Gives long, long, trouble-free life. The 5AW4 
will cut your call-backs. Boost your profits. See it... New...Free DECAL selina seuenh ote 


buy it... soon. At your CBS-Hytron jobber’s. ‘ 
’ ’ y ; sells for you! Sells your magic EW SET 


{Patent applied for ability to recapture new-set LE 
sparkle. Let this decal pull ¢PARK: 
COMPLETE S5AW4 DATA FREE customers to you. Get it from 
See your CBS-Hytron jobber. Or write direct today. your CBS-Hytron jobber to- 


day. TeLEVisiOm 
= ood RADIO TUBES 








Manufacturers of 


Receiving Tubes Since 1921 


RECEIVING ... TRANSMITTING... SPECIAL 
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ELECTRICAL APPLIANCE NEWS 


TRADE REPORT 


Air Conditioners 











TED WEBER, JR. 


An Early Start Toward a New Record 


Vhi ear, hot weather will be 
just frosting on the cake. We've sold 
units now that we'll break 
our previous records even if we don’t 
have a hot summer’. 


SO many 


I‘hat’s the sales manager of one of 
New York’s largest room air condi 
tioner distributors talking. His op 
timism is pretty general throughout 
the country, with distributors in Phila 
delphia, Washington, the Southwest, 
Nashville and on the Pacific Coast 
reporting that early season activity on 
air conditioners has been unusually 
heavy this year 

Manufacturers of room air condi- 
tioners have been preaching an early 
start for years—but without marked 
success. Figures compiled by ELEC 
TRICAL MERCHANDISING ’s mar 
ket analysis department from reports 
submitted by utilities indi- 
cated that in 1951 slightly over 75 
percent of air conditioner 
retail fell in the four months from 
May through August. Reports from 
a limited number of utilities covering 
last year’s boom business indicates 


electric 


sales at 


that a whopping 86 percent of the 
business fell in those four months. 
[hat extremely heavy summer busi 





Air Conditioners- 
Hot When it’s Hot 


THIS IS THE SEASONAL selling bulge 
which has alv-ays hampered the room air 
conditioner industry. Figures above repre 
sent sales reported last year by dealer: 


reporting to 11 utilities 


ELECTRICAL MERCHANDISING—MAY, 


@ Almost everywhere pre-season sales of room 
air conditioners pass last year’s marks and 
give the trade a good start on a new record 


@ Generally, everybody's happy but there are 
some gripes—too many brands on the mar- 
ket and deliveries are among them 


ness last year was due in good part 
to a hot summer. Memories of that 
weather have played a substantial part 
in bringing consumers into the market 
carly this year. New York distributors 
who report heavy sales to dealers thus 
far this year also report that sales at 
the retail level have been extremely 
good—so good, in fact, that on some 
brands there has been little opportun- 
ity to build inventory for the summer 
selling weather ahead. 

The consumer isn’t the only one 
who made an early start on air con 
ditioners, however. Advertising in 
New York papers began in March and 
\pril papers were carrying a surprising 
volume of display ads on room air 





conditioners—many of them plugging 
the theme of “remember last year’’. 

Reports on January and February 
sales at retail are available from a 
limited number of utilities. Seven 
utilities which last year reported Jan- 
uary sales of 226 units report first 
month sales this year of 293 units, 
almost a 30 percent gain. In some 
areas, distributors report that so far 
this year they have sold more units 
than they moved during the entire 
1952 season. 

Generally speaking, everyone fore 
sees a record business this year and 
many feel that there will be shortages 
if a heat wave hits. There are some, 
more pessimistic, who point to the 


greatly increased number of brands 
on the market (at least 70 at 
latest count) to justify their belief that 
business could be extremely competi- 
tive this year 

City by city here’s the way the 
air conditioning picture looked last 
month as the real selling season ap- 
proached: 

New York: ‘Iwo distributors said 
early sales has been “fantastic” and 
were almost certain that new records 
would be set no matter what the 
weather. Retail activity began in 
March and stepped up pace quickly 
in April. Macy’s used full page ads 
in March to announce its new “air 
conditioning center”. In stock here 
are 93 units representing nine brands. 

Philadelphia: There was less out- 
right optimism, although several dis- 
tributors noted heavier than usual 
pre-season activity. ‘Two firms foresaw 
a new record for the year but a third 
thought that summer time might bring 
quite a “hassle” among manufacturers 
and predicted a “weeding out” with 
some manufacturers returning to their 
regular lines. Distributors here were 


now 


inclined to be very dissatisfied with 
deliveries thus far and one accused 


F E 


EARLY START on this year’s market was made by Macy’s, New York, when the store opened a greatly-expanded air 


conditioning department in March 


1953 


Full page ads plugged opening, talked about 93 models carrying nine brand names 
Store is devoting five times more space to air conditioning this year than it did in 1952. 
be consolidated if cool summer hurts air conditioning business or expanded if business really booms. 
sales training course for 40 employees was timed to precede the opening of the special section 


Display set up is flexible, can 
Intensive three-day 
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1993 Outstanding Buy 
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PRODUCT OF CENTRAL RUBBER AND STEEL CORPORATION e@ FINDLAY, OHIO 
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Two - Color 





manufacturers of “hanging back to 
see how the market develops.” In- 
ventories generally were light 

Washington: Distributors here de- 
livered 1851 units to dealers during 
January and February; last year in the 
same period they delivered only 354 
units. The trade expects a good air 
conditioning market and some deal- 
ers report “good nibbles” early in the 
year. One distributor said he expected 
to double or triple his last year’s sales. 

Nashville: About 3100 units were 
sold here last year and reliable trade 
spokesmen think sales may pass the 
5000 mark this year—if the weather 
is hot and if the units are available. 
Distributors report sales running ahead 
of last year and generally anticipate 
a sell-out if hot weather materializes. 

Pittsburgh: Prospects are good, with 
one firm reporting that their dollar 
volume for the first three months was 
six times ahead of that for the same 
period last year. One observer esti- 
mated that 10 times as many dealers 
are handling air conditioning. 

Buffalo: Almost everyone looks for- 
ward to increased business but esti- 
mates vary as to the size of the in- 
crease, running from 20 or 30 percent 
to over 100 percent. Mid-April seemed 
to be the starting date for real activity 
in Buffalo, Erie and Cleveland. 

Phoenix: Despite almost 100 per- 
cent saturation with evaporative type 
coolers, the public’s interest in the 
refrigerant-type units is picking up and 
Phoenix dealers reported heavier ad- 
vance sales this year than at any time 
in the past. One dealer got 100 calls 
in answer to a newspaper ad, promptly 
sold every unit he had in stock and 
was attempting to get additional units 
to fill orders left over. If adequate 
supplies are available, Phoenix sales 
this year should be 100 percent above 
1952, one observer estimates. 

Southern California: Considerable 
activity is anticipated but there has 
been little early buying by consumers 
Traditionally, Los Angeles is a “‘last 
minute” market. There are indica 
tions that some of the specialty opera 
tors (particularly those with food- 
freezer selling backgrounds) are mak- 
ing inquiries about taking on air con- 
ditioning lines. Last year the West 
Coast suffered from inadequate sup 
plies and there is some hope that with 
the advent of new brands this year the 
supply situation will improve. 

Central Valley: In Sacramento, 
Stockton, Fresno and Bakersfield as in 
Phoenix, dealers are making an early 
start within the limits of available sup- 
plies. San Francisco distributors who 
supply this market report that they 
have been unable to fill the needs of 
dealers who are attempting to build 
inventories sufficient to start the active 
selling season in May. 


Raytheon Consolidates 


Raytheon Television and Radio 
Corp., formerly Belmont Radio Corp., 
a wholly owned subsidiary of Raytheon 
Mfg. Co., will be merged into the 
parent firm on May 31. 

C. F. Adams Jr., Raytheon’s presi. 
dent, said that the action completes 
the integration of all of the com- 
pany’s operations into a single cor- 
porate structure. 
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Perk Up 


your table... perk perfect coffee! 


The new Cory Perc is the sauciest 


new percolator you ever saw! All sparkling, 
heat-resistant glass in a graceful Swedish 
modern design. Watch guests sit up and admire your 


lovely table... 













your wonderful coffee! The Cory Perc 
makes coffee that tastes just as good as it smells! 





Separate Candle Warmer 
available with Cory Perc 
keeps coffee hot .. . looks 
enchanting! Only $2.95 


New and different 
gift! Only $5.95 


i) 


Cory Corporation « Chicago 1, Illinois 


Operation Bing Bong 


Westinghouse stages intensive sales training 
drive with top brass quizzing salesmen via long 


distance telephone calls 


Some $150,000 in prizes to major 
ippliance distributor and retail sales 
men is the lure for an intensive sales 
training drive by the Westinghouse 
Electric Appliance Division. Called 
operation “Bing Bong”, the event, 
now underway is the largest sales 
training program ever staged in this 
particular field according to R. J. 
Sargent, major appliance manager 

Between April 27 and May 22 some 
8,000 telephone calls will be made to 
retail salesmen asking for the four- 
point story on a Westinghouse major 


appliance. Idea is that salesman will 
tell the product story he knows best; 
successful answers will bring cash 
iward both retail salesman and 


ilesman who trained him 

Highlight of the event comes dur 
ing the week of June 22 when West 
inghouse top sales management will 
place calls for the 32 potential grand 
prize winners. Each will receive $150 
plus all-expense trip to Mansfield 
Distributor salesmen who trained them 
will trip plus $100 cash. 
Factory representatives are now hold 
ing training meetings for distributor 
salesmen. 


distributor 


receive 
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\ new idea for this Westinghouse 
promotion is a one-day sales train- 
ing clinic for retail salesmen and 
dealers. To be held in more than 400 
cities, the clinics will be conducted 
by distributor salesmen. Aim is to give 
salesmen suggestions on selling tech 
niques, the basic story on each ap 
pliance built around the four main 
sales features and finally, to drill the 
salesmen in telling a story in terms 
of what the features mean to a 
prospect. 

ach clinic will feature a training 
unit on each major appliance through 
1 movie sequence, product presenta 
tion and a work session. 

l'o make sure that the telephone 
calls go into every territory during 
each of the four weeks, the electric 
appliance division will furnish both 
names and complete information to 
the various offices for placement of 
¢ ills 

Operation Bing Bong totalled a 
registration of 17,500 in 1952, and 
awarded prizes to one out of every 
four. Hopes for "53 are that one out 
of every two salesmen registered will 
receive at least one award. 
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Cut Blanket Prices 


A sharp price reduction on its line 
of automatic blankets has been an- 
nounced by General Electric. 

R. O. Fickes, manager of the G-E 
automatic blanket department, empha- 
sized that the reductions were due 
to more efficient manufacturing opera- 
tions in a new North Carolina plant 
rather than to excessive inventories. 
He also pointed out that dealers will 
continue to receive their full discount. 
Blankets priced at $54.95 were 
dropped to $39.95, those at $57.95 
went to $44.95 and those at $67.95 to 
$54.95. 

G-E officials point out that auto- 
matic blanket sales in the “off-season 
months” have never accounted for as 
large a proportion of yearly volume as 
has been the case with regular blankets. 
Fickes said that he hoped that the 
lower prices and a special promotion 
directed at that market would boost 
“off season” sales of electric units. 


Following Through 


A “follow-through” program under 
which the manufacturer will assist 
distributor and dealers in solving sales, 
credit and promotional problems at 
the local level has been launched by 
United Refrigerator Co. 

The firm. will dealers in 
solving banking problems, in re- 
cruiting, training and developing a 
sales force and in selecting local 
locker plants and food sources. 


Dial 


assist 






3 Models 
from $349.95 
to $469.95 





“We do not intend to sell ‘a box 
with a booklet’,” president Leonard 
Shapiro and __ vice-president Jack 
Gordon said in announcing the plan. 
“Our dealers, distributors and depart- 
ment stores will not be left to sink 
or swim once we have sold them our 
units.” 

United, long associated with com- 


mercial refrigeration ee peor is 
now marketing a line of popular- 
priced upright freezers designed 


especially for use in the kitchen. 


Lux Goes National 


The first full-scale national adver- 
tising schedule in the history of Lux 
Clock Mfg. Co. was launched in 
April. The ads emphasize the multi- 
ple use of “Lux-Time” in the home, 
not only in cased clocks and portable 
timers, but chiefly as automatic tim- 
ing devices in use in millions of wash- 
ers, dryers, toasters, ranges and other 
appliances. 

Highlight of the ads is the newly 
created trade character, the Lux “Min 
ute Minder Man.” Colorful tags with 
this brand identification will be at- 
tached to all Lux-equipped appliances 
so that dealers may feature the timer 
in selling to customers. 

The Lux firm estimates that halt 
the homes in America already have 
Lux products in one or more applica 
tions. The aim of the campaign is to 
turn this existing “in-the-home’’ ac 
ceptance into tangible selling power 


¥ 





~ | ) 
S leep in cool comfort! 


Live and sleep in cool comfort without drafts or noise 
with the fabulous new Fresh’nd-Aire Air Conditioner. 


It’s changeable with the weather, too. 


FRESH’ND-AIRE 


AIR CONDITIONERS 


BY 





Heats, cools, filters, ventilates, de- 
humidifies, exhausts or circulates air 
at the turn of the handy dial! 


® 


Cory Corporation ¢« Chicago 1, Illinois 
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\\ ‘ Special Products! 
\\. Special Promotions! 
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RANGES - REFRIGERATORS - DISHWASHERS - DISPOSALLS’ - WATER HEATERS 
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BUSINESS IS HEADING YOUR = IN. 


Summer Showor Campaign 


GET READY FOR IT! 


Special Identification! 





Special Advertising! 


\ 


Me Special Give-Aways! 


% 


WARRIE?T 
3) 
) 











HOSPITALITY 
HOME 


A DELUGE OF SPECIAL ACTIVITIES 





\ Tetew\? AND PROMOTIONS TO FLOOD Zox WITH BUYERS! 


G.: your sails set for the greatest of all business | quainted”’ offer, millions of magazine mene 
stimulation programs in Hotpoint’s history. The promo- __ readers will be invited to Hotpoint dealers for 
tion floodgates have been opened. A deluge of special a special gift. 
values in Hotpoint appliances is ready to pour in on you In addition to Hotpoint's full and complete line of appli- 
and your customers, starting June 1st. This is your golden _— ances, you'll be able to offer a special low-cost Hotpoint 
opportunity to ride high on a flood tide of sales. Automatic Electric Washer and Dryer and a special low-cost 
The lightning strikes nation-wide when Hotpoint’s —- Hotpoint Deluxe Electric Range. These are the special values 
four-color spread in the June 3rd issue of Saturday your customers have been waiting for...so get in the 
Evening Post thunders the message of this earth- swim. Identify your store with the impelling window-dis- 


rocking special promotion, offered for the first plays that carry out the theme of Hotpoint’s Summer 
time by Hotpoint. This same theme will be | Shower of Special Values. Use the special ‘Hospitality 





repeated later in June and in July in the | Home” prospect mailer that ties your store directly to this 
national magazines and will be given a campaign, and offers a FREE copy of ‘Hospitality Home”’ 
: solid sell throughout June on that provides space for your own imprint. You'll create a 
Hotpoint’s sensational radio and real sales storm right in your own neighorborhood. 
\ television show... ‘'The Ad- Your Hotpoint distributor has all the details of this 
ventures of Ozzie and Harriet.” Hotpoint Hurricane of Special Values. See him at once 
Also, as a special '‘get-ac- and be prepared! 


FOOD FREEZERS - FREEZERS « AUTOMATIC WASHERS - CLOTHES DRYERS - ROTARY IRONERS | DEHUMIDIFIERS - CABINETS 
HOTPOINT Co. (4 Division of General Electric Company) 5600 West Taylor Street, Chicago 44, Illinois 
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EEZERS SOLD* 
PED WITH 


It’s true—74% of the freezers sold in 1951 (‘as reported 
by REMA) incorporated a Tecumseh hermetic compressor! 
This overwhelming acceptance by the freezer industry 
proves the superiority of the Tecumseh hermetic. 


Lower price, better performance, greater capacity and 
lasting dependability are but a few of the reasons why the 
Tecumseh hermetic is preferred for low temperature appli- 
cations. Our engineers will be glad to show you how the 
Tecumseh hermetic can save you time and money on your 
application. 


Dealers too, will find that these facts present powerful 
sales arguments customers that freezers 
equipped with a Tecumseh unit will give long, satisfactory 
service and reduce operating costs to a minimum. 


to convince 





TECUMSEH f «sl 
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EXPORT DEPT. 2111 WOODWARD AVE., DETROIT, MICH. 





OBVIOUSLY PLEASED over a “‘decorator’s handbook” which is being furnished 


Youngstown Kitchens dealers as part of the firm’s “‘color in 


promotion are D. F. Rucks, Jr., 


the kitchen’ 


left, sales manager, and J. W. Purvis, assistant 


sales manager in charge of the dealer division 


Color in the Kitchen 


Youngstown meets the demand for color by set- 
ting up a promotion which helps the dealer provide 
reliable decorative advice through coordinated materials 


Encouraged by enthusiastic accept- 
ince for the initial stages of its “color 
in the kitchen” program, Youngstown 
Kitchens officials last month were 
breaking the second phase of the cam- 
paign through retail kitchen dealers. 

The program—designed to answer a 
demand for color in kitchens through 
harmonizing draperies, wall coverings 
and decals—was iaunched though de- 
partment stores late in February. Over 
170 such outlets promoted the pro- 
gram in March and on April | about 
5,000 Youngstown dealers began tie- 
ing-in with the campaign. (Dealers are 
not obliged to handle any of the deco- 
rative materials since they will be avail- 
able through normal retail outlets.) 

C. D. Alderman, general manager of 
merchandising for Youngstown, said 
the project represented an investment 
of over half a million dollars in de- 
velopment and promotion. Original 
designs for the decorating materials 
were done by artists of the Associated 
American Artists, commissioned by 
Youngstown 

The promotion got its first big pub 
licity boost when McCall's featured 
it in the magazine’s March issue. In- 
cluded in the McCall's article were 
five kitchen pictures in full color, mak- 
ing use of the new decorative materials 
designed for the project. Cooperating 
with Youngstown in producing the 
material are the Riversale Mfg. Co., 
makers of the drapery fabrics, the 
United Wallpaper Co., makers of 


Varlar stainproof wall covering, and 


the Meyercord Co., decal manufac 
turers. 
The Dealer's Role. Youngstown 


provided dealers with special promo- 
tional material and national advertis- 
ing for their April 1 tie-in with the 
campaign. Full color ads appeared in 
April editions of five consumer maga 
zines. 

Main tool of the dealer is a deco 
rator’s handbook which contains sam- 
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ple swatches of the drapery materials 
and the wall covering patterns and full 
color reproductions of the decals 
Nine kitchens in full color are pic 
tured in the handbook to show how 
the materials can be used. Dealers 
have also been provided with a stereo 
viewer which allows them to show 10 
kitchens in three-dimensional photo- 
graphs 


Battery Promotion 


The electrical division of Olin In- 
dustries Inc. will soon launch what 
the firm calls one of the biggest pro 
motions in the history of the portable 
radio battery business. Key features 
of the promotion are a consumer con- 
test to build store traffic and a bonus 
order deal. 

A total of 168 prizes including a 
ten-day trip for two to Hawaii or 
$1,500 will be offered to consumers 
who correctly identify six explorers 
and write a brief essay on why they 
prefer Olin batteries. Contest display 
includes window displays, consumer 
entry blanks, window and wall stream- 
ers, dummy cartons and a floor dis 
play stand. The contest will get under 
way May 20 and will run unto August 


31. 


“Handy Man“ Ads 


\n extensive consumer ad program 
on the Regina Twin-Brush polisher 
ind scrubber and the Regina Electrik 
broom is scheduled for spring by the 
Regina Corp. 

Starting in March and continuing 
through May, full-page color ads are 
stressing the ease, of use and versatility 
of the polisher and scrubber, accord 
ing to Lannon F. Mead, president 
‘Like having a handy man to do your 
scrubbing, waxing, polishing all around 
the house” will headline the ads. 
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EDITORIALS FEATURE 
NEW HOME DRINK MIXER 





Editors of home and women’s 
magazines are finding an item of 
new interest in the Hamilton Beach 
Home Drink Mixer, The April issue 
of McCall’s for instance has a spot 
feature by Anna K. Fisher entitled 
“TRY THIS A SODA FOUN- 
TAIN IN YOUR HOME,” featur- 
ing three illustrations of a home 
drink mixer. 

Under the pictures, Miss Fisher 
says: “Home drink mixer — a soda 
fountain in miniature — enables you 
to whip up double malteds with pro- 
fessional ease 

‘With a mere snap of switch this 
mixer blends half 
milk, dab of ice 


drink 


1 banana, cup 
cream into trosty 
Small cans of frozen orange 
juice are mixed, aerated in no time 
at all. Lightweight container pours 
well. 

Other editors have signified their 
intention of similarly spot-lighting 
the home drink mixer in the ice 
cream features which they will run 


during the warm weather months. 


SAYS NEMA PLAN 
GROWS IN POWER 


Hot item for the hot 
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Each year the power of the 
NEMA electrical housewares gift 
promotion increases, and the results 
grow greater, Ralph Zenner, Hamil- 
ton Beach sales manager, recently 
told the H-B sales force. 

“It’s a snowball 
Zenner said. 


and better materials available and 


proposition,” 


‘Each year shows more 


more and more dealers using them. 
No question, the plan works with 
dealers who work with it. We are 
proud to be among the manufac- 
turers sponsoring the promotion and 
urge full cooperation with it.” 
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7, days ahead! 


the new HAMILTON BEACH home drink mixer 


BE READY! ORDER THIS TRAFFIC-STOPPER NOW! 
THE HOTTER IT GETS, THE MORE YOU'LL SELL! 


Before long, your customers will Many of your customers now 
have freezers or freezer compart- 
ments for storing bulk ice cream 
and fruit juices. And most of 
them have seen Hamilton Beach 
Drink Mixers on soda fountains 
for years. It’s a pre-sold idea! 
Have plenty on hand. Order 
from your wholesaler, today! 


features that sell! 


Big 16-ounce container delivers two full glasses 
Four-fold agitator blades cut hard ice cream 

Powerful motor is time-proved top quality 

Full size—not a toy. Stands 14!” high. Resists tipping 
Simple switch—completely safe for children. AC-DC 


be thinking mostly about ways 
to cool off. And this easy way to 
make real soda-fountain drinks 
willappeal to many. Super-duper 
malteds, fruit drinks or cocktails 
—here’s family fun that’s easy 
to sell! 

Your market is ready made! 


e Sturdy metal stand. White enamel, chrome trim 
ass a ~ tr 
Pr Me 4 a tS 


$950" 





7 haat NY 
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y) RETAIL 
Re-freshes frozen Creamy malteds Smooth bar drinks, 
orange juice and milk shakes delicious fruit drinks 
- . 2 


HAMILTON BEACH |i ji 


America’s fastest selling portable! Tailor-made 
for customers with small kitchens—lower in- 
comes. This powerful portable beats everything! 
Makes every pot and. pan an electric mixing 
bowl. Featherweight. 3 speeds. 2 beaters that 
snap out. Can be kept in a drawer or mounted 


$1975" on the wall. Sisstt blédk ‘ned sliver 


RETAIL 
jhe AONE pieppeadegh at psn 
scraws for wall mounting - as a counter display, 





TOP-PROFIT (tit 
HAMILTON BEACH FOOD MIXER RETAIL 


Easier to sell, because it’s easier to 
use! Aad to make your job even easier, 
this top-quality mixer sells for less. 
‘ At $39.50" retail, less juice extractor, 
Hamilton Beach is your customer’s 
best buy. It’s also the best paying food 
mixer you can sell! The lower price 
tag increases your market. And be- 
cause it is top quality, it stays sold. 





STAND tilts to any . Dryer 
lifts off orf aigconcbe sooth New 
HEAT CONTROL on top. Light, 
easy to handle. Two switches — 
“on-off,” “hot-co 






Onder a sae 









id.” AC-DC. 


HAMILTON BEACH COMPANY, Div. of Scovill Mfg. Co., Racine, Wis. 








Consumer folders and newspaper mats 


JUNE BRIDE HELPS for the Hamilton Beach Food Mixer are 


SENT FOR THE ASKING SPRING AD DRIVE 


USES BIG MAGAZINE LIST 


Magazines carrying Hamilton Beach ad- 
vertising will be McCall’s, Better Homes & 


announced. 


Special June Bride and wedding anni 
versary helps are being sent to dealers who 
write Advertising Department, Hamilton 
Beach, Racine, Wisconsin. These include 
window streamers, display cards, special 
folders and newspaper ads for the Hamil- 
ton Beach Food Mixer and Mixette, 





Woman’s Day, True Story, Saturday Even- 
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Gardens, Modern Bride, American Weekly, 





ing Post, 
Sunset. 


Parents’, Family Circle and 

The food mixer campaign this spring 
will follow the successful “‘Compare and 
You'll Choose Hamilton Beach” 
Ease of use, quality manufacture and top 
value will be stressed. Mixette ads will 
continue the story of top efficiency and 
convenience in a small size mixer. “Soda 
Fountain Drinks at Home” with emphasis 
on the youth appeal wil! be featured in the 
Home Drink Mixer ads 


theme. 
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NEW and 
EEDED! 





Model CW-100 


Deluxe Ceiling or Wall Fan 








How To Pick a Dealer 


Do it “deliberately”, Fedders’ official tells his 
distributors; go after the best “selling forces” in the 
industry and avoid “burdensome” elements 


Chanks to the fact that they have 
a “new” product for sale through 
“old, long-established’ _ channels, 
manufacturers of room air condition- 
ers can be “deliberate in the selection 
of individuals and organizations who 
will handle their merchandise.” 
That advice was the key to sug- 
gestions offered Fedders-Quigan dis- 
tributors recently by Robert E. 
Cassatt, sales manager for the firm’s 
refrigeration appliances division. 
Talking to key distributors in a 
series of conferences, Cassatt said: 
“Important to us as ‘new’ appliance 
manufacturers and merchandisers is 
the privilege of seeking and accepting 
only the most efficient selling forces 
in this industry and to reject those 
elements which have burdened the ef- 
forts of other appliance merchandisers. 
Cassatt said that Fedders felt that 
1 competent distributor-dealer sales 
organization was “propitious” at this 
time and added that a “factory 
distributor controlled distribution 
through carefully selected dealers can 
produce the maximum in sales results 
it a minimum merchandising cost.” 
How ‘To Do It. In picking dealers, 
in air conditioning distributor should 
look for more than an organization 


with an impressive appliance sales 
record Basi requirements, — said 
Cassatt, are “the willingness and 


ability of a dealership to understand 
} 
ind meet the problems peculiar to 
unit air conditioning.” He emphasized 
that the industry still has a sizabl 
educational job to do and said that 
l’edders’ distributors were franchising 
those dealers who recognize the im 


portance of participating in the 
customer education program which 
the firm has begun. 

(Cassatt said that despite an ac 
celerated production schedule, he ex 
pected a seller's market “for some 
years to come.” Since the firm expects 
that dealers will sell all the merchan 
dise delivered to them this year “we 
will not for some time be in a posi 
tion to judge the sales efficiency of 
our dealerships.’’) 

Here’s what Vedders expects from 
its dealers 

1) Advertising and promotion, fol 
lowing as closely as possible the plans 
suggested by the distributor. 

2) Purchase and display at least 
one Fedders air conditioner at all 
times where possible and specifically 
during the months of April through 
August. 

3) Maintain a minimum stock of 
parts and service information. 

4) Purchase all Fedders units and 
parts from the area distributor and 
no one else. 

In return, said Cassatt, the distribu 
tor will agree to 

1) Sell to dealer Fedders equipment 
when available at prices to be deter 
mined by the distributor and subject 
to all regulations applicable thereto 

2) Render merchandising help by 
making available campaigns, promo 
tion, sales, service, literature and 
other material provided by Fedders 

3) Make available technical in 
struction to dealer service personnel 
ind furnish repair parts and materials 
at a price in accordance with Fedders’ 


vice policy 


Warming Up... . On Ice 


—~—~—— = @ w~ 





4 


CHICAGO DEALER So! Polk, president of Polk Brothers, gets a free ride from 
Ice Capades skating stars Dona Atwood and Bobby Specht at the appliance firm's 
18th anniversary jamboree. Portable ice skating rink was set up in Polk parking 
lot and served both skating stars ond public during three week Polk celebration. 
Event was called ‘’Polk’s king-sized trade-in Jamboree.’’ Skating instruction and 


auditions were offered 
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ADVANCE- 
DESIGN 


TRUCKS 


Famous for Their 
Saving Ways 


—and here are 4 Powerful Reasons why! 





EXTRA POWER! 


How can extra power save you money? 
Che high-compression power (7.1 to 1 
ratio) of Chevrolet's Loadmaster en- 
gines in heavy-duty trucks means extra 
power and extra miles from each gallon 
of gas. Chevrolet's Thriftmaster engine 


in light- and medium-duty models has 


long been known for economy of 


operation and upkeep. 


MATCHED TO THE JOB, TOO! 

Every Chevrolet truck is carefully engi- 
neered and factory-matched to the job it 
will do. You don’t waste money by 
buying too big a truck. You don’t get 
too small a truck for the job to be done. 
You get a truck with every unit matched 
and balanced to the work it will do— 


and that saves you money, too. 
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EXTRA STAMINA! 


Heavier, stronger construction through- 
out, more rigid frames! Now, Chevrolet 
trucks are sturdier and tougher than 
they have ever been in the past—better 
able to handle the roughest jobs day 
after day, months on end. Such out- 
standing stamina is one more factor — 
and an important one—in reducing 


your hauling costs. 


EXTRA OVER-ALL ECONOMY! 


Many things contribute to lower haul- 
ing costs with Chevrolet. But, few are 
as welcome news to buyers as the fact 
that Chevrolet trucks list for less than 
any other truck of comparable size and 
capacity. See your Chevrolet dealer. 
Chevrolet Division of General Motors, 


Detroit 2, Michigan. 


1953 
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CHEVROLET ADVANCE-DESIGN 
TRUCK FEATURES 


TWO GREAT VALVE-IN-HEAD ENGINES— 
the Loadmaster or the Thriftmaster—to 
give you greater power per gallon, lower 
cost per load, POWER-JET CARBURETOR 
for smooth, quick acceleration response. 
DIAPHRAGM SPRING CLUTCH — for easy- 
action engagement. SYNCHRO-MESH 
TRANSMISSION —for fast, smooth  shift- 
ing. HYPOID REAR AXLE—for dependa- 
bility and long life. TORQUE-ACTION 
BRAKES —on light-duty and medium-duty 
models and on front of heavy-duty models. 
TWIN-ACTION REAR BRAKES —on heavy-duty 
models. DUAL-SHOE PARKING BRAKE—for 
greater holding ability on heavy-duty 
models, CAB SEAT—with double deck 
springs for complete riding comfort. 
VENTIPANES —for improved cab ventila- 
tion, WIDE-BASE WHEELS—for increased 
tire mileage. BALL-GEAR STEERING —for 
easier handling. UNIT-DESIGNED BODIES — 
for greater load protection. ADVANCE- 
DESIGN STYLING—for increased comfort 
and modern appearance. 
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Series motor parts engi- 
neered for floor polisher; 
adoptable to food mixers 
and other household 
epplionces 





Compoct ball beoring series 
motor for high-speed grinders, 
pumps ond small sanders 


Compactiy designed turbine \ 
provides dependable eperation 
for canister-type vacuum cleoner 


when the appliance is 
powered witha... 


Lamb Electic 


Today's value-conscious customers are interested in know- 
ing why your motor operated appliances are a better buy. 





When the appliance is powered with a Lamb Electric 
Motor, you can tell them about the outstanding perform- 
ance of the motor —its quiet, dependable operation; its 
long life; and the fact that it was built by a company which 
has specialized in small motors for thirty-seven years. 


This is a good point to keep in mind when you are selling 


. and buying motor operated appliances 


The Lamb Electric Company 
Kent, Ohio 


In Canada: Lomb Electric — Division of 
Sangamo Company ltd. — Leaside, Ontario 


/ rp 7 
THEY'RE POWERING AMERICA S$ JLaess PRODUCTS 


reactionar nonserower MOTORS 
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SPREAD OUT on the table above are contents of an entry kit furnished entrants 


in Crosley’s “Plan Your Own Kitchen’’ 


contest which offers over $400,000 in 


merchandise and cash for winning kitchen plans 


Plan (and Win) a Kitchen 


Crosley offers 100 complete kitchens as first 
prizes in a nation-wide kitchen planning contest—the 
largest of its kind ever held, the company says 


One hundred complete kitchens 
ire being offered as first prizes in a 
novel kitchen planning contest now 
being conducted by the Crosley divi 
ion of Avco Mfg. Corp. 

In addition, each winner will receive 
1 $500 cash installation allowance and 
100 second-place winners will receive 
1 major appliance of their choice. All 
in all, say Crosley officials, it adds up 
to the “largest kitchen planning con- 
test ever staged” and should make the 
American housewife “kitchen plan- 
ning conscious.” Of more specific in 
terest to Crosley and its dealers: the 
contest is also designed to call atten 
tion to the firm’s full line of kitchen 
appliances 

Contestants are being asked to plan 
i new kitchen for their homes; the 
contest, which opened April 1, closes 
on June 30. The contest is actually 
composed of 67 separate contests 
throughout the country with the num 
ber of prize winners in each contest 
area being determined by the popula 
tion. New York, Chicago and Los 
Angeles contestants, for example, will 
compete for four first and four second 
prizes. Other areas will have one, two 
or three sets of prizes—the majority 
having one set. Each of the 67 con 
tests will be judged separately 

A comprehensive “Plan Your 
Kitchen” contest kit is available 
through Crosley dealers. The kit con 
tains instructions, a kitchen planning 
booklet, complete information and 
dimensions of all Crosley products, a 
graphed entry blank, and outlines and 
cut-outs of all Crosley appliances and 
accessories 

Commenting on the contest, Cros- 
ley vice-president William A. Blees 
said: “The American homemaker 
knows what sort of kitchen she wants 
Since she is the one who works in it, 
she knows what is efficient, practical, 
timesaving and attractive and suited to 
her family’s needs.” 

Advertising on the contest broke in 


April issues of six major magazines 
with full-color spreads. Follow-up 
pages are being used in May and June 
issues. One hundred and fifty key city 
papers are being used for large-space 
newspaper ads. Outdoor billboards 
and TV time are also being used and 
dealers have been supplied with a sales 
promotion kit 


Adds New Model 


The Paragon Electric Co. has 
launched “the largest, most complete 
advertising and merchandising pro- 
gram ever used to promote ‘De-frost- 
weg 

The company has added a second 
model to its line and the two units 
will be keyed to the “Thrifty-Twin” 
theme used in all national, trade paper 
and sales promotion campaigns. Either 
model will make any refrigerator self- 
defrosting according to the firm. 

The firm will use the largest adver- 
tising and promotion budget in Para- 
gon’s history according to George E. 
Petrus, manager of the appliance sales. 
The current program includes four 
separate and complete seasonal promo- 
tions, in addition to an unusual sales- 
training program. 


Bess Hits Banks 


Failure of banks to lend their sup 
port on food reorders to freezer food 
plan participants is one of the major 
handicaps in the progress of food 
plans across the nation, according to 
John Bess, president of Freshmaster 
Corp. and FOA Marketers, Inc. 

A new type contract has been de 
veloped by FOA to combat this prob 
lem. It zives the commercial bank the 
chance to make a loan over a four 
month period, and gives the consumer 
the opportunity of committing him- 
self for a twelve-month loan covering 
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Superflame’s 
VOLUME SALES JAMBOREE 























ONLY SUPERFLAME gives dealers this new sensational 
sales advantage! A choice of four exclusive decorator colors 
to blend with any home furnishing color scheme . . . plus 
beautiful new cabinet styling that makes SUPERFLAME 
America’s most attractively styled home heater line! No 
wonder SUPERFLAME dealers are out in front of all com- 
petition. SUPERFLAME is the fastest selling, volume pro- 
ducing home heater line you've ever seen! 


NS, 


PLUS We BIGGEST PROFIT MAKING 


SALES PROMOTION EVER... 


ONLY SUPERFLAME has SUPERFAN the basis for the most 
successful sales promotions year after year! This year 
your SUPERFLAME promotion will be 1953’s biggest 
sales event! Better than ever before! More sales helps! 
Everything planned for you! Complete power-packed sales 
kit furnished! It’s as easy as ‘‘falling off a log” to get vol- 
ume sales with SUPERFLAME! 


PLUS SUPERFLAME ‘“‘MAGIC LIGHTER’’ AT NO 
EXTRA COST! Only SUPERFLAME offers this 
sales clincher! 


AND ALL THESE 


EXTRA SALES ADVANTAGES 


@ ONLY SUPERFLAME has the "LIVE-DEMONSTRATOR” that proves how 
SUPERFLAME’S exclusive "FUEL-SAVER” reduces chimney temperature 
350 degrees . . . SAVES ONE-THIRD ON FUEL! 






@ ONLY SUPERFLAME has the "Triple-Combustion" Burner. Low draft! 
Super efficient! Gives more heat from every penny's worth of fuel! 


@ ONLY SUPERFLAME has 12 new design improvements for greater-than- 
ever-efficiency. Heat circulation increased 33%! 


@ ONLY SUPERFLAME offers America’s most complete line. A model for 
every need! 





PROFIT MORE WITH A SUPERFLAME FRANCHISE! 


TO: QUEEN STOVE WORKS INC. DEPT. EM 53 
ALBERT LEA, MINNESOTA 


Bie 


pone WEATER SALES 


° 


Send FREE "29-Way" Book and details of big 1953 SUPERFLAME pro- 
motion, Also name of my distributor. 


ein | 
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QUEEN STOVE WORKS, INC., ALBERT LEA, MINNESOTA 
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Let us give you the 
complete story. If a 
dealership is open 
in your territory, we 
really have some- 
thing to talk about. 
Write us at Aurora. 


METAL PRODUCTS, 
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General Offices: 521 Monroe Avenve, Aurora, Illinois 


Factories: AURORA, ILLINOIS * YORK, PENNSYLVANIA 


Sold Nationally through Direct Factory Dealers 


PRODUCTS 


o/ 
L 


his food requirements. The basis for 
the loan is split up into three fou 
month periods with a maximum out 
tanding on the part of the bank never 
exceeding one-third of the amount of 
the total loan for the year 

Bess stated that banks handling 
freezer food plan paper often lack 
knowledge and information in the 
lower echelons, particularly among 
those who are responsible for accept- 
ing or rejecting individual credit risk. 
He added that a thorough understand 
ing on the part of banks and bankers 
of how a legitimate freezer food plan 
operates would convince them that a 
minimum financial risk is involved. 

A reported 2,000 food plans are 
now in operation according to Bess 


New Ad Approach 


A different approach to appliance 
merchandising is being employed by 
Apex Electrical Mfg. Co. with its 
1953 advertising theme, “We Don’t 
Believe in Work for Women.” 

This theme is a major change in 
Apex advertising and is designed to 
integrate the effect of all Apex pro 
motion on the consumer. ‘The firm’s 
problem, according to ad manager 
H. G. McDavitt, is to give fair play 
to each appliance and still emphasize 
the Apex reputation as a progressive 
and reliable major manufacturer. Use 
of this theme is designed to give full 
attention to an individual appliance 
in each ad and avoid possible confu 
when many products are pro 
moted in a single layout 


sion 


Vacation Lure 


A nationwide “Homemaker’s Holi- 
day” consumer contest is spearheading 
1 concentrated spring sales program 
for Kelvinator products. 

The contest’s prize list contains 
5,424 awards, with the top lures being 

+ cash awards of $1,000 each for the 





vacation. Some 120 awards include 
Kelvinator appliances, with 5,280 
cash awards of $25 and $5 rounding 
out the list. : 

Kelvinator opened its program over 
the Easter holidays and will run it 
until the Fourth of July, hitting right 
between the two major holidays, long 
a traditional appliance selling season. 

Kelvinator’s contest will be sup 
ported by the biggest 90-day advertis 
ing campaign in the firm’s history 
I'he schedule opened with a full-color 
spread in Life April 6, followed by a 
heavy concentration of both black and 
white and color ads in national maga 
zines. Additional support is being pro 
vided on TV, while display material 
for dealer use and local radio, I'V and 
newspaper advertising are being used 
for local tie-in support 


Ad Primer 


A new all-in-one mat book and a 
quick primer on co-operative advei 
tising compiled for distributors arc 
among new features of Motorola’s cur 
rent T'V-radio promotion program 

he mat book includes ‘T'V, radio 
and auto radio ads in one book. Mo 
torola believes it is the most compre 
hensive book of its type, covering 
every possible situation. 

Ihe book features combination 
mats for both TV and radio ads, and 
also. includes printed on 
enamel stock which may be used for 
copy in offset printing. Mats are 
changed periodically to keep up with 
ad trends. A_ national advertising 
schedule is also included so that dis- 
tributors may tie-in their local promo 
tions. The standout picture and mit 
acle interlace of Motorola TV will be 
emphasized on the local level, as well 
as nationally. Stress is also made on 
the UHF market with emphasis on 
exclusive built-in UHF-VHF antennas 
and the all-channel tuner 

The primer 


sections 


Serves as an introduc 


All Aboard for Appliance Tour 





UTILITY EXECUTIVES had a chance to become railroaders when they 


G-E’s new Appliance Park in Louisville 


toured 


Occasion was a G-E sponsored conference 


for 250 top utility executives in Louisville just prior to annual EE! sales conference 


in Chicago in late March 
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Sporting railroad caps in the picture above are, left 
to right, M. E. Skinner of Union Electric 
utility sales for G-E, and T. B. Ferguson and J 


St. Louis, G. T. Bogard, manager of 
C. Young of Texas P & L 


MERCHANDISING 













Retailers/are 





for the golden months of $3 


and NO WONDER Dealers are GOLD)... 


e MORE SALES...more easily 

@ MORE PROFITS per sale 

e MORE INDUCEMENT to customers 

e MORE and STRONGER National Ads 
and 


MORE NEW IDEAS for building business for 
PrrcAdo dealers now in the making! 











Get in on this great and growing 


Props wilh Dreslo push... write, wire or PHONE 


yy) plo your Distributor rovay: 


iit NATIONAL PRESTO INDUSTRIES, INC., Eau Claire, Wis. 
PRODUCTS 


OVER ie MTECL EO - SAH 82469 > O28 sto USERS ! 
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Here's the revolutionary Bendix “‘Duomatic’’—that 
washes, rinses, damp dries, and fluff dries an 8-pound load 
of clothes in one continuous, completely automatic oper- 
ation. 


This remarkable machine was no cinch to engineer, but 
a closed drying system with recirculated air unlocked the 
door to success. A drying system employing Nichrome 
heating elements—a 4,000-watt unit for heating the air 
blown thru the wet clothes, and an immersion unit (ener- 
gized only during washing). 


Says Bendix: “Our biggest problem was to select the 
best method of drying, and we feel we have come up with 
the most rewarding answer. Rewarding to users of the 
Duomatic. For not only is heat applied correctly at every 
stage of operation, but the all-important heater elements 
are made of Nichrome, the electrical resistance alloy which 
we find assures years of trouble-free service.” 


Yes, if you handle the Duomatic, you offer a great prod- 
uct with a great plus factor—Nichrome. Sales sights can be 
set high with ammunition like this! And, remember, Ni- 
chrome heating elements help sell avy electrically heated 
appliance. You'll find you move merchandise when you 
can tell a prospect: “Heating elements are of Nichrome, 
the world-famous alloy that is the very heart of top-notch 
appliances everywhere.” 


HARRISON, 
BRANCHES: Chicago, 


NEW 


Detroit, Cleveland, 












Nichrome” is produced only by 


Driver - Harris Company 


JERSEY 


Los Angeles, 











by the manufacturers 
who use it / 


2,9) 
mi 
= 
= 
> S 


Nichrome heating element 

made, to Bendix specifications, 
by Cutler-Hammer, tinc., Mil 
waukee, Wis. 














San Francisco 


In Canada: The 8B. GREENING WIRE COMPANY, Litd., Hamilton, Ontario. 


*T. M. Reg. U. 8. Pat. O®, 


MAKERS OF THE MOST COMPLETE LINE OF ELECTRIC HEATING, RESISTANCE, AND ELECTRONIC ALLOYS IN THE WORLD 
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tion to the cooperative ad manual 
sent to distributors. It contains in- 
formation on how to advertise, how to 
use the mat book and what dealers to 
use. Its purpose is to do a selling and 
educational job and to get better ad 
impact and continuity at the local 
level. 


Dormeyer Gathering 


Executives and distributors of Dom- 
meyer met in Chicago recently to 
launch a_ three-state cooperative 
Mother’s Day promotion. Key job- 
bers from Chicago, South Bend, Mil- 
waukee, Joliet, Aurora, Peoria and 
Rockford discussed the promotion and 


how to coordinate the local tie-in 
with the firm’s national program. 
The national campaign will be 


launched by Dormeyer in the Satur- 
day Evening Post and Country Gen- 
tleman. Newspaper ads will plug the 
Mother’s Day theme in Sunday edi- 
tions, listing specific dealers. Radio 
and TV commercials will be used, 
plus 24-sheet posters. Store display, 
plus direct mail and handouts round 
out the program. 

Dormeyer will hold twenty-two ad 
ditional sales meetings with other key 
distributors. 


Smith Opens Up 


The Permaglas-Heating Division of 
A. O. Smith Corp. has launched the 
most intensive dealer-alerting program 
in its history with a nationwide series 
of sales training meetings. 

More than 100 gatherings for dis- 
tributors and dealers in every principal 
city involved some 20 teams operating 
from the firm’s home base at Kanka- 
Smith expects 1953 to be 


| the biggest in its water heater experi 
| ence. 


The “Get Set to Sell” tour will 
reach more than 14,000 dealers, ex- 
posing them to a two and one-half 
hour presentation. Included is a 45- 


| minute sound film. Cost of the pro 


gram will run about $300,000 accord 

ing to S. E. Wolkenheim, general 

sales manager of the division 
Included in the program are a 


| dealer incentive plan and display con- 





test for the best window promotion 
New display material, literature and 
illustrated material is available. 


Stages Dealer Show 


A dealer show featuring top notch 
professional entertainment and_ad- 
dresses by industry leaders was pre- 
sented last month by the Texas Power 
& Light Co. 

The show got underway with a 
morning session which included ad- 
dresses by TP & L vice-president Ted 
B. Ferguson, W. W. Lynch, president 
and general manager of the firm, 
Walter L. Jeffrey of Nash-Kelvinator 
and A. T. Millott of G-E. Addressing 
the afternoon meeting were Mike 
Vereeke of Westinghouse, Cecil J. 
Prashaw of Frigidaire and Harry Price 
of Norfolk, Va., Entertainers on the 
program included singer Connee Bos- 
well, Nick Lucas, comedian Wally 
Brown and pianist Rolly Rolls. 
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No. 1274U ILGJET ive 
the power and quiet oper: 
No. UAI204 ILGJET 


tion of “"@ wheel design 
Quiet, powerful fan for office 


or 


Mounts on wall, ceiling 
store, and factory. Place on 


table in stores, offices, fa 
table, floor, or t 


Nos. 1274, 1334 ILGJETS tories. Bracket permits oper 
Powerful, quiet fan mounted ation from any angle. Bea net. Frictior 
tiful “eye-rest” pastel greer 

fron 





eration fror 


on rugged, adjustable-height 
ideal for circulat Two sizes, capacities 


office 


pedestal 
ing air in stores 





showrooms, for ‘‘man-cooling 


in factories. Glistening ‘eye 
rest’ pastel green. Two mod 
els, cor ties from 4950 te 
8700 cfm wo-speed 


No. DA203 ligdvalaire 
Double-purpose fan f 
lating oir by day 
by night. For homes, « 
Portable—place anywhere 
on floor or in window. Ad 
justs to any angle. Quiet a 
a whisper. Chrome-finished 


gvord and supports 4160 





cfm capacity, Two-sp 
No. RA203 ligrolicire 
Pivot-mounted far y light 


weight 
} oth-rollir 

















REG U S PAT OFF 


' 





Get complete details and prices on this complete line of “ILGJET” fans from your distributor, nearby Branch Office (consult classified directory) or direct from 


ILG ELECTRIC VENTILATING CO., 2874 NORTH CRAWFORD AVE., CHICAGO 41, ILLINOIS 
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BENDIX PROMO 
TION 
AS LO BEEN ‘WAY OUT FRONT 
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THE BENDIX ALL 
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acini Hat! THOSE 
THE BUSINESS ! 
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test Miracle in Aluminum 
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‘4 Keep some in the Fr 
good for freezing low-cost foods 
bi? for year ‘round use in the Bendix Freezer! ture-packed new Bendi 
+" ix 
Fs Each of these uses is a demonstration of the Refri 
1 a i igerators, Electric 
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Zz AA SOUNDS MIGHTY GOOD! WHAT 
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EVERYTHING! BENDIX THINKS 
OF EVERYTHING TO MAKE A 
PROMOTION GO OVER BIG. ADS, 
pd DISPLAYS, TRICKS, IDEAS—IT'S 

ALL IN THE “ALL-STAR PREVIEW" 
KIT— EASY TO USE, INEXPENSIVE, 


AND POWERFUL ! 




























ALL THIS AND THE NEW DUOMATIC TOO! J 
BROTHER, I'M TIRED OF WATCHING FROM / | 
THE SIDELINES —I'0 LIKE TO BE IN / ~ 














THE TIME TO GET ON THE 


en, 


“LUEZOMES Salles RO caer vee ee: 





WHY NOT? TOP PRODUCTS, 
TOP PROMOTION ——THAT'S 
THE BENDIX STORY. NOW'S 








BENDIX BANDWAGON! /\\ 


Tt 











and what a prom 


Now watch the traffic file in! 

Here’s a dazzling, exciting, and complete 
promotion introducing the wonderful new 
Bendix Kitchen Appliances—and what a 
traffic-builder it is! 

And Bendix, as always, is right on the 
mark—with a Premium—the new alumi- 
num foil Temptainers—that actually leads 
directly to demonstrations and sales! 

Use it! You'll get enough display pieces 
to make your store a riot of excitement, 
enough ideas to draw folks in from all over 
the area, ad mats and radio spots to make 
sure everyone knows what's going on! 

And don’t forget to play up another 
traffic-building Bendix exclusive—the fabu- 
lous new Duomatic Washer-Dryer! 

This is the kind of promotion Bendix is 
famous for. Now watch it pay off for you! 
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GET THE 
KIT! 
USE IT! 


SEND FOR IT 


NOW! 
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Bendix Home Appliances—Box EM5 
South Bend, Indiana 


The Bendix All-Star Preview is just the kind of 


promotion I like. How can I get in on it, too? 
Name 

Firm 

Address City State 


| I now handle Bendix Appliances. 


| 1am not a Bendix Dealer at present. 
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“O/// le 





W. B. Eastman, retailer, and owner of the A-1 Home 
Appliance Co., 1925 Pacific Ave., Long Beach, Cal., 
writes this about Ladies’ Home Journal’s Appliance 


Store Success Bulletin: 


“The suggestions from national advertising 
will be a great help in local media.” 


MSTRONG 
FOLD-AWAY 


THE NEW COMPACT 


| 2 in | Bel Srv ae 





No need to lift this portable 
electric ironer. It rolls easily 
and can be set up in any room 
in the house. Ironer is just 
27” from floor, a comfortable 


height when operator is seat- 


ed on any average chair. lroner roll is 
21” wide. Motor wholly enclosed, Ther- 
mostat controls heat and elbow control 
leaves hands free to guide clothes. Fin- 


ished in white enamel and chrome. 


Release spring 
catch swings 
ironer into 










storing position 
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» Stand is made of chrome plated tubing and gives max- 
imum support to ironer. Rubber floor bumpers at 
front prevent sliding and scratching. 


ARMSTRONG PRODUCTS CORP. 


Huntington 12, W.Va 












DEPEND ON IT! 


IT'S THE BEST 
OF ITS KIND 


Order from your Jobber Today or write for Literature on 
Armstrong lroners, Heaters and Lawn Sprinklers 





Quality Products 
Since 1899 








Coordinating the Campaigns 


January 

February 

March 

April 

May 

June 

July 

August 

September 

October | 24 
November 17 
December 7 3 


THIS CALENDAR suga¢ 





ting specific months for promotions 


14 
23 
26 
12 


WIN TOINTG [Rial @ol olin [wolw 


on specific products 


was prepared by the dealer coordination committee of the EE! from results of a 


survey of 38 utilities. Figure 
plan to promote particular products 


in each 


represents the committee 
which utilities, manufacturers 
ated promotion on a specific product 


was the outgrowth of a 


Freezer Book 


Hailed by company officials as “‘the 
first contribution by a freezer manu 
facturer toward educating consumers 
in the best use of a home freezer,” a 
128-page book on the “ABC’s of Food 
Freezing” has been published by Ben- 
Hur Mfg. Co. 

The book, written by Ben-Hur’s di 
rector of home Martha 
Kimball, uses a new approach in tell 
ing the freezer story in the homemak 
ers own language. This technique is 
carried out by several novel publishing 
gimmicks: dividers in the book are 
actually envelopes in which women 
may keep recipes and there is space in 
the book for the user to write in “My 
Own Suggestions.” 

Basic distribution will be through 
Ben-Hur distributors and dealers at 
$1.50 per copy, retail. A copy will be 


economics, 


juring each month of 


distributors 


square show how many of the 38 utilitie 


1954. Shaded areas 


recommendations for coordinated campaigns during 


and dealers could present a coordin- 


This spring’s campaign on electric range 
imilar calendar prepared last year by EEI 


packed in each freezer. It will be avail- 
able at reduced prices to schools, home 
economists, and consumers answering 
coupon ads 


Ads Plug Dealers 


For the first time in Reo’s advertis 
ing history, the firm’s lawn mower 
division will carry dealer names and 
iddresses in its national advertise- 
ments 

Reo has launched what the firm re 
gards the industry’s most extensive 
national advertising campaign. Idea is 
to stimulate power mower sales at the 
dealer level. As part of Reo’s new 
Gold Crown Dealer program, the firm 
will provide direct merchandising help 
to selected retail outlets. 

The dealer listing in the national 
ads are paid for by Reo. To qualify 





MARTHA KIMBALL, director of home economics for Ben-Hur Mfg. Co., and 
author of a new book, ‘The ABC’s of Food Freezing’ shows off a copy of the 
publication to president H. H. Uihlein, left, executive vice-president A. B. Bechaud, 
and general sales manager R. C. Graves, right. 
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FOOD FREEZERS 


GUARANTEED to outperform, outsell all others! 


The next few months comprise your greatest volume period for 
selling food freezers to the homemakers who want the best in 
freezing and storage equipment. The performance reputation 
of an AMANA FREEZER pre-sells customers even before they be- 
come aware of its many other virtues of beauty, capacity and 
guaranteed quality. For those who insist on the best, nothing 
less than famous AMANA quality will do! 
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= = 
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} 
; Backed by America’s greatest freezer 
¥ advertising campaign—the ‘most copied 
AB 7 l,[°] food freezer in America 
te 5, 
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AMANA REFRIGERATION, INC., AMANA 16, IOWA 


SUMMER-TIME ICE CREAM POPULARITY CREATES 
“PLUS” SALES FOR HANDYFREEZE DEALERS ! 


Increased consumption of ice cream 
during the hot summer months ahead will 
boost the sales of the Handyfreeze Ice 
Cream Freezer even higher — resulting in 

plus profit’ and extra sales for dealers 
who stock Handyfreeze now, according to 
Adam F. Hepp, sales manager of the 
Chicago Electric Mfg. Co., Chicago 38, Ill 


“More and more ice cream lovers each 
year,” Mr. Hepp said, “are taking advan 
tage of Handyfreeze ease and convenience 
to make rich, delicious homemade 
cream. It takes only minutes 
electricity doing the work.”’ 

An all year seller, the Handyfreeze is 
available in three models the one quart 


ice 
with 


size is perfect for every kitchen; the four 
and six quart sizes make any picnic or 
party a success, and are ideal companions 


for the food freezer eat some, store 
some. 
The Handyfreeze electric ice cream 


freezer is an ideal choice for any gift 
occasion. 

For complete details on the Handy- 
freeze ice cream freezer, plus other Chicago 
Electric Handyhot specialty appliances, 
write today to dept. EM-553, Chicago 
Electric Mfg. Co., Chicago 38, III. 





SELL THE 































STOCK Handyfreeze NOW 
FOR “‘PLUS PROFIT’ DURING 
YOUR SUMMER SELLING SEASON! 


Cash in on the popularity of better tasting, old 
fashioned home-made ice cream at picnics, 
outings, garden parties, back-yard bar-b-q's. You 
can be sure of ‘“‘plus profit’’ and extra sales with 
the Handyfreeze electric ice cream freezer. The 
Handyfreeze Counter Merchandiser unit shown 
above provides a complete sales department in less 
than one square foot of space. Yes, you tap an 


MARKET FOR PLUS PROFIT! <- 


i 





4-Quart HANDYFREEZE 






Cat. No. 2204, aan Ristrssesesesst 
i 7. saae 
List price tn : Nand eed it 
6-Quarte HANDYFR ? } ea 3 
Cat. No. 2206, AC-UL, top ce eam rmcerer + 


List price $31.95 
Slightly higher West of Rockies 


é é 
1-Quart HANDYFREEZE / £ 


Cat. No. 2201, AC-UL, 
List price $19.95 


* 


Stiri 



















Tastes lots Better - 
More Fun to Make! 











unsaturated market to get ‘‘plus’’ volume on re- 
minder and impulse sales—capitalizing on your 
customers’ self-service buying habits. Investigate 
the self-selling ‘‘plus-profit’’ opportunities , 
with Handyhot specialty appliances. Write 
for details today—Address dept. EM 5-53. 


ELECTRIC HOUSEWARES — 
FIRST CHOICE FOR EVERY GIFT OCCASION 


~~ 
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for the Gold Crown rating, the pui- 
chase of six or more power mowers 
and a Reo demonstrator is necessary 
during 1953. 

The advertising campaign is using 
four-color ads in six leading national 
magazines, with the opening shot in 
the April 26 issue of This Week Mag- 
azine. Gold Crown dealers will re- 
ceive a literature kit containing rc 
prints and blow-ups of the ads for dis 
play purposes. Tie-in mats are avail- 
able. 


Self-quiz Program 


A sales incentive program designed 
to increase personal selling effectiv« 
ness at the retail level has 
launched by Hotpoint Co. 

A new self-training technique based 
on the self-quiz so popular in maga 
zines and books will be used for th« 
first time in the appliance industry. A 
booklet using this technique is avail 
able to all retail salesmen. It covers 
all Hotpoint appliances and contains 
questions in the form of assignments, 
typical prospect objections and sug 
gestions of demonstrations to illus 
trate a point. Each question chal 
lenges the creative thinking ability of 
the retail salesman, how fast he can 
think on his feet and how well he can 
put an appliance feature across to th« 
customer. 

Deadline for filling out the booklets 
is May 29, giving salesmen the chanc 
for more than 50 national and local 
prizes. A series of four sales training 
meetings with Hotpoint’s distributor 
salesmen have now started. Initial 
meeting for the Hotpoint organiza 
tion is on a sales development kit, 
“Help Yourself to Sales.” 


been 


Admiral Ties-in 


Admiral Corp. has completed it 
three-week clock-radio promotion as 
part of a merchandising tie-in with 
Kroger Stores and the Colgate-Palm 
olive-Peet Co 

An Admiral clock-radio was featured 
in displays of Colgate products in 
1,900 Kroger stores from March 23 
until April 11. Tie-in was worked so 
that Colgate introduced its Peter Pan 
soap and called attention to Peter 
Pan theme in Admiral’s merchandis 
ing and advertising. 

The Kroger stores featured the ra 
dios in newspaper ads and window 
streamers, awarding a radio to a con 
test winner in each store. As a plus 
feature, a choice of an Admiral refrig- 
erator or TV receiver was offered to 
50 national winners of the contest 


Circus Tie-in 





Elna sewing machines have been 
adopted as “official” sewing. machines 
by the Ringling Bros. and Barnum and 
Bailey Circus and local tie-in promo 
tions will be arranged with dealers in 
every community visited by the circus. 
Circus-type posters, balloons, ad mats 
and blow-ups of an Elna ad in the 
circus program will be furnished deal- 
ers in these communities. 
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Cl ACL 
RCA Estate Range 
in 3 minutes! 


~ an 
G 
= 


DUNCAN HINES uses an RCA Estate 
Range in his home because it 


GRIUS, BAKES, 


Rar SA 2 in Oo Se 


A new Retail Selling Center that adds showmanship 
to your salesmanship—closes more sales faster 


First in product features, first in merchandising aids, RCA Estate 
is first again — with a revolutionary demonstration kit that turns 
browsers into buyers and sets up the sale for you. 


For slashing sales time per dollar of profit, for putting words 
into a green salesman’s mouth and equipping outside men for 
eye-and-ear selling -— you’ve never seen anything like these 
stunning full-color, three-dimensional reproductions of foods and 
range features. 

So don’t delay. Order now. Don’t miss sales and profits. You 
can sell more RCA Estate Ranges . . . and sell them faster. . . 
with this sensational new self-merchandising kit. 





Props plus patter for home selling 

Feather-light, lithographed on easily- 
cleaned vinylite plastic (not plaster-of- 
paris) — these selling aids tuck into a 
streamlined kit, furnished as standard 
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These visual selling aids will stop the cus- 
tomer and carry step-by-step through each 
RCA Estate feature. Each piece includes a 
“patter-panel” of 20-38 words that you or 
your customer can read. No memorizing 
necessary. 









25 Qt. Kettle Cutout — 
Pop this life-size 25) 
kettle on thé supers 
unit. Show how 
looks on thee 
unit, Your 
half made: 





56 Bibeuits ees 
56 uniform biscuits on one pan, 
covering the entire oven wehbe 
prove in woman-lan that 
RCA Estate’s Balanced Heat — 
Oven is free of hot or cold spots. 
as 


ware 








Simmer’ B 
better than a @@@ 


woe 


. ag 
eon WENNSIATE, soe 
ean, NL, NRE —. 
| 
Plastic Headliner 


Ask your distributor about this sales kit, or write Advertising De- 
partment, RCA Estate, for free 24-page booklet, “How to Sell an 
RCA Estate Range in 3 Minutes,” a basic primer on range Selling. 


equipment, that carries like a breeze. 
Almost as good, and more fun, than 
carrying a range on your back — it lets 
your hands help your tongue to sell. d 


GAS and ELECTRIC RANGES 


RCA Estate Appliance Corporation, Hamilton, Ohio 


A Radio Corporation of America Subsidiary 
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AG » © 
ManuracnuRiy® C®, 
RUBBER ROLLS 
TUMBLE TYPE CLOTHES DRYERS 


CABLE 
LOVELL. ERIE 
A.8.C. CODE S™ Eornon Ie pmoveD 
WESTERN UNION 


March 25, 1953 


Mr. Harry Hahn 

Sales Manager 
Electrical Merchandising 
330 West 42nd Street 

New York 36, New York 


Dear Harry: 


This May Lovell celebrates its 25th Anniversary as a major advertiser. 
The first ad appeared in Electrical Merchandising. 


It is interesting to Look back and see why we started. In 1927 Lovell 
had a top-notch steel wringer which had kept pace with developments in 
the washer industry. However, we found ourselves in competition not 
only with other wringer manufacturers but with our own customers 45 
several of them actually were produc ing their own wringer equipment. 
We were sold on the idea that to maintain our top position, national 
trade and consumer advertising was the wise procedure to follow. 


Electrical Merchandising was picked to help us do this job because it 
was accepted so widely by the men we wanted to sell. Along with our 
Agency, we believed then that Electrical Merchandising was the leader 
in the field and we still do after twenty-five years. 


During the years we have di scovered that thousands of dealers and 
distributors all over the country have been reading Lovell's messages. 
Obviously these people have 4 lot to say about the wringer equi pment 
on the washers they sell and Lovell has naturally benefited. 


After world war II, when we entered the clothes dryer field on a voiume 
production basis, we again concentrated our messages to the appliance 
trade in Electrical Merchandising. 


Naturally we are convinced of the value of advertising and certainly 
consider = j handising as the keystone of our efforts aur- 
ing twenty- i in our history. we 
expect to continue using E ical Merchandising regularly because 
it not only reaches the men we must sell, but the men our customers 


must sell. 


It is my hope that our pleasant and profitable relationship continues 
for many years to come. 

very truly yours, 

LOVELL MANUFACTURING COMPANY 


CX Doll 


President 
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ELECTRICAL MERCHANDISING 


still the keystone of our advertising” 


... $ays Ed Dall, 
President, Lovell Manufacturing Company 


LOVELL’S loyalty to ELEcTRICAL MERCHANDISING is 





not only gratifying . .. it proves a basic advertising 
premise once again. Advertising builds recognition 
which makes selling less costly and distribution more 
efficient. Your advertising can be more economical when 
it is in the leading publications. Do as Lovell has done 
to reach the Industry buying influences your salesmen 
or distributors never see. If you now use five publica- 
tions concentrate in the two leaders in the field. The 


money you save can work more eflectively elsewhere. 


Follow the example of Lovell and scores of satisfied advertisers in ELECTRICAL 





MERCHANDISING. Give ELECTRICAL MERCHANDISING the top spot in your trade 


advertising plans. It will help you improve distribution and cut sales costs. 


More dealers and distributors buy it than any other appliance- radio-TV 


publication. Distributor executives vote it their “Most useful publication for 


sales-making ideas.” ELECTRICAL MERCHANDISING, the Industry’s Best Seller, 


reaches the sales-minded men in your best markets, Use it regularly for best 


sales results, 


SERVING THE APPLIANCE-RADIO-TV INDUSTRY 
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-ORLECTRICAL © 
MERCHANDISING 


A McGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK 36, W. Y. 
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The fastest selling season for air driers 
is almost here—there’s just time for 
you to get set to sell them! 

You'll 


Driers are easy to sell. Be sure you 


discover that Oasis Air 


have a Moisture Monster Display on 
your sales floor—customers see it .. . 
ask questions .. . and buy Oasis! 

And you make real money when 
they buy, because there's no loss on a 
trade-in, no installation costs for you 
to absorb, and little or no service 
problem! 

Every home owner in your com 
munity who has a damp basement is 
a prospect! We are telling them how 
Oasis Air Driers can dry up those 
basements—with advertisements in 


Saturday Evening Post, Better Homes 


will move a lot 
of AIR DRIERS 


this season... 


...be sure YOU 
cash in, too! 


& Gardens, House Beautiful’s Mainte- 
nance & Building Manual, House and 
Garden Book of Building, and other 
national publications. Get your free 
Oasis promotional package 
this national advertising now. Get 
your share of the big air drier profits 
this year! 


Write today for complete details! 





OASIS Ait Diier 


ELECTRIC DEHUMIDIFIER 


THE EBCO MANUFACTURING COMPANY, 405 W. Town St., Columbus 8, Ohio 


Make profits out 


of your town’s 


damp basements 


L/P and 
MAL i 


proposition. 


NAME 
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THE EBCO MANUFACTURING CO. 
405 W. Town Street, Columbus 8, Ohio 


Send me full details on the money-making Oasis 


cuinieilitiiaaiiiipeionicisinicaral 


tie into | 


WASHINGTON 





'McGuire Act 


Fair Trade activity spread across the 
nation during the past month. 

Manufacturers, despite the high cost 
of policing their pricing policies down 
to each and every retailer, brought in- 
fractions to the attention of the courts 
in a determined effort to make it stick. 

Biggest attention-getters were the 
cases on which future rulings could 
be based, both in and out of the ap 
| pliance and radio-TV field. 

A Federal Trade Commission hear- 
ing examiner has dismissed the charge 
against Doubleday & Co. that its re- 
sale price maintenance agreements are 
illegal because the firm also distributes 
through retail outlets. Basic question 
was whether a manufacturer with dis- 
tributor functions may Fair Trade un- 
der the McGuire Act. Eastman Kodak 
and McKesson & Robbins are involved 
in similar cases. 

Meanwhile, both legislation and 
| court action was “in the works” from 
coast to coast. 

East. In the first ruling as to 
whether the McGuire Act overcomes 
the Wentling loophole, the Sunbeam 
Corp. came out on top. Case involved 
violation of Fair Trade prices on Sun- 
beam products by selling or trans 
shipping them to a discount house in 
another state (from Maryland to Dela- 
ware). Court said that there was no 





| unlawful burden or restraint upon or 


interference with commerce by the 

Act. 

Westinghouse came up with numer 
ous examples of their tight policing 
at retail level. A suit was filed against 
S. Klein of New York for violation in 

| the small appliance field. Westing 
| house asked for court injunction to 
| restrain Klein from selling at prices 
which are less than the minimum re- 
tail prices established by the appliance 
firm. Westinghouse said suit was 
brought to enforce contracts after 
warning to all dealers that enforce- 
ment would be pushed. Two other 
suits have been filed by the company 
in New York. 

General Electric is also involoved 
with Klein and the New York Su- 
preme Court has granted the firm an 
| injunction, ruling that G-E’s contracts 
| are valid within the terms of the 
Feld-Crawford and the McGuire Acts. 

In New Jersey, constitutionality of 
the McGuire Act may be tested in 
Sunbeam’s suit against Windsor Fifth 
Ave. 

In New York, six bills amending the 
Feld-Crawford Act are still in commit- 
tee; may not reach the floor. Masters 
Inc. was fined $1,250 on five citations 
of contempt for violating temporary 
injunction issued to General Electric. 
| They had previously been fined $750. 

The Appellate Court affirmed an order 
| of the Ravan Court granting G-E 
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Battle of Fair Trade 


Close watch on retail prices is kept by manu- 
facturers as court action in many states tests validity of 


a temporary restraining injunction. In 
Vermont, committee hearings have 
been held on a bill to establish Fair 
Trade in the state. 

Midwest. Arkansas, which has a 
senate bill in the works, let it die on 
the calendar. Michigan introduced a 
bill to repair damage done by the 
Shakespeare case. This case, in 1952, 
declared invalid the nonsigner clause 
of the Michigan Fair ‘Trade act. 
Missouri’s house bill to establish Fair 
Trade is awaiting committee action. 
The attorney general of Utah has ruled 
that under the McGuire Act contracts 
may be enforced against any violator 
operating within the state, whether in 
terstate commerce or not. 

South. A test case involving the 
constitutionality of Fair Trade may 
be coming up in Florida. ‘The state 
supreme court bypassed the question 
of the new Florida act in 1951 and 
stated that the findings of fact are 
presumably valid. Georgia is shaping 
plans for new Fair Trade legislation 
to be introduced this fall. Louisiana 
is arguing the LillySchwegmann cas« 
before the US Supreme Court of Ap 
peals for the Fifth Circuit; the con 
stitutionality of the McGuire Act was 
reaffirmed in the district court opinion. 

In additional action, Westclox an 
nounced the inauguration of a broad 
program of wholesale and retail Fair 
Trade contracts in all states having 
such legislation. 


Controls Pending 


Authority for the Federal Reserve 
Board to invoke Regulation W_ type 
of control over consumer credit any- 
time in the next two years, as voted by 
the Senate Finance Committee, faces 
a tough fight in both houses of Con 
gress. Chances for its passage, as part 
of a general economic controls law, 
aren’t better than 50-50. 

The attitude of Federal Reserve it- 
self indicates no fight will be made 
for the provision, at least from the 
officials who would have to police it. 
The Federal Reserve takes the atti- 
tude that it will assume the responsi- 
bility if directed by Congress to do 
so, but that it doesn’t want the job. 

As adopted by the Senate Finance 
Committee, the Federal Reserve 
would have sole authority to decide 
when controls should be used. Not 
even the president would have the 
power to tell the FRB when to use its 
powers. If adopted in its present form, 
the authority would be in effect until 
June 30, 1955. 

On materials controls, the govern\ 
ment has whipped up a new and sim- 
ple priority Aone for Defense Dept. 
and AEC contractors, to take effect 
July 1 when CMP expires. 

Under the new scheme—the De- 
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Miant i r@ uel e Better Eating You sell food appeal and so does Manitowoc 


. in full, natural color. 


ETA IED Advertising Better Living You sell new convenience and so does dis- 


tinctive Manitowoc upright design. 
eC Wa Quantity Buying You sell economy and so does Manitowoc 
SOUS The TL . .. big capacity permits quantity purchases at low prices. 
/ Quality Product You sell pride of ownership and guaran- 
Yod By), é teed performance and so does Manitowoc. 
See your Manitowoc Distributor now and let him show you how 


to get your full share of the big summer freezer business. Mani- 
towoc Equipment Works, Manitowoc, Wisconsin. 










See Manitowce Advertising in Saturday Evening Post ©@ Better Homes and Gardens ® GoodHousekeeping ® Outdoor Life ® Sunset 
Successful Farming ® Progressive Farmer ® Capper's Farmer ® Farm Journal @® Country Gentleman 
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@@ Remember... if it’s 

FIBERGLAS-insulated, 
that’s a 

good sign of quality PP. | 


EVERY WEEK, FIBERGLAS* PRODUCTS ARE ADVERTISED 
TO MILLIONS ON “ARTHUR GODFREY TIME” 
CBS Television and Radio 












OWENS-CORNING 


FIBERGLAS 





Now more than ever, 







A swell feature to have... 


A swell feature to sell... 


OWENS-CORNING FIBERGLAS CORPORATION 
Toledo 1, Ohio 


Pat. Off.) of Owens-Corning Fiberglas Corporation for a variety of products made of or with fibers of glass. 








*Fiberglas is the trade-mark (Reg. U.S 





fense Materials System—manutacturers 
on defense work will get priority to 
buy steel, copper, aluminum, tools, 
and components. The priorities will 
be passed on to subcontractors and 
suppliers, and will be also issued to 
selected defense-supporting projects. 
Mills will be instructed to set aside 
specific tonnages for defense-rated 
business. 


In Hot Water 


lhe Federal Housing Administra 
tion is about ready to ile down 
tandards for water heaters in homes 
which are to be built with federally- 
insured financing 

\s the agency that administers the 
home financing insurance program, 
FHA sets the minimum standards for 
material, equipment and construction 
of the homes eligible for government 
backed mortgages. It has been under 
fire from both the gas and electric in 
dustries since last December for its re 
vised requirements for wate! heaters. 

The agency is now taking another 
look at its water heater requirements 
and staff members of the FHA under- 
writing section are fairly well agreed 
the standards will be lowered. 

lor electric water heaters, present 
standards require the equivalent of 66 
gallons of storage, 12 gallons per hour 
recovery and a 3,000 watt input. 

These new standards became effec- 
tive last December for new FHA appli- 
cations. Homes that were started soon 
after that are now getting to the point 
of installing the water heaters, and the 
fracas over the new standards has just 
begun in earnest. 

Florida Power Co has been one of 
the most vocal in protesting the new 
requirements. It neither sells nor 
services water heaters, but it does fur 
nish the electric energy for them in its 
service area. It has argued that the 
requirements are forcing home build 
ers to turn to gas heater 

NEMA has also registered a strong 
protest. 

Some of these electrical interests 
have even gone so far as to accuse 
FHA of writing the regulation to suit 
the gas utilities and appliance makers 
But, on the other hand, FHA reports 
that protests have been equally strong 
from the gas industry. 

Previous to the issuance of the pres 
ent standards for water heaters, FHA 
had a sort of. sliding scale for heater 
standards that applied to all types of 
dwellings. 

These standards, both present and 
past, are the minimum standards set 
by the federal agency. Local FHA 
offices have the authority to apply 
more rigorous standards. 

One of the reasons that FHA has 
set the standards high for water heaters 
is the increasing use of sequence 
clothes washers and their increasing 
demand for hot water. The first of the 
washing machines which wash and 
rinse clothing required only 15 gallons 
of hot water for a complete opera- 
tions. Recent models take as much as 
25 gallons of hot water to wash a tub 
of clothing. 

But in spite of this factor, FHA is 
now collecting figures that it believes 
may justify scaling down its require- 
ments for water heaters in new homes. 
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peewee |\erchandise the Aluminum Advantages 
in Home Freezers 
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Be sure to see ‘Mister Peepers" every Sunday night, 7:30 EST, NBC-TV; hear ‘Fibber McGee and Molly" every Tuesday night, 9:30 EST & PST, NBC 


REYNOLDS s@ ALUMINUM 


ALUMINUM MAKE S THE Piv? 238 6s 1 N ROP LIA RSE ES 
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Robert J. Connor, retailer, and Secretary of C.C.Collins 
& Son, Inc., 2308 University Ave., Madison, Wis., writes 
this about Ladies’ Home Journal’s Appliance Store 
Success Bulletin: 





“We intend to study these bulletins 
carefully and have as many of our 
personnel as possible read them.” 





WITH 





SLINGABOUTS 


Avoid damage to appliance parts and finishes dur- 
ing delivery. Deliver them in the modern protection 
of Webb Slingabouts. They're durable, waterproofed 
canvas jackets, thickly padded to absorb shocks. || || 
Layers of soft flannel lining prevent scratching. || | 
Sturdy handsling for easy lifting and carrying. Sling- ||} 
abouts slip on in seconds, last for years and come | 
in sizes for all leading appliances. ‘ 


WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 
Send Slingabout prices for Model + 
Refrigerators 
Make Sadie 
Name Lhd 
Range 
Address aro 


Washer 
Appliance Other 
City State 


(please specify) 
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Compatible Color 


House hearings make it clear that industry spon- 
sored system is making progress—but its time of arrival 


is a matter of opinion 


lhe kind and time of arrival of 
color television is now squarely up to 
the National ‘Television Systems Com- 
mittee—insofar as the U. S. House of 
Representatives is concerned 

‘hat’s the conclusion to be drawn 
from the hearings held recently by the 
Hfouse Interstate and Foreign Com 
Committee. But still on the 
horizon are hearings by a Senate com 
mittee—which may be more critical of 
the industry than was the House 
group 

\ strong plea by G-E’s Dr. W. R 
G. Baker for the House unit to hold 
off on any move to push color tele 
vision until the NTSC standards have 
been thoroughly tested (a four to six 
months process) was generally agreed 
to by FCC chairman Paul Walker in 
testimony before the House group. “It 
would be futile to conduct a hearing 
now,” he said, “while NTSC is work 
ing in a sincere effort to produce a 
satisfactory compaticle system.” 

Walker warned that once the stand 
ards are presented to the FCC there 
will be a formal hearing to make sure 
that the system is right. But, he said, 
issuming there is no active opposition, 
the Commission should be able to 
complete its work in from two to pos 
sibly six months after the standards 
are submitted 

In mid-April the House group and 
invited guests took a look at several of 
the industry-sponsored systems. What 
they saw pleased them and led some 
of the legislators to call for quick ap 
proval of color. 

How Long, How Much. Estimates 
given the committee as to how long it 


miecrce 


Expansion Program 


will be before consumers can buy 
color sets and how much they will 
cost brought varying answers. D1 
Baker said his personal guess on thi 
time interval was from nine to 15 
months—approximately the same gucss 
given by CBS president Frank Stanton 
who said six to 18 months. Most 
pessimistic 1eport came from Dr, Allen 
B. Du Mont who said that color is 
five to ten years away as far as the mass 
market 1s Committe: 
chairman Wolverton expressed the 
hope that color would be on the mat 
ket in small quantities by Christma 

As far as costs go, RCA estimated 
that initial sets would be 50 percent 
than black and white models 
with a levelling off to about 25 per 
cent. Du Mont estimated that a 17 
inch set probably would cost about 
$600 and said color would run about 
50 percent higher than black and 
white. A Philco spokesman said that 
color receivers will always be substan 
tially higher in cost. 

More Problems. ‘There is some po 
sibility that the industry may also soon 
have to answer questions from a Sen 
ate committee and early indications 
are that this group may be more criti 
cal and suspicious of the 
failure to adopt the 
proved CBS system 

This much was certain: retailers 
who last month had to convince skep 
tical customers that they should buy a 
set now even with the color hearings 
in the headlines were going to have to 
do the same thing all over again onc 
the Senate group’s hearing gets undcr- 
way. 


CoTi¢ erned. 


MOT; 


industry’ 
prey iously ap 





BREAKING GROUND for new three-story building at Emerson Radio and Phono- 


graph Corp 


in Jersey City, officials of the firm are joined by Mayor John V 


Kenny in the traditional ceremony. Standing (left to right) are: Edward Kelly, 
vice president, Mayor Kenny, Benjamin Abrams, president, and Jersey City official 


Donald Spence. Building is expected to be finished by September 


permitting an 


increase of 2,000 additional factory and office workers 
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Chalk-Up Chart 


Sno-Flake Storehouse 


Only HARDER-FREEZ 


offers ALL these selling features! 





The new Golden Leisure Line of Harder-Freez Home Freezers is jam- 


packed with all these high-powered, new convenience features PLUS 


an ultra-modern design of sparkling new beauty that brings new glamour 


into any kitchen! New beauty, new time and work-saving conveniences 


—a hard-to-beat combination that’s fast proving Harder-Freez the “line 


of least resistance.” Built and sold by same company for over 8 years! 


With a market that’s still a long, long way from approaching saturation, 


now’s the time to examine your freezer set-up! If your freezer future ap- 
pears dim— switch to Harder-Freez, the freezer line with a golden future. 


You'll find Harder-Freez has everything it takes to help you cash in on 


this tremendous new market! Get all the facts, today! 


Touch-Dial 


HOME FREEZER " Touch-Dial 


Temperature Control 4 ; the freezer that’s 9 ways easier! Temperature Control 














25 Cu. Ft. Upright 


SELL THE COMPLETE 


Eye-Level Accessibility 

















35 Cu. Ft. Upright 
25 Cu. Ft. Upright ” 
20 Cu. Ft. Upright 


te cee te 


DEALERS: ask for name of distributor in your 


territory. DISTRIBUTORS: a few exclusive ter- \\\\\ © I 


ritories are available. Call, write or wire-— SEI 
Harder-Freez Division, Tyler Fixture Corporation, - 
™~ 


Niles, Michigan. 














15 Cu. Ft. Chest 


GOLDEN LEISURE LINE! 


Exclusive Center Plate: 
Coil * 


15 Cu. Ft. Chest 





= 20 Cu. Ft. Chest 
15 Cu. Ft. Upright 


ec lt 












oil wall furnaces 
break sales records! 





































































You ought to find out what 
they can do to boost sales for 
YOU! From New York to 
Seattle they’re breaking all 
sales records—the “hottest” 


furnace on the market today! 


COMPACT DESIGN 
COMPLETE FACTORY ASSEMBLY — 


Including all controls 
EASY INSTALLATION — 
NO HEAT DUCTS NEEDED — 
SILENT BURNER — No moving parts 
100% AUTOMATIC OPERATION — 


All electric ignition and control 
system — No pilot light 





HALL VIEW shows how unit fits com 
pactly in small space, needs no ducts, 
heats bedrooms and bath for whole 


house comfort. 


LIVING ROOM VIEW shows attrac 
tive, out-of-the-way installation, 
opportunity for convenient furniture 
placement and wall-to-wall carpet 
ing. Large radiant panel on living 
room side provides instant, body 
warming heat rays. 
Model shown, No. 85 H.C. LITTLE O/L WALL 
FURNACE, has 65,000 BTU/hr. output. 
Model No, 60, not shown, has 
40,000 BTU/hr. output 


Warm-air-discharge and return-air- 
intake grilles on BOTH sides of unit 


assure a gentle circulation of warmth. 


MAIL COUPON FOR MONEY- 
MAKING FACTS TODAY! 


H.C. LITTLE BURNER COMPANY, INC 


Burner Company, inc SAN RAFAEL, CALIF Dept. M-5 
Send money-making facts about your Oil 


SAN RAFAEL, CALIFORNIA WALL FURNACES to the following 


H.C. LITTLE DISTRIBUTORS: 
Aurora, til 
Baltimore, Md 
Belmont, Mass 
Boise, idaho 
Columbus, Ga 
Detroit Lakes, Minn 
€ast Orange, N.J 
Foyettevilie, N. Car 
Portland, Ore 


Name 


Reno, Nev 

Rochester, N.Y 

St. Louis, Mo 

St. Petersburg, Fle 

Solt Loke City, Utah 
Seottle, Wash 

Spotane, Wosh 

Toledo, Ohio % 


‘ 
| 
| 
| 
| 
Prescott, Ariz | 
i 
I 
| 
! 
! 
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Things to Come 


Those attending IRE convention hear talk of 
transistorized radios, electronic air conditioners and a 
camera attachment for TV at home 


Over 30,000 engineers and scientists 
gathered in New York in late March 
for the 41st annual convention of the 
Institute of Radio Engineers. Await- 
ing them was a four-day program of 
technical papers and a $10 million ex- 
hibition of electronic apparatus. 

The average retailer would un- 
doubtedly have been more bewildered 
than enlightened by the exhibit—but 
on display (or being talked about) were 
electronic advances which may have a 
profound effect on his business over 


the next ten years. Consider, for ex- 
imple 
Transistors: ‘These tiny devices, 


which are replacing vacuum tubes in 
many applications, were undoubtedly 
the “stars” of the IRE show. The first 
general press conference was devoted 
to a round-up of developments in this 
field and several technical papers pre- 
sented during the convention covered 
rescarch on transistors. The opinion 
of many attending the IRE sessions 
was summed up by RCA board chair- 
man David Sarnoff when he told a 
banquet audience that “this new tool 
of science will widen the usefulness 
of electronics.”” General Electric off- 
cials revealed that they think radio 
makers can market a_ transistorized 
auto radio for the 1955 market—since 
iuto and portable radios will benefit 
from the low power requirements of 
the transistor. (See EM January, page 
7S7.% 

New Products: During the IRF 
banquet at which he received the first 
IRE Founders Award, General Sarnoff 
discussed the future of electronics and 
once more called attention to develop- 
ment work underway on an electronic 
air conditioner. He recalled that in 
1951 he had asked for “three presents” 
on his fiftieth anniversary in radio in 
1956. They were: a tape recorder for 


I'V programs, the air conditioner and 
a true amplifier of light. Considerable 
progress has been made on the re- 
corder, General Sarnoff said. The elec- 
tronic air-conditioner, he said, “‘is still 
in the embryonic stage, but I saw signs 
of life” during a recent preview at the 
RCA Laboratories. Such a unit would 
“eliminate motors, blowers and com- 
pressors, and therefore (be) noiseless 
in operation,’’” General Sarnoff said. 

Camera At Home: General Sarnoff 
also discussed another new product 
which was covered at greater length in 
a paper delivered to the IRE by Dr. 
V. K. Zworvkin of RCA. The device 
is a simple television camera attach- 
ment that can be combined with any 
standard T'V receiver. It would trans- 
form any TV set into a closed-circuit 
viewing apparatus and would find 
many uses in the home, Dr. Zworykin 
said. If placed in mass production, the 
new device could be produced cheaply 
enough so that sets so equipped would 
be priced at little more than the cost 
of the receiver he said. 

Zworykin pointed out that broad- 
cast television has so far overshadowed 
all other TV applications but that 
closed-circuit TV is finding increasing 
use in industry 


It's 250 Million 


The receiving tube division of Ray- 
theon Mfg. Co. made its 250 mil- 
lionth tube last year, completed 30 
years of operation and chalked up the 
greatest sales year in its history. 

These figures were revealed by N. B. 
Krim, vice president and general man- 
ager of the division, before a sym- 
posium of manufacturer’s representa- 
tives on March 20. More than 20 
salesmen representing the firm’s tube 


Gathering of the CBS Clan 





SHOP TALK was mixed with dinner conversation during recent get-together of 


CBS-Columbia distributors at Chicago's Edgewater Beach Hotel 
Harris Radio Co.; 


right) are: Ed Cherney, 


Seated (left to 
Mike Miller, Simpson Marcus, Ray 


Minor, ail of Simpson Marcus Co.; Art Nelson, CBS-Columbia; George Cannon, 
Intermountain Supply; Harry Bigel, Electric Supply and Frank Schmid, Elco Co. 
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Great new LIFE promotion 
creates impact for Sparton dealers 





SPARTON COSMIC EYE TELEVISION 


Displayed by America’s better stores 








Above, special Coronation display by John Wanamaker, salut- 


for its Viv id R ~alism ing Sparton realism in their famous New York store this 


week. Model shown is the beautiful 21° Sparton Carrington 


for its Performance 


Sparlon 


cosmic eye lelevision 





For a new concept of T\ performance Sparton cabinets are made in Sparton’s 
see Sparton Cosmic Eye Te H n furniture o > 


Look for Spartons in the better stores 
of the hat have built ' 
































Se SS — - -—_ —— 


Push “Cosmic Eye,” the most topical name in TV 





17” DANBURY 


$209.95 





21” DORSET 21” 


$299.95 


21” DEREY 


$249.95 
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CARRINGTON 27” CONTINENTAL 


$389.95 $675.00 


With All-Channel Tuner 
$725.00 





1953 











7” There never was a 
better time to be 


a Sparton dealer 


The public loves it! That’s what Sparton dealers 
are reporting, already, about Sparton’s all-out 
LIFE promotion, 


And they’re cashing in on it, too... on the 
stunning local impact of this powerful appeal 
to LIFE’s 24,000,000 readers: on LIFE local 
promotions, LIFE merchandising, LIFE retail- 
selling aids. They’re feeling the kind of selling 
power TV dealers dream about! 


But there’s more to come! Every four weeks, 
all year long, another beautiful ad places 
Sparton dealers among “America’s finest stores”. 
To LIFE readers in your area that means you, 
for you are the only Sparton dealer in the 
community. Take advantage of it. Get the tie-in 
materials that identify you from your District 
Merchandiser now. 


If you’re not a Sparton dealer, there may be 
room for you on the bandwagon. Write B. G. 
Hickman, Sales Manager, and ask if there’s a 
Sparton franchise open in your area, 


These franchise benefits make LIFE pay off 
for Sparton dealers 
A protected market: I)xclusive selling rights in your 


community or shopping area mean you get the full 
power of LIFE’S loeal impact. 


Liberal discounts: You get probably the longest dis- 
counts in TV, and you earn up to 3% retroactive 
discount, 


Direct-to-dealer selling: Profit is all yours—there’s 
no middleman to split with. 


Low customer-service costs: Sparton's trouble-free 
performance means satisfied owners, Complaints and 
nuisance calls are practically nil. 


A quality brand: Sparton has been manufacturing 
quality products since 1900, The Sparton you sell today 
is the result of over fifty years of research and pioneering 
in engineering and electronics. 


parfon 


cosmic eye television 


SPARTON RADIO-TELEVISION « JACKSON, MICHIGAN 
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“Our store traffic has greatly increased 


and everyone remarks about 


the beautiful store front,” 


reports C. D. Colip, President 


Colip Brothers, Inc., South Bend, Indiana 


PITTSBURGH PRODUCTS used in this open-vision installa 
tion include Polished Plate Glass, Pitteo Store Front 
Metal glass-holding and decorative members, and a 
Pittsburgh Doorway. Use the magnetism of a modern 
front like this to bring more customers to your store, 
Architect: Andrew A. Toth, South Bend, Indiana. 


ge tore merchant proved—with increased traffic 
the pulling power of an attractive building 
when he installed a modern Pittsburgh Store Front 
No doubt about it, it’s the establishment that looks 
good that makes a good sales showing. 

Why not give your appliance store the up-to- 
the-minute look that makes a place of business 
stand out from its competition? Modernize, inside 
and out, with eye-catching, sales-winning Pitts 
burgh Products and reap the rewards of increased 


\ 
Store Fronts | 
\ 


and Interiors 


by Pittsburgh 
Noes 














PAINTS 


tres & R GH PLATE 





traffic, bigger sales volume, bigger profits. In the 
meantime, send for our modernization booklet 
which contains further information on the com- 
plete line of Pittsburgh Products, as well as ex- 
amples of Pittsburgh modernizations. Just return 
the coupon below. 


aD GEE? SEP GED ERED OUND GED GUD GED END AED GES WED GED GED GED OED eED OED eED Em em enw ee 7 
Pittsburgh Plate Glass Company | 
Room 3229, 632 Fort Duquesne Blvd., Pittsburgh 22, Pa | 

| 

Without obligation on my part, please send me a FREE copy | 

of your modernization booklet, ‘How To Give Your Stor 

The Look That Sells.” | 

erie Bite Va Edis «6 daha wees 

Address | 

| 

City State | 

ae ane eee eee aoe ame oe oe ee ee ee ee ee eo oe oe al 


GLASS - CHEMICALS - BRUSHES - PLASTICS - FIBER GLASS 


eS Se eee a ee ee 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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distributor sales operations attended 
the affair at which the division and its 
products were discussed. 

Krim stated that the Raytheon 
tube divisions had come a long 
way since the early 1940's, having ex 
panded their personnel and space 
seven times with over 10,000 people 
and one million square feet devoted 
to electron tube and germanium prod 
uct manufacture. He predicted that 
within the next few years sales would 
be one and one-half times greatet 
than at present 


Clock Radio Boom 


Manufacturers of clock-radios will 
sell ‘well over” two million units in 
1953. 

That's the prediction of Russell T. 
Woodward, marketing manager of 
G-E’s Telechron Department, one of 
the principal suppliers of the timer 
mechanisms for such radios 

Woodward made the prediction in 
calling attention to steps being taken 
by Telechron to expand the clock 
radio market. He pointed out the firm 
has developed a new timer for de luxe 
models and has just announced a low 
priced timer for the low end of the 
line. “The first timer features two 
knobs in front (instead of three) and 
has an alarm hand in place of a disc 

lelechron is also spending some of 
| its own promotional dollars to stimu 
| late the sale of radios incorporating its 
| timers. A full-color center spread will 
| appear in the May 9 issue of the Sat 
|urday Evening Post 
| (In 1951, RTMA reported sales of 
777,000 clock radios. This jumped 
upward to 1,700,359 in 1952.) 





Farnsworth Honored 


Philo ‘Tl’. Farnsworth, vice president 
ind director of research of Capehart 
Farnsworth Corp., was honored March 
17 by the city of Green Bay, Wis 
Farnsworth and Anthony Wright, vice 
president of Capehart’s commercial 
products division, took part in the op 
ening activities of television station 
WBAY-TV. Farnsworth was _ pre 
sented the kev to the city by Mavor 
Olejniczak 


New Picture Tube 


\ new picture tube which has its fo 
cusing device and ion trap built into 
the tube itself was shown to the trade 
by G-E’s tube department during the 
IRE show in New York in March 

G-E officials say that the tube 
should simplify manufacture of TV 
sets, cut costs, simplify servicing and 
improve the picture. The tube elimi 
nates need for ion trap adjustments 
and, since it is permanently focused, 
does away with the need for a focus 
knob on the set 

The tube can be used as a replace 
ment for present day magnetic or elec 
trostatic tubes. Sets using the tube 
produced clear pictures even when line 
voltage was dropped to 90 volts or 
raised to 130 volts 
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How II Big Golor Ads In HLH Sell 








JAMES NO INSTALLATION Story 
lo Make Easiest Sales For You! 


No Plumbing ... No Wiring ... No Cabinetwork ...No Trade-ins... 
JAMES IS MOBILE — Just Roll It In and Forget Installation Troubles 





James “Wali of Water’ — the most effective 
washing action on the market today—helps you 
sell James quicker and have more satisfied cus- 
tomers. It is the only washing action that vigor- 


ously “scrubs” every surface of every dish in turn 








Easiest to demonstrate, easiest to sell: No plumb- 
ing... no wiring... no valuable space tied up. 
Glass top gives you easy, fascinating demonstra- 
tion of James “Wall of Water” action .. . stops 
customers, holds their attention while James does 
the dishes. 


ee 








with ever-moving, solid sheets of water... yet is 
safe for delicate dishes. Think of the word-of- 


mouth advertising you'll get when your customers 
discover that here, at last, is a dishwasher that 
really washes dishes! 










Watch for a big James ad in LIFE every month. 
This intensive campaign, reaching 57,900,000 (or 
3 out of 5 in your trade area), gives James the 
industry’s outstanding name... offers convince- 
ing proof that James outwashes all others. LIFE 
displays, etc., also make your selling job easier. 


And, James alone gives you the easiest-to-sell, most 
profitable-to-handle, dishwasher. Here’s why: 


James outwashes all others: Not just a claim; 
here’s a fact you can prove to your customers 
James’ exclusive “Wall of Water” action is guar- 
anteed to remove even dried’ egg yolk with no pre- 
rinsing. And James alone rinses with walls of 
automatically-heated, steaming soft water, leav- 
ing no streaks or spots. 


James is mobile, sells even to renters: No in- 
stallation means extra sales for you to renters 
and to home owners as well. And you have no 
installation headaches; no wiring ... no plumb- 
ing ... no cabinetwork. A/l you do is (1) attach 
hose adapter to faucet; (2) snap hose connection 
onto adapter, and (3) plug in electric cord. 


James is lower-priced: And here’s why: James’ 
washing action principle is so simple that it 
costs less than complicated, less-effective “spray- 
type” washers. And with James’ lower selling 
price and “no installation” you can sell James for 
$100 to $200 less than any other dishwasher. 


Did you know that 9 out of 10 customers who 
come into your store will be prospects for a James 
dishwasher. Because James, with its washing 
action that really washes dishes, its lower price, 
easy demonstration plus the biggest dish- 
washer ad campaign in LIFE ... gives you an 
unequalled opportunity to sell the tremendous 
potential dishwasher market. 


Act now! Get a sample model from your dis- 
tributor today. Cash in on the big market being 
pre-sold by James’ powerful LIFE advertising 
campaign. For name of your distributor, see yel- 
low pages of your phone directory, or write: 


James Mfg. Co., Inc., Independence, Kan. 





Only JAMES Gives You This 
Powerful Selling Comparison: 








Typical 
Dishwasher JAMES 
List Price $339.50 — $269.50'Fremier 
Installation Cost 75.00 0 
Your installation headache ? 0 





$414.50 to $490. $269.50° 


*Deluxe Model only $199.95 








‘tet 4 Mm ES Do It!” 


America’s largest selling mobile automatic dishwasher 
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MANUFACTURERS 





ICE CUBES placed on a fully-heated burner fail to damage the lamp or glass 
covering plate on this new infrared heat lamp being used as a surface unit on 
Kenmore ranges being marketed by Sears, Roebuck & Co 








NEW SPACEMAKER ranges are the first appliances to be completely manufactured 
(from raw material to final assembly) at General Electric's Appliance Park in 


Louisville 


Somethings New on the Range 


Sears uses infrared lamp 
as front burner on its new 
Kenmore line 


Infrared lamps for use as range sur 


units have finally made their com 


mecrcla ippearance—on NCHIMOTC 
nee marKketcd bv S iI Ro 1 
Development of the  gold-lincd 
1550 vatt lamp is the produ t of tht 
vears of intensi\ coop rative research 
ried out by Sylvamia Electric Pro 
duct In makers of the lamp 
Corning Glass Works, produ ers of 


pecial gia used in the bulb ind 
range design experts. (lor one of thi 
first publi hed de riptions of tie nev 
lamp, see Electrical Merchandising for 
October 1950, page 104 

Phe InfraRay lamp units provid 
quick heat (faster than any other el 
tric unit on the market, Svlvania 
hould give service for many vears un 
der normal household use, are easily 
cleaned, and give visible heat. ‘Th 
red glow of the lamp varies with tem 
perature so that the housewife know 


immediately when the unit is on and 


vhether it is set at the desired tem 
perature Ice water poured on th 
fully-heated bulb doc not crack the 
gla Both the glas envelope of the 
lamp and the translucent red glass 


over plate will withstand tempera 
up to ipproximately 2700 de 
ihrenheit. Since heat is by 
radiation, pans with warped or uneven 
bottoms are still heated evenly 
Virtually all of Sylvania’s current 
output of the lamps has been pur 
chased by Sears. Charles A. Burton, 
general sal manager of Sylvania’ 
ision said that he hoped 
production could shortly be upped to 
make the lamp available to other rang¢ 
manufacturers and industrial users 
Present production is limited by the 
wailability of the special Vycor glass 
ind Sylvania’s own production facil; 
ties which are being expanded. 
Replacement costs of the lamp ar 


tures 


YTCCS | 


lighting di 
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ipproximately the same as for standard 
conductor units which have a similar 
life span, Sylvania officials said 


I'he heat-lamp range wasn’t Sears 
only new appliance line. Last month 
the firm came up with a new retrigera 
tor, the product of a three-year search 
for something “new” to obsolete “‘old”’ 

frigerators as automatic washers have 
in many cases helped to obsolete many 
inger washers. 

Out of the study came a complete 
rc-arrangement of the placing of food 
Ihe frozen food locker was placed 


it the bottom, (9 degrees), next came 


the meat keeper, (27 degrees), 
rispers in the middle, then a water 
melon shelf and bottle basket—with 


egg basket between—followed by pull 
out shelf, with places at top for pints 
ind quarts. Dorr carries butter keeper 
vith three temperatures, bacon and 
hee SC keeper. 


Scheduled 


CHICAGO ELECTRIC INDUSTRY 
TRADE SHOW 

Assn. of Chicago 

Conrad Hilton Hotel, 

May 11-14 


APPLIANCE PARTS JOBBERS ASSN. 
Annual Convention 

ot. Joseph, Michigan 

May 14-16 


NATIONAL APPLIANCE SERVICE 
ASSN. 
nual Convention 
narck Hotel, Chicago 
hAay 20-23 


NATIONAL ASSN. OF ELECTRICAL 
DISTRIBUTORS 

45th Annual Convention 

C Hilton Hotel, Chicago 

Meetings—May 24 

May 25-26 

May 27 

EDISON ELECTRIC INSTITUTE 

21st Annual Convention 

Atlantic City, N. J 

June 1-4 


Electric 


Conrad 
Board 
Appliance Division 


General Session- 


1953 


G-E introduces line of 
“spacemakers” in 24- and 
36-inch widths 


General Electric’s major appliance 
division late in March revealed what 
it considers “another milestone im the 
better kitchen planning.” 

Ihe contribution was a new line of 
24- and 36-inch ranges which are dk 
signed to utilize efhciently the limited 
in today’s kitchens. 

Ihe introduction of the ranges was 
a milestone of another sort for the 
company’s manufacturing experts, for 
the new line manufactured at 
G-h’s still-a-building “Appliance Park” 
near Louisville. ‘The “spacemaker’” 
ranges are the first appliances to be 
fabricated and assembled from raw 
material to finished product at the 
“park.”” (Dishwashers and dryers al 
ready are being assembled in Louis 


spa 16 


Was 


Meetings 


NATIONAL ASSN. OF ELECTRICAL 
DISTRIBUTORS 
Spring Meeting, Pacific Zone 
Huntington Hotel, Pasadena 
June 8-10 
SUMMER HOME FURNISHINGS 
MARKET 
Merchandise and Furniture Marts 
Chicago 
June 22-July 3 


CANADIAN ELECTRICAL ASSN. 

Annual convention 
Murray Bay, Quebec 
June 24-26 

NARDA SUMMER MEETING 
Conrad Hilton, Chicago 
June 28-30 

HOUSEWARES SHOW 

Auditorium, Atlantic City 
July 13 17 

MUSIC MERCHANTS SHOW 


Pcimer House, Chicogo 
July 13-16 


New range lines were announced late in March 


ville but parts manufacture for these 
appliances has not yet been 
solidated in the new factory.) 
In introducing the new range line, 
George D. Kobick, manager of con 
tract and the Home Bureau, 
pointed out that the new 24- and 36 
inch sizes provide certain advantages 
hey include 
Che 24-inch may be 
bined with a base cabinet and occupy) 


con 


sak ‘ 


range com 


no more space than a_ standard-siz 
range. With this arrangement the 
housewife has the same number of 


surface units, 10 percent more usable 
shelf space in the oven, and her choice 
of additional storage and work space 

In kitchens where a full-size rang 
would have been placed with th 
cooking units at the end of a run of 
base cabinets, the 24-inch range per 
mits installation of a base cabinet to 
its left. ‘This climinates the danger of 
pots and pans being knocked off th 
range. In installation where the cool 
ing units of a full size range would 
have been against a right angle wall, 
the 24-inch range-plus-cabinet com 
bination allows the cooking units to 
be moved away from the angle wall 

\ range top is not considered part 
of the lineal footage required under 
VITA regulations and use of the 24 
inch range eases the problem of con 


formance since it leaves more room 
for countertop space. 
Ihe 24 and 36-inch ranges at 


designed on modular standards and 
conform to both the 3 inch modu 
cabinets) and the 4 inch 
module (used on many building ma 
terials.) 

It makes it possible to ofte 
features such as push-button controls, 
automatic oven controls and sheath 
type units at a moderate price. 


(used on 


Rejoins Firm 

Max Noble has rejoined the Cory 
Corp. as a member of the firm's exe: 
staff. Early last year he was 
given a leave of absence to join the 
National Production Authority as a 
unit chief of the electric fan and lamp 
unit. Prior.to this, Noble was assist 
ind manager for Fresh’nd-Aire 


utive 


sales 
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Hard water headaches create big 
market for Water Softeners 


Yes—28,000,000 hard water homes need water softeners badly! 

Here’s why! Hardness in water forms the rock-like scale in 
pipes and heaters that boosts fuel and repair bills. And leaves 
rings around the bathtub, dishes streaky, laundry gray . . 
up to 80% of soap. 

The Permutit Electro-Matic® water softener removes hard- 
ness from water, ends all these headaches . . . quickly pays for 
itself! Finger-tip operation, easier than dialing a telephone, out- 
performs all competition. Compactness, smart design and rugged 
construction are making Electro-Matic sales soar! It’s the perfect 
display and sales-mate for washers, dishwashers and water heat 
ers. Your present customers are prospects! 


. Wastes 


Here’s why Electro-Matics pay off! 
© Booming market far from a 
saturation 
No trade-in headaches 
No price-shopper problems 
Big margin 


No forced tie-ins 
e Franchised territory 
Hard-selling advertising 


e Liberal cooperative advertising 


Sales-clinching home 


Name proved and praised ° 
demonstration plan 


since 1913—by homemakers 
and industry e Up-to-date sales training aids 
Here’s how you can cash in! Franchises are available in choice 
territories . . . right now! But they're being grabbed fast. Fill in 
the coupon below for full details. Mail it today! 


Water Conditioning Headquarters for dg Over 40 Years 


PERMUTIT 











mae ae ee ee ee ee ee 
THE PERMUTIT COMPANY, DEPT. EM-S 
l 330 WEST 42ND STREET, NEW YORK 36, N. Y. 
I 
| Please rush me full details on a Permutit franchise. 
I 
| NAME . 
I 
| | ADDRESS 
l 
! ciry =ONE STATE. es 
' 
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Newborn Arrives 








FIRST AUTOMATIC washer to carry the Kelvinator family name rolled off the line 


recently at Altorfer Bros. Co., 
company officials 


a subsidiary of Nash-Kelvinator, to be greeted by 
Examining washer before shipment are (left to right 
Lawson, vice president of appliance distribution, George W. Mason 


. 5 


president, 


and H. L. Travis, distribution manager of Nash-Kelvinator 


Lewyt Moves Offices 


I'he Lewyt Corp. has taken over a 
bank building, adjacent to its factory, 
to house its administrative depart- 
ments. ‘This new building, located at 
84 Broadway, Brooklyn, opens a total 
of 20,000 square feet of space on four 
floors. An equal amount of space, va 
cated by the administrative section, 
will allow expansion of factory facil 
ities. 

‘he street floor of the new building 
will continue to be occupied by the 
Manufacturer’s Trust Co 

[he expansion of factory facilitic 
will allow an 


INCTCASC ilk VacCuull 


cleaner production. Lewyt has been 
operating on overtime and doublk 
shifts to keep distribution at sufh 


cient level 


Heads Home Ec 


Virginia Marie Jones, former super 
visor in the home service department 
of Equitable Gas Co., is the 
director of home economics for Cal- 
gon Inc. She succeeds Dorothy Dat 
ragh. Miss Jones’ appointment makes 
her the Calgon spokesman under th« 
trade name of “Marjorie Gilbert.” 
Her work will be educational in build 
ing contacts with retailers, distribu- 
home economists, md 
manufacturers 


new 


teachers 
ind distributors 


tors, 


Hails Record 


Among the most significant gains 
made by Westinghouse 1952 
was the establishment of a new record 


during 


of sales for the company’s consumer 
products, president Gwilym A. Price 
told stockholders last month 
Speaking to the firm’s annual 
meeting of stockholders, held this 
vear in the Westinghouse plant in 
Cheektowaga, N. Y., Price attributed 


MAY, 


the consumer sales record ‘‘chiefly to 
advanced engineering and styling of 
products and to the company’s ag 
gressive advertising program.” He said 
that the increase in sale of Westing 
house consumer products last year was 
“considerably greater” than the in 
crease for the industry as a whole. 

I'he Westinghouse official also said 
that predictions of a drop in business 


ictivity in last 1953 or early 1954 
should be “greatly qualified” and 
added that “there is an air of con 


fidence” in the country. “Whatever 
the future may hold for 1954 or 1955 
we do expect the company’s business 
to be good in 1953,” Price concluded 


New Rep 





JUSTIN K. MUNGER, formerly sales man 
ager of the electrical division of Rival 
Mfg. Co., has formed his own firm, the 
Munger Co., to act as merchandising con- 
sultants and manufacturers’ representa- 
tives in the Detroit, outstate and Toledo 
areas. The firm will represent Rival and 
other manufacturers in the area 
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ie 


JUNE 22-JULY 3 


The world’s finest and 
most comprehensive selection 


of major appliances, 
and radio—television 


WRITE FOR 
ADMITTANCE 
PASSES-TODAY! 


AMERICAN 
FURNITURE 
MART 


666 LAKE SHORE DRIVE: 
CHICAGO 11, 1LLINOIS 
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| European Holiday for Winners 


ING’S FINE | 
when you're a 











4 ‘i 
VACUUM CUEANER 


DEALEF 


~ You Reel in Real Prospects 
— i cneeneentiantnaieettn 

Cadillac national adWertising through 

the pages of the Satuflay Evening Post, 

: American Home, Farm Jofirnal, and Woman’s 

i, Home Companionfpresells prospective 

buyers in your imrgediate sales area... 

bringsf/them into your store. 


Gou Successfully “Jackle Jales Resistance 


Cadillac cleaners are easy to dg 
immediately impress the homey 
ciency and these up-to-the- 


@ Disposable dust bag 















ANTICIPATION of the coming trip to Europe shows on the faces of thi 
at the Savoy-Plaza Hote!, where sendoff party was given to first of some 45( 
Westinghouse dealers as winners in the ‘European Holiday’’ contest. ‘ 
left to right) are Donald Robertson, Indianapolis, Fred McCarthy, sales promoti: 
manager of Westinghouse TV division, William M. Wills, Indianapolis, and R. J 
McCusker, assistant sales manager for Westinghouse 


> cuartet 


onstrate. They 
ker with their effi- 
ute features: 


standing 


y, 





















@ “Floating brush"’ flogf nozzle 
® Attractive silver-grg¢ Safe Transit Progress the appliance business was doubted 
Hammerloid fini lhanks to the National Safe Transit 
Progress in cutting losses from program, he said, the flood tide o 
@2 speed cont merchandise being damaged in ship- damage had been checked. Moreover 
HIGH for d Bp-down cleaning; ing was reported at an industry-wide the Georgia Power Company is keep 
LOW for dflicate fabrics. Safe ‘Transit meeting in Chicago in’ ing records as to what routes the 
March most damage occurs on, and 
Most interesting to the appliance routing for greater safety 
You Yet , Profits dealer was the talk by W. H. Murray, Phat Sears, Roebuck & Compan 
— assistant superintendent of purchases, has its eye on the science of saf 
Cadillac’s lilgeral dis- , Georgia Power Company. This utility shipping was revealed by O. 'T’. Sand 
count polidy gives _ 


buys by carload lots, he said, dis- packaging division, merchandise test 


you more profit tributes to 100 retail stores, and in- ing laboratory, who said that Sea 
per unit stalls in customers’ homes. At one shipped 400 million pounds of ap 
time it had so many damaged ap-  pliances vearly under a Safe ‘Transit 
pliances in warchouses that the label, that 85 percent of the major 
wisdom of the utility continuing in appliance suppliers operated in a 


J Marks 25th Year 








1767 - 1768 


a a 
MART 


Yo oe dee a re 4 os 2 


ANNIVERSARY HANDSHAKE is given in Philadelphia to celebrate the twenty- 


CLEME NTS MFG co For more than 40 years sold fifth year of Pemco electric water heaters. Anthony Bugglin (left) who helped 
+ ae 


only by reliable declers and build the first Pemco in 1928, shares mutual congratulations on the silver anni 


Dept. A, 66505. Narragansett Ave., Chicago 38, Ill. dtetributers. versary with A. Homer Manwaring, vice president of the Philadelphia Electrical 


& Mfg. Co., makers of the Pemco. At left is a 1928 model 
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OTION 
AGGressive P® * 


PRE-sELLs THIS 


@ Strong national advertising 





@ Hard-selling consumer literature 
@ Shopper-stopper point-of-sale material 


@ Interest arousing newspaper ad mats 


PLUS SALES-STIMULATING FEATURES LIKE THESE: 


@ Records anything — plays 
back instantly 


®@ External speaker outlet 
© Compact, light-weight (17 Ibs.) 
@ Easy to thread and operate @ 5” x 7” speaker 


® Instant stop-start switch 


@ No accidental erasing 










MAIL THIS 
COUPON 
TODAY! 


there’s mongy in it! 


AMPRO 


TOIT 
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World's Greatest 


Tape Recorder Value ! 


Here’s your dnswer for those scores of customers who have been waiting 
for a tape recorder at a sensible price. The low-cost Ampro, with its top- 
quality features, has powerful sales appeal which means faster turnover for 
you. And the attractive profit margin means more money on every sale. 


FOR FAMILY FUN... FOR WORDS AT WORK... 
YOUR MARKET IS EVERYBODY IN TOWN! 


Business and professional men find Ampro Tape Recorders invaluable for 
recording conferences, rehearsing speeches, training new people, and scores 
of other uses. Families want it for party fun, for recording important family 
events, for home movie commentaries. Put an Ampro on your counter . . . let 
your customers try it for themselves . . . and you'll reach for your salesbook! 
It sells on sight — and sound! 


°K $77.85 your cost for lots of 4 or more units, and gives you a 40% profit. 
$86.50 your cost for lots of 1-3 units. 


FF ee 8 8 8 88 8 8 88 O88 ee a ee a eee ee 














i 

, AMPRO CORPORATION este 
a 2835 N. Western Avenue 

- Chicago 18, Illinois 

: Gentlemen: Please furnish me the name of my Ampro distributor. 

; Name oo 

t Company ot 

: Address —— 

. SPIRE ORE Sie Derk Dea State 

i 
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21" console 


to retail at 


Dao rn 


a 17” console 
toretail at 99 Q95 sete 


— i aap 
A 
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iWius. KC 13Z 
Open Face Console— 21” 


PATRICE MUNSEL glamorous singing star 
of the magnificent musical spectacle “MELBA” 


in Color by Technicolor, Released thru United Artists 


—~“Tehe Kug— 





with BUILT-IN 





with the 


leadership line and franchise 
mark-up in the in 


meet and beat today’s 


UHF 


ALL-CHANNEL TUNING 


These sets. . 


Send now for in 





Once again Tele King demonstrates 
its leadership by offering 

these advanced, quality-engineered, 
UHF built-in, all channel tuner sets 


at an unheard of price. 


. which bring in all 


82 UHF and VHF channels... 
represent only two examples of the 
unbeatable full line of Tele King 


UHF sets. They are offered along 


standard Tele King VHF 


complete line of table, console, 


and combination sets. 


formation on the Tele King 
lt offers the biggest 
lustry. Learn how you can 


keen competition and 


assure profits for yourself. 


601 W. 26 Street. New York, N. Y. 





Y% ton * 





the BIG TWO. 


COOLS in Summer . 


) Automatic * ‘Climate Contra” Thermostat! 


‘Weotherking’ also eveilable, with all * 


“Whe king 


the al yee ao rt SUL Sepes Sania 


oundexu 


NOW the bye AIR CONDITIONER that has 


.. in ONE unit... AT NO EXTRA cost! 


HEATS in Winter! 


seer 
feaiures except heating 


YEAR WARRANTY! 


beats the heat of competition with the line that beats all! 


‘Year ‘Rounder’ 


MAY, 





accordance with N.S.T. procedure. 

W. W. Higgins, A. O. Smith Com- 
pany, said that he understood that 3 
percent shipping damage was normal, 
below 2 percent good, that his firm’s 
damage amounted to only of 1 
percent. 

KE. J. Thomas, Lindemann & Hove 
son, explained that freight trains 
traveled at 25 to 40 miles per hour 
before the war, now run at 70. E. E. 
Spriggs, Frigidaire, said that five basic 
shocks affect appliances; (1) Impact, 
which is the worst, (2) Vibration, (3) 
Drop, (4) Handling or rocking, and 

5) Stacking 


James Doubles Output 


The James Mfg. Co. has started 
construction of a new building at In- 
dependence, Kansas, the third expan 
sion in the last three years. And the 


dishwasher firm predicts that its out 
put will jump from 22,000 units 
(1952) to 50,000 units in 1953 

At present James is making 125 


units a day. With new manufacturing 
facilities, production will be upped to 
200 units per day. Last year the firn 


increased its sales 55 percent over 
those of the previous year. 
Advertising plans for promoting the 
units broke in the April 13 issue of 
Life, starting a series of nine full-color 


ads for the remainder of 1953. Addi 
tional distributors and dealers are b« 
ing added in order the 
a more concentrated sales coverage in 
favorable market area. 


to give 


Doubling Efforts 


Completion of a new factory addi 
tion will allow Orley Corp. to step 
up production of freezers to doubk 
last year’s rate, president George Orle\ 
said last month 

Ihe added space and the installa 
tion of fully automatic equipment 
make possible the doubled production 


rate, Orley said. According to general 
sales manager Edward D. Burd, 
January and February volume this 
vear was 24 percent ahead of 1952 


1952 as a whole was more than double 
the previous year. 

The firm has opened three new 
warehouses (St. Paul, Chicago and 
Boston) to implement its factory-to 
dealer merchandising policy. ‘The com 
pany has also expanded its sales forc« 
ind stepped up its 


sales promotion plans 


advertising and 


Retires 


Miss E. F. Solow, public relations 
manager for Emerson Radio and 
Phonograph Corp., will retire at the 


end of 1953. 

Miss Solow joined the firm as as 
istant advertising manager in 1917 
ind was later made advertising man 
ager. After a two-year absence from 
the firm, she rejoined Emerson in 
1924 as advertising manager and as- 
sistant to Benjamin Abrams, president. 
Miss Solow was chiefly concerned with 
advertising and sales promotion until 
1949 when she became manager of 
the public relations department 
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, DEPT. EM, 634 E. KEEFE AVE. « , ae 
MILWAUKEE 12, WISCONSIN ¢é 








Problems! 
Problems! 
Problems! 


Appliance men attending Upper Midwest Elec- 


trical Industry Convention in Minneapolis tackle 


_ a 


a variety of industry problems, ranging from meet- 


ing gas competition to improving trade practices 


to address a 


CHART on costs of LP gas and electric power help G-E’s Lou Mellem 
explain how dealers con meet gas competition. Stress utilization ratios 
when selling against LPG, Mellem said 





POINTED questions from audience mem WEARY from arranging convention de 


bers highlighted the merchandising tails, secretary A. L. Kessler and Bob 
forum, Here, dealer Don Gabbert poses Mueller of Northern States Power Co 
a question take time out for a break 
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ne —— 


sion 





PUZZLED over a question asked them at dinner, dealer 
George Johnston and Twin Cities dealer association 
secretary Henry Mayall try to figure out an answer 





SITTING in on the proceedings were C. M 
Baldwin, left, commercial manager in 
Duluth for Minnesota Power & Light and 
A. J. Prescott of Cloquet 


MAY, 





FLANKED by various types of UHF antennas, RCA’s Walter L. Lawrence awaits his turn 
f the North Central Electrical Industries 


March convention 


% takes badges in eight colors to 
identify the many groups of peo 
ple in Minnesota who make up the 
North Central Electrical Industries. 
his vear was the twenty-fifth anni 
versary of one of its branches, the 
Minnesota Electrical Association. 

All the clans, including contractors, 
utilities, co-ops, lighting and appli 
ance groups, gathered in Minneapolis 
recently to celebrate the birthday. 
Winnowed out from the March 8-11 
sessions, are the following talks which 
are of chief interest to the appliance 
business. 

Meeting Gas, Lou R. Mellem, major 
appliance division, General Electric 
Company, Louisville, spoke on meet 
ing gas competition. Just as electric 
voltage varies, so does gas pressure, 
he pointed out. An electric and gas 
water heater under study showed 
that the electric maintained tempera- 
ture of 151, while the gas crept up 
to 168 degrees, double the figure at 
which corrosion occurs. He pointed 
out the sales feature that the baffle 
in the electric creates, stratifying cold 
water, so that the hot water is usable. 
In selling electric cooking vs LP gas, 
he advised stressing the utilization 
ratio 

Ihe 1950 housing census revealed 
that 16 percent of rural homes cooked 


with LP gas; 16.2 with electricity; 
5.1 with utility gas; 62.7 with some 
other fuel 


Farm wives, he said, do more cook- 
ing than their city sisters. Where 
a city woman will use 100 kw. hrs. 
for cooking, the rural céok will need 
150, on account of more people eat- 
ing. Add 10 kw-hrs. per person pet 
family. 

Television. Walter L. Lawrence, 
RCA-Victor Division, Radio Corpora- 
tion of America, declared that the 
UHF situation is moving so rapidly 
that it might change while you were 
out for a cup of coffec 
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Economically, he said, it meant to 
television an addition of 70 channels. 
Meaning to dealers of all this is an 
expanded market for television receiv- 
ers, as multiple outlets in areas always 
boom sales 

It is possibl to set up 2,000 sta- 
tions in the U.S., and Lawrence felt 
that within five vears from one-third 
to one-half of them will be on the 
ir. ‘There are 281 organization hold 
ing certificates for stations, of these 
190 are UHF and 91 VHF. Some 
150 will go on the air in 1953. 

Balance Sheet. Laurence Wray, ed 
itor of Electrical Merchandising, in a 

look-and-see”’ at '53, summed up the 
thirteen assets and five liabilities of 
the ippliancc situation. We now 
have a free economy, he said, with 
more metals for manufacturing. Em 
ployment is high and 90¢ of each 
dollar earned is spent. Savings are 
high, and the amount of home build 
ing is encouraging. Credit is in a 
free market, and the freeze on ‘I'V 
has been lifted. Saturation is low 
on room coolers, dishwashers, food 
waste disposers, clothes dryers, freez 


ers, bed coverings, roasters and 
1Woner;rs 

Liabilities are the tapering off of 
the boom ottening of commodity 
prices, the sharp rise in consumer 


debt (no higher than in 1940, how 
ever), the battle for markets, the 
high saturation of standard appli 
Ince price demoralization 

Case Studies. William Matson, 
Kast River Electric Power Coopera 
tive, Madison, South Dakota, advo 


cated ile of money-earning appli 
inces to farmers, and told of a dryer 
push that was wrapped around fre 


electricity for six months to run it 
with 

Problems, Problems. At the appli 
mce merchandising forum, Don Gab 
bert, Minneapolis dealer, stated that 
the manufacturer and distributor wer« 
giving lip service only to the interests 
ot ce iler 


led L. Losby, dealer sales promo 
tion department, Northern State 
Power Co., said that the manufacturer 
was giving the dealer a privilege in 


being able to associate his name with 
1 well known product 

Gorden Volkenant, of Volkenants, 
isked whether it was better for a 
dealer to take all lines, or concentrate 
on one line and get knifed in the 
back. He protested tie-in sales and 
the futility of trving to play along 
with certam brand names. He cited 
the fact that Volkenants has been in 
business for forty-three years and last 
vear ended 1952 with one-half of | 
percent profit before taxes 

rank Leatherman of  Boutells 
isked why, if the manufacturer can 

uggest’” the price at which the dis 
tributor sells his product to the 
dealer, why can’t he control the dis 
tribution of it? 

George Johnston suggested dealers 
look at operating statements—and 
climinate services the customer don’t 
want? ‘The dealer is not selling mar 
ket basket goods Vhe life of a re 
frigerator is closer to 15 years than 10 
He thought that a reasonabk quota 
could be figured out for Minneapolis, 
ind a nice business could still b« 
done with families who pay list 
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Here's the self-contained meter the industry has waited for... the light- 
weight portable they said couldn't be made. Now Radion brings you a 4 
field strength meter that weighs just 16 pounds and that's including the . f 
batteries ... standard, universal drycell batteries at that! It's all in one unit, i a/ | 
has continuous one-knob tuning for channels 2-83... direct reading in 
microvolts ... finest precision features and famous Radion quality through- 
out. And the price? Under $100! Available with probe antenna at extra 
cost. See your distributor or write Radion now! 











Send This Coupon Today 





The Radion Corporation EM-5 
1130 W. Wisconsin Ave., Chicago 14, Ill. 


Please send information on Field Strength Meter to: 


Name 





Firm 








Address 





City Zone State 











WE'LL BE IN ROOMS 519-520 AT THE MAY PARTS SHOW TO SHOW 
YOU ALL THE GREAT NEW RADION ‘'FIRSTS' COME FN AND SEE US 





CALL RADION OR YOUR NEAREST REPRESENTATIVE: 


Leon Adeiman Cr aury Farber Ce Hy Mates 
25 Chittenden Ave 120 ert 5510 Hobart St 
Yor N. ¥ Pittsburgh, Pa 





G I & Son Paul Prietsch 
(7 Pinehurst Ter. 8.W Western Merchandise Mart 
At a, (a Man Francisco, Calif 
e & 4 Michael Scott & Co 
(irand Ave 90 Edmunds Rd 
y, Me Wellesley Hills, Ma 
Allan A. T. Armstrong Byror cDor “ 
0 St. Clair Ave 5707 ey —_— 
reronto, Ontario, Canada los Angeles, Calif 
rhe Harry W. Densham ¢ eh ae James Guttridge 
250 8. 17th St sae Paul Minn O10 Vermont Ave 
Phila phia, Pa . Washington, D. ¢ 
Kugene Loeb - 
Lawrence E tt ¢ 052 N. Shoreland Ave Moemac Sales Co 
a Fairmont Blvd Milwaukee, Wis , mi Clinton Bt 
ana it v Erport Balea Diviston Chicag i 
Scheel International, Inc 
7 N. Lineoin Ave 
Chicag I 
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B’ 1963 the ] ige p istomert 
residential ws f lect CI 


cK 1) 
i 


hould b ibout 5.000 kwhy om 
yared to today’s 2169 kwhr ind thi 
heure, when translated into the num 


bers of appliances which must be sold 


to bring about this doubling of the 
oad, £1 some Kica of the immensits 
f the selling job ahead of the in 
austr 

[hat was the prediction and warn 
ing of B. L. England, president of 


the Edison Electric Institute, in an 
delivered to the 19th annual 


iles conference of the Institute in 


i dre 


Chicago last month 
England's 
livered on the 


though de 
next to last day of 


pre diction 
I 


the four-day conference erved to 
point up the overall theme of thi 
car's conference Sell—Sell Better 

Sell More.” For four days a varied 
irray Of speakers drawn from manu 


facturers, distributors, professional 
groups and from the utilities them 
‘elves considered how selling efforts 
ould be stepped up. Here, in con 
densed form, are the comments of 


those who dealt with appliances and 
television 

England: Within ten years, electric 
utilities will put into 
power supply facilities “the 
lent of all that provides 
ifter 
development.” ‘Two 
today a “wonderful time” to tackl 
the problem of doubling load. Virst 
ippliances and electrical applications 
have never before existed in 
variety and quantity as they do now 
Second, the nation is currently enjoy 
ing an “exceptional level’ of 
perity 

Clarence Linder, vi 
general manager of G-E’s 
pliance division: General 
betting $200 


SCTVIC¢ new 
equiy l 
electric ser 
one 70) veal ot 


factors make 


ict how, 


such 


pros 


ident and 
major ap- 


pr 


million on the 
future growth of the appliance busi 
with the 
\pplian e¢ Park at Louisville 


overt 


ness 
gigant 


GENERAL Carlos Romulo, Philippine ambassador to the United States 


EE! conference 
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Electric 1S 


construction of its 


| the company has never yet over- 
imticipated the future. But, despite 
this basi a substantial re- 
ihead in the industry. 
It is imperative that utilities and the 
ippliance industry join hands in pro 
motion of the all-electric home. A 
to determine the 
fluctuation in home electric power con- 
24-hour period is 
needed at this time and General Elec 
tric is willing “to underwrite a sub 
tantial part of the total expenditure’’. 
\n engineering firm is already making 
i preliminary study to determine the 
information to be gained from such 


optimism, 
iignment i 


nation-wide survey 


umption over a 


i survey and the techniques to be em 
ploy d 

John M. Otter, vice-president and 
reneral manager Of Philco’s refrigera 
tion division: Half a million room air 
will be this 
million mark will be attained 
Like clocks and radios, room 


onditioners sold 
ind the 


in 1958. 


vCal 


\ir conditioners offer the possibility of 
multiple sales in the home. “Room 
ir conditioner selling will be an “in 
tensely competitive business this yea 
ind in the years to come”’ 

Martin R. Gainsbrugh, chicf econo 
mist of the National Industrial Con 
Board: “No 


ference new round of 
inflation now seems to be on the 
horizon. There are four casual aspects 
of the slow upsurge in industrial 


ictivitv: (1) expansion Came In pri\ it 


rather than general sectors; (2) con 


( 


umer buying expansion was not mac 
it the 
(3) on net balance, net 


expense of personal savings 
SAVINES Were 
heights and (4 


developed in a 


at record 
the upsurge 
flationars 
however 


non-war 
non-in 
environment here are 
several elements of “imbal 
ance” which should be watched. They 
include: the consume! 
installment credit, po ible downward 
pressures 


condition of 


on the price level, possibk 
less internal 
expansion of fixed asset 


Continued on Page 202 


provision of funds by 


Ourees for 















addresses a 
Seated at left are Avco vice-presidents George Wedemeyer and W 





Ya 
> 


Som Pee dibs i 





MANUFACTURERS WITH MESSAGES, John M. Otter, left, of Philco, and C. H 
Linder of General Electric await their turn to address a general session of the 19th 
March 30-April 2 


annual Edison Electric Institute sales conference in Chicago 


“SELL 
Sell Better—Sell More” 


Utility men attending EEl’s annual sales conference seek 
means of doing just that as they are warned that residential 


load must be doubled within 10 years 





luncheon meeting during 
A. Blees 


AWARD for range promotion is given to E. M. Cobb, 
right, Ohio Power, by Dwight Anneaux, Hotpoint 
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ENROUTE to an EEI session are M. J. (Mike) Maier of Monarch range, G. A LULL between meetings finds Loreen Jacobson of Wisconsin P & L, flanked by J. P 
Engles of New Jersey P & L, H. M. Parsons of Universal and Les Hansen, Monarch Brown and S. Sealey of Alabama Power and H. J. Wilson of Georgia Power, right. 


COMPARING NOTES, manufacturer Walter Daily, vice-president of Lewyt, visits VISITING in corridors of Edgewater Beach Hotel are Clara Zillessen of Philadelphia 
with utility man V. A. Huckins of Utah Power & Light and Lee A. Clark of Frigidaire. 


RECEPTION LINE at McCall’s party finds Camille Davied and Elizabeth Sweeney NEBRASKANS, J. W. Staal, left, of Columbus and Ed Tabor of Lincoln, get 
Herbert greeting Mrs. Madeline Mahlig of Commonwealth Edison together during intermission period 
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DEMONSTRATION IDEAS for the electric dryer are 
Frigidaire during EEI 


explained by Verna Miller of 


session. 





AWAITING HER TURN at 


Fladoes of Kelvinator. She discussed range and freezer 


demonstrations 


ind the possibility of a gradual inven 
tory liquidation in hard-goods indus 
trices 

FE. O. George, manager of sales for 
The Detroit Edison Co 
three challenges in selling th 


There are 
rural 


market: declining farm prices, the 
rising cost of farm equipment and 
labor and the increasing pressure of 


competition. Electric utilities must 
out-point and out-hght all our com 
petitors by taking advantage of every 
opportunity to 
better.” 

B. G. Sanderson, general sales man 
wer for Deepfreeze: Electricity 
ready recognized as the “life-blood”’ 
of farm production. Utilities and the 
appliance industry must show how it 
is also the “life-blood” of the farm 
home 

H. P. Bull, national sales manager 


for Bendix Home Appliances: Ele 


serve the farmer 


1S al 
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microphone 


sion of home service conference 


is Karen 


gahela Power and Val 
Power Cx 


tric utilities that subsidize the cost of 
installation of one 220-volt appliance 
“broad markets” for the 
purchase of other three-wire 
ment. ‘The cost of free installation 
offset by additional rang« 
sales, but such installation will over 
come the “bottleneck” of three wir 
ind will mak« 


the home maker other appliances 


open new 


equip 


won't be 


SCTVICE it easier to sell 


Ht. H. Brenan of Pennsylvania 
Power & Light: The current EEI 
NEMA range program is a “simple, 
inexpensive, vet effective range sales 
program’ and can serve as a “basic 


plan for the development of future 
programs.” Over 40 
have registered for participa 


coopcrative 
utilities 
tion in the promotion and 19 others 
have purchased materials 
Demonstrations: Demonstration 
ideas for water heat 
wec'c pre 


electric drvers 


crs, ranges and _ freezers 


TWO WESTINGHOUSE home economists, 


Beauchamp, left, and Bernice Stilwell arrive for ses 





HOME SERVICE advisors Elizabeth Wilson of Monon 
Thorsen 


check audience for friend 


Camille 


of Northern States 


cnted to the home service conferencc¢ 


by Frigidaire’s Verna L. Miller, 
Kelvinator’s Karen Fladoes and Hot 
point’s Helen Kirtland. 

Prizes: George A. Hughes prizes 


went to: J. H. Adams, Southern Cali 
fornia Edison Co., for electric kitchen 
promotion; E.. M. Cobb, Ohio Power 
Co., and C. M. Baldwin, Minnesota 
Power and Light Co., for range pro 
motions; John J. Gorman, Philadel 
phia Electric Co., for dishwasher 
promotion; B. D. Painter, Appalachian 
Electric Co., and G. A. Weatherton, 
Kentucky and West Virginia Power 
Co., for commercial cooking promo 
tion; H. HH. Brenan, Pennsylvania 
Power & Light Co., and Harry O 
Grav, Central Ohio Light and Power 
Co., for water heater promotions. 
Winners of the Laura McCall 
wards for outstanding home service 


work Mrs. .Margaret Fenner, 


were 


MAY, 


MAGAZINE editors 
Bessie Swann of Woman's Home Companion, compare 
notes during lull in proceedings 
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Bernice Strawn, left, and Ada 





ECONOMISTS Dorothea E. Underwood, left, of Niagara 
Mohawk Power Corp., 
apolis Power and Light settle down 


and Harriet G. West of Indian 


for speech 


Paciic Gas & Electric Co.; Miss 


Arlene Young, Central Ohio Light 
& Power Co.; Mrs. Eunice P. Bruyn, 
Connecticut Light & Power Co.; and 
Miss Mildred §S. Ditzel, Alabama 


Power Co 
George Westinghouse awards for 


washer 


iutomatic promotions wer 
I‘lorida Power and Light Co., first; 


Cincinnati Gas & Electric Co., s 
ond. Winner in the electric drye 
division were: Indiana & Michigan 
Electric Co., first; Cleveland Electri 
Illuminating Co., second 

Krank Watts awards for rural 
clectrification were: Alabama Power 
Co., first; Pennsylvania Power & 
Light Co., second: Ohio Pow _m., 
third 


[The Thomas W. 
Electrification 
this vear to the 


tri Co 


Martin Rural 
award was presented 


Philadelphia Elec- 
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Frigidaire families 
live better because 
Frigidaire Appliances 
are better! 


Che experience gained over the last 32 years in building 


errata 


———— 





more than 16 million Frigidaire refrigerators is reflected in 
this superb line of appliances that sets a new standard in 
better living. Housewives the world over recognize the 
Frigidaire trade-mark as a symbol of quality, dependabil- 
ty and value. And it is an unmistakable mark of prestige 


or the dealer who can tell his customers that he recom- 


ends and sells Frigidaire. 


The Cycla-matic Frigidaire Imperial—a food freezer-refrigerator combined. 
Wide range of Imperial, DeLuxe, Master and Standard models available. 








Frigidaire “Leisure Laundry” —Automatic Washer with Live-Water Action, Frigidaire Electric Range line offers a 
Filtra-matic Electric Dryer and Prestoe-matic Electric Ironer. total of 12 grand models: 





Frigidaire Dehumidifier stops Frigidaire Electric Water Heat Frigidaire Air Conditioners with 
moisture damage — fast ! ers. Wide choice of models. “Great Circle Cooling.” 
Frigidaire Appli 
Frigidaire Food Freezers — available in 
brilliant new styling, three sizes. — = —| Built and backed by General Motors 
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BE READY 
for May and June Gift Sales 


eee eee een 


4 


CAMFIELD corte maker 





* Easy 
completely automatic 
- set it — forget it 


to operate — 


Strength selector — 
brews coffee exactly 
as you want it every 
time 

* Automatically keeps 
coffee piping hot as 
long as you desire 


Make and serve cof- 
fee right at the table 

- no bowls to re- 
move — no fuss — no 


bother ' 


Easy pouring non- 
drip spout 


Easy to keep clean 
~ flawless mirror 
chrome finish on life- 
time copper 
Designed to harmonize 
with the most distinctive 
and cherished posses- 
sions. 





The KING of 
Coffee makers 


#P-100—$29.95 Retail 


FO ee ee ee 8 See SESE EEE EE ES ESSE TESS EEE REESE SEES SERRE EEE EES EEE NE RES REESE EERE SEES EERE SERS E ee 


aes 





CAMFIELD 


AUTOMATIC 
TOASTER 


* Exclusive TWIN 
CONTROLS work 


from either end 


* Perfect toast every 
time — FASTER 


¢ Wider color selec- 
tion, extra light to 
extra dark 


* Tailored Voltage 
control eliminates 
burned toast 


#C-3 — $23.95 Retail 





The Queen of Toastmakers 





NOTE! DISTRIBUTORS: 
N.A.E.D. CONVENTION * CHICAGO »* 


See Us at BOOTH 239 


THE CAMFIELD MANUFACTURING COMPANY, GRAND HAVEN, MICH. 
* CANADIAN OFFICE — 
M. |. ENSLEY * 26 QUEENS ST. E. * 


MAY 24-29 








TORONTO, CANADA 
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Local Push for Housewares 





SPEAKERS AND GUESTS ot the launching of the Philadelphia-area electric house 
wares campaign included, left to right, John Martin, chairman of the local prom 


tion, Joseph Broslaw 


agency man on the NEMA electric housewares account 


Stan Fisher, sales manager for Landers, Frary & Clark, Al Byers of NAED, Sam 


Fingrutd, president of Everybody's Supply, Philadelphia, and John Morrison 


of the Electrical Assn. of Philadelphia. 


Ihe Electrical Association of Phila 
delphia, 14 distributors of electrical 
housewares and 20 national manufac- 
turers, late in March launched a cam- 
paign to line up 1,000 retailers in a 
10 county area around Philadelphia 
for a spring campaign to push elec 


trical housewares as gift items on 


} very occasion 


The campaign was launched at the 
Penn Sheraton Hotel, on March 23, 
with a “radio forum of the air.”’ Morc 
than 200 distributor salesmen, around 
whom the entire promotion is built, 
were on hand to watch the humorous 
skit. A little cheesecake was added in 
the shapely figure of Betty Jane Bruce, 
former Miss Philadelphia who was 
dressed up for the occasion as a “gift- 
wrapped box.” 

[he program was called “What's 
In It for Me.” Max Kennedy of 
Landers, Frary & Clark, acted as the 
manufacturer with Miss Bruce “inter 
rupting” frequently to add the humor. 
On the “panel” were ‘Tim Lewis, Jr 


head 


of Elhott Lewis Co., as the distributor; 
Crow Ludlow of John Oster Mfg. Co 
was quizmaster; Dick Elias of Every 
body's Supply Co. and Dan Gannistei 
of Westinghouse Electric Supply Co., 
were the distributor salesmen. 

rhe half hour presentation actually 
outlined the program and how it will 
benefit the It includes prizes 
for the salesmen, and a window dis- 
play contest for dealers. Distributor 
executives also will be given prizes. 
Most of the prizes will be in the forms 
of War Bonds. 

John Martin of the Martin Co. is 
chairman of the promotion, along 
with Charles Betts, of the EAP’s ele 
tric housewares division. 

Stanley G. Fisher, sales manager of 
Landers, Frary & Clark’s electric 
housewares division, keynoted the din 
ner. Sam Fingrutd, president of EF) 
erybody’s Supply, electric housewar 
group chairman for National Associa 
tion of Electrical Distributors, 
spoke 


sale 5. 





All Day Meeting 


Over 300 retailers attended an all- 
day sales conference in mid-March in 
Cincinnati. ‘The meeting was co 
sponsored by the Appliance Dealers 
Assn. of Greater Cincinnati and 
NARDA. 


Speakers on the program included 


Wallace Johnston and Mort Farr, pres- 
ident and past president of NARDA, 


Walter R. Keagy of the Cincinnati 
>as & Electric Co., J. J. Anderson of 
Westinghouse, John McDaniel of 
Hotpoint, Owen Klepper of Philco, 
Ray Saxon of RCA Victor, and 
NARDA vice-president H. B. Price, Jr. 
of Norfolk. 

Co-chairmen of the conference were 
E. E. Crosson, president of the Cin- 
cinnati dealer association and William 
Bigner, its treasurer. 


MAY, 


Chicago Work Shop 


Several hundred home economists 
and other women of the electrical and 
allied fields attended the third annual 
work shop of the Chicago chapter, 
Electrical Womens Round Table in 
Chicago in March. All phases of ele« 
trical living topics were included on 
the two-day program, with demonstra 
tions and talks by a number of electric 
cooking, laundry and kitchen planning 
experts. 

Talks on design were given by 
Donald Arlen of Knapp-Monarch Co., 
Gill Freyder of Commonwealth Fdi- 
son Co., and the story of detergents 
related by Robert E. Smith, Deter- 
gents, Inc. 

Among speakers on the two-day ses- 
siens were: Edith Ramsay, American 
Home; Lura Jim Alkire, General Flec- 
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Waring Mixor wins famed 
Lewis & Conger Safety Award! 


In sponsoring annual “oscars” for housewares with 
noteworthy safety features, Lewis & Conger has encouraged 
the development of our entire industry. Through careful 
study of many products, Lewis & Conger’s board of experts 
has encouraged manufacturers to find out how hazards are 
best overcome. And these awards have helped retailers find out 5 IMPORTANT WARING MIXOR SAFETY FEATURES 
which safety factors are most important to their customers. 
Ultimately all of America’s consumers benefit. 







1. Thumb switch on handle, for easy 
one-hand use with either left or 
right hand. 


We at Waring are deeply honored that our Mixor, 

introduced only last year, was selected for a Safety Award 

in the 1953 Lewis & Conger presentations. It brings 
well-deserved recognition to our fine staff of home economists, 
merchandising experts, designers and engineers. 


2. Tapered beaters prevent “batter creep” 
up shaft into motor. 
3. Rounded blades eliminate danger of 


scraping or chipping metal, glass or 


This Waring team spent many months evolving the Mixor... 
J enamel particles into food. 


combining many viewpoints, designing and re-designing until 
they were convinced they had the safest hand mixer 

you can offer your customers. And—though there are no 
awards to prove it—this same talented group worked 

just as hard to give the Waring Mixor its superior performance 
and more attractive styling. 


4. Closed-end handle is perfectly balanced, 
can't slip out of hand. 


5. “Safety-angle” cord, centered at rear, 
is less likely to tangle with beaters 
or interfere with work. 


Your distributor will be happy to show you why the 


safest hand mixer you can buy is the most profitable mixer 
for you to sell. 


WARING PRODUCTS CORPORATION « A Subsidiary of Claude Neon, Inc. « 25 West 43rd Street « New York 36, New York 
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ELECTRIC 
HOUSEWARES 


Fully 
Automatic 


Electric 
Percolators 





3 to 5-Cup 


No Wonder They 
Sell So FAST! 


SMALL quantities of coffee can be made auto- 
matically ONLY in a small automatic percolator.... 
like the 3 to 5-Cup EMPIRE “Thrift-O-Matic’! Just 
what the 40 million small families of America want! 
Prevents wasting expensive coffee. When larger 
capacity is needed, sell the popular 4 to 8-Cup 
Model 1942 EMPIRE Automatic Percolator. To be 


ready for all occasions, sell customers both styles! 
¢ Just plug it in—no regulating! 
¢ Automatically stops perking! 
© Keeps coffee serving hot for hours! 


¢ Makes perfect coffee—everytime! 


WRITE TODAY for Catalog and Prices 


Another Fast-Selling E> 


ELECTRIC TABLE GRILL 


teams Up with cs oo 
Cup “ “Perco 

‘offee-Quickie P e 
we Bee Food & Baby Bottle 
Warmer, Hot Plate, and _ 
sensational Empire nono 
Percolators to bring = 
most complete line of profi 
ble Electric Housewares you 
can feature! 


The METAL WARE @Gozsoration 


200 Fifth Avenve TWO RIVERS, WIS. 


New York 














Time and Labor Saver! 





ted beauty. with 


hrome-piated — 
‘o sq. in. grilling | 
interchangeable on 
dicator remova 
pan. 788 


surface— 
heat in 


Merchandise Mart 
Chicago 
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tric Co.; Elizabeth Parker, Georgia 
Power Co.; Rhea Shields, Arvin In- 
dustries, Inc.; Mary Dougherty, Thor 
Corp.; Helen Tangen of Hamilton 
Mfg. Co.; Mae Houston, International 
Harvester Co.; Mary Carmody, Philco 
Corp.; and Madeline Mehlig (“Jane 
Foster”) of Commonwealth Edison 
Company. 

Mrs. Amber Ludwig, ““What’s New 
in Home Economics,” is chairman of 
the Chicago Chapter, EWRT, and 
Helen Kirtland, Hotpoint Inc., educa 
tional chairman of the work shop. 


Merger Approved 


The proposed merger of the Refrig 
eration Equipment Manufacturers 
Assn. and the Air Conditioning and 
Refrigeration Machinery Assn. was 
approved by the boards of directors of 
both organization at meetings held 
March 29 

lhe new organization will be set up 
is rapidly as the merger can be ar 
ranged and details are worked out 
It will be called the Airconditioning 
md Refrigeration Institute (ARI). 
George S. Jones, Jr., former vice presi 
dent in charge of sales for Servel Inc., 
will be the managing director. Head 
quarters will be combined and k pt in 
Washington 

Some of the advantag« 
ger a 


are 1) 


of the mer 
seen by the new organization 
continuance of the mechani 
cal cooling industry as a prime indu 
try entity, (2) cooperative interchange 
of commercial developments, 3) pro 
vide a means of employing prestige 
leadership and maintaining topflight 
issociations with management, (4) 
provisions for proper service facilities 
ind the attraction of new clements 
entering the industry. (5) efficient ad 
nunistration of association affairs 


Five Step Plan 


live st ps which retailers can legally 
take to improve conditions within the 
industry were outlined to the Berks 
County (Pa.) Electrical Dealers Assn 
it a meeting in Reading late in March 
Principal speaker at the meeting, and 
iuthor of the five-step plan, was Mort 
Farr, past president of NARDA. Farr’s 
suggestions included 
better mer 
handising methods by the dealer and 
cooperation with the distributor—and 
as a result of these two, earning the 
right to criticize malpractices which 
the distributor may be able to control 
Educate dealers, distributors 
and the public to recognize that the 
discount operation 1s a “parasite that 
feeds off the 
minded dealer 
Study operating costs and know 
what it costs to do business 
+) Sell the merchandise that al- 
lows a profit and drop those lines that 
abuse franchises. 
(5) Demand that there be fairness 
in relation to dealer sales and builder 
sales. 


|) Development of 


clean, honest, service 


Farr cautioned the group against 
organized action which could be con 
strued as a violation of anti-trust leg 
islation but said he believed that ac 
tions like these were within the lette: 
of the law 


MAY, 
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IT MAY BE 
‘Lovely To Look At’’ 


Buti The Wiring 


Fails ... So Does Your 
Reputation 





Be Sure. . . Demand 
UNILECTRIC Wiring Systems 


in the products you sell 


For over 10 years UNILECTRIC has been 
“Wiring Headquarters” for the nation’s 
electrical industry. Over 130 leading man- 
ufacturers of refrigeration and other elec- 
trical appliances protect their products 
with UNILECTRIC Wiring Systems. 
Be sure of dependable performance 
in the products you sell by demanding 
UNILECTRIC Wiring Systems. 


There is only ONE 
Standard of Quality at 


UNILECTRIC 





















This intricate wir- 
ing harness for a 
jet auto pilot must 
meet the most 
rigid specifica- 
tions. A pilot's 
life and perhaps a 
major bottle de- 
pend on it. 





The same work- 
manship .. . the 
same standards of 
quality protect 
your product wir- 
ing and your pro- 
duct'’s reputation 
for dependability. 


BE SURE 
Make the 
UNILECTRIC 
Quality 
Standard 


Today millions of 
UNILECTRIC Wir- 
ing Systems pro- 
fect the perform- 
ance of over 190 
brands of appli- 
ances. 


YOUR Standard 


Investigate UNILECTRIC Today! 


Wane SYSTEMS 


red by 
UNITED MANUFACTURING & SERVICE CO 


. Milwoukee W 
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aye Most Sale-able Line 


yet Built by Zenith, 












Zenith ‘‘Crest’’— Model K412— 
Perfect size to move about house 
or take on vacation trip. AC-DC 
only. Maroon, Dawn Grey, 
Ebony, Ivory. 





Each one a promotion item in itself, and all 


together the most complete line in the business! 













Zenith “Personal” 
Model L401— Amazing 
tone and volume in a go 





everywhere set. Battery 
only Maroon, Ebony, 
Dawn Grey. 





RUURETECE EER C AGES 
PLCUUETCERET EL GR GE 
SECERETELL ELLE 








Zenith "Zenette’’— Model L403 — Zenith" Universal’’— Model L505— Most 
Brings in even distant stations in powerful Zenith Standard Broadcast port 
stantly. AC, DC or Battery. Ma able ever built. AC, DC or Battery. Has 
roon, Ebony, Lagoon Green, Grey. patented, removable Wavemagnet“. Ma 






roon, Glacier, Green, Ebony. 













Zenith Super Trans -Oceanic— 
Model H500— World’s most famous 
International Short Wave and 
Standard Broadcast portable. Po; 

up Waverod® and detachable Wave 
magnet” antenna system. Proved 
in use in trains, planes, ships, stee! 
buildings. 4 International Short 
Wave Bands, AC, DC or Battery. 
Black Stag and Silver Grey case. 


Zenith "Voyager’’— Model L406— Covers 
full Standard band plus International 
Short Wave through 18 meters. AC, DC 
or Battery. Striking modern cabinet in 


Maroon. 


Zenith "Meridian" — Model L-507— 
Round-the-world reception at low cost. 2 
continuous International Short Wave 
Bands, Marine and Weather services, ama- 
teur, ship-to-ship and ship-to-shore as well 
as complete Standard Broadcast. AC, DC 
or Battery. Black Stag travel case. 








Promoted with 4-color National Adver- 
tising! Here’s the big 4-color spread Zenith 
is punning-in leading national magazines in 
May. Get your free giant poster blowup 
from your Zenith distributor now! 





® 
The royalty of television and RADIO 


ZENITH RADIO CORPORATION, Chicago 39, Illinois 
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NO OTHER MEDIUM 


Gives the Buyer So Much 
in So Little Time . . . 


* 


The newest products and 
merchandising techniques 


% The opportunity to meet and 


talk with policy making 
company executives 


First hand knowledge of 
what is happening in the way 
of housewares production, 
distribution, prices 


* 


Information with which to 
meet competitive conditions 


Get all this and more at the... 





NATIONAL 








HOUSEWARES 
EXHIBIT 





JULY 13-17, 1953 
AUDITORIUM 
ATLANTIC CITY, N. J. 


NATIONAL HOUSEWARES 
MANUFACTURERS ASSOCIATION 


Incorporated not-for-profit) 


1140 Merchandise Mart, Chicago 54, Hingis 
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SERVICE 








INTRODUCTION of television antennas and picture tubes under the Delco label 
are one phase of expansion program of the United Motors Service of General 


Motors 
left 


ing manager 


UMS in TV 


The United Motors Service Divi 
of General Motors Corp. will 
expand distribution of radio and tele 
vision service parts, plus making im 
portant additions to these lines. Tele 
vision antennas and picture tubes will 
be marketed under the Delco name 
and sold through the electronics part 
United Motors, parts 
for GM 

Under this new expansion program 
United Motor’s ind ‘lV parts 
will be merchandised through selective 


On 


distributors by 


sales ¢ ompany 


I idio 


electronic parts distributors. ‘'wenty 
well located United Motors war 
houses will service parts distributor 
while mother warchouse will soon 
open in Memphi 

The United Motors Servi obs 
lescence plan” is being rricd into 
the electrical field. Under this plan 
distributor's obsolete parts up to two 
percent of a year’s purchases may b 
turned back to warehouse for credit 
without handling charg: illowing 
well-rounded stock at all time 
Timely Centers 

he Seth ‘Thomas Clock division of 
General ‘Time Corp. has announced 


the establishment of authorized Seth 
Thomas clectric nters 
he iuthorize 
ervice centers in all major clock mat 
kets throughout the They 
will perform prompt and efficient ad 
justments to the 
Seth 


lock service c¢ 


long range plan is to 


countrs 


omplete line of 


Thomas clocks, both during 


ind 

ifter warranty pe riod 
\ material catalog and service man 
ual has been compiled to aid the pro 
gram. In addition, Clifford 'T. Fowler 


field service representative, will aid in 


training and technical guidance 


Service centers have been estab 
lished in Pittsburgh, Philadelphia, 


Portland, Ore., Cleveland, Detroit, St 
Louis and Milwaukee. The company 
owns and operates service centers in 
Thomaston, New York, Chicago and 
San I'rancisco 


MAY, 


Shown looking at a UHF antenna of recent design are W. A 
, general sales manager, and C. D. Wymer, Delco electronic parts merct 


Hagen 
1aNG 


Parts Show 


Che 1953 Electronics Parts Show 
will open its four-day run at Chicago’s 
Conrad Hilton Hotel on May 18 

Distributors of electronic parts and 
equipment, manufacturers selling na 


tionally through distributors, sales 
representatives and government pel 
onnel will be admitted during th¢ 
entire show. Industrial buyers and in 
dustrial engineers will be admitted 
Nay 21 only. 

Some 203 booths will be set up in 
the Exhibition Hall and 177 display 
ims on both the fifth and sixth 
floors of the Conrad Hilton will be 
used. Educational seminars are sched 


uled for Wednesday morning, Mav 20, 
while the annual industry 
he Id on Monday, 


dinner will 


Mav IS. 


Heads Department 


lhe Perfection Stove Co. has com 
bined the service departments of the 
ippliance, furnace and repair parts di 
vision into one unit 

Robert K. Guy has been named to 


head this new department with the 
title of ge 


neral service manager. Guv 
was formerly servi manager of the 
ippliance division 
No Licensing 
The television service industry has 


made more progress in five years than 


the automobile service industry did 
in the first 20 years of the automobil 
l'im Alexander, national service man 
iger for Motorola, told a meeting 


Wichita dealers 

Taking up three  often-voiced 
that IT'V servicemen are in 
competent, dishonest, or should be 
Alexander replied that th 
level of competence today is surpris- 
ingly good and is improving, that few 
ervicemen are dishonest, and that li 


ensing to the problems 


} 
last month 
h ges 


licensed, 


is no answe! 
that exist today 


Alexander said he felt 


licensing 
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Gou ave known by the 
company you keep 


THAT’S WHY YOU PROFIT BY THE 
NATIONALLY KNOWN REPUTATION OF 





automatic 7 | : ' , 
WATER Pb | 
HEATERS 











A TYPE AND SIZE 
FOR EVERY PURPOSE 


GAS 





ELECTRIC UPRIGHT 


DWW manufactures a 
1 Year, 5 Year, 10 Year, 


and 
Stone Lined Water Heater 


Liberal 10 year Guarantees on 
Extra-Heavy Copper-Bearing 
Galvanized Steel Tanks 
When Ordered With Cathodic 
Protection 


(---------- 











People talk—and by talking, they recommend— 
especially when they know that products 
they‘ve learned to depend on are associated 
with your good name. 


Your customers, who are looking for value plus 
economy in a water heater, will find that the 
up-to-the-minute engineering plus the perform- 
ance record of a D. W. WHITEHEAD Automatic 
Water Heater makes it one of the best buys on 
the market today. That's why they are assured 
that wherever the D. W. WHITEHEAD trade- 
mark is displayed is a sign of a dependable 
dealer. 

















FEATURES OF DWW AUTOMATIC ELECTRIC WATER HEATERS: 


Plenty of clear hot water * Economy * Trouble-free performance * Chromalox immersion 
heating unit * Easily removable porthole cover * Cathodic protection by magnesium rod 
Heavy legs for sturdy support * Inlet and drain located to offer greatest installation conven- 
ience * Heat trap to prevent back circulation in piping * Double extra-heavy galvanized steel 
tank * Underwriters’ approved heavy wiring * Precision engineering * Upright models to 
conserve floor space, tabletop for extra work space * Advance design * Gleaming enameled 
casing * Adjustable thermostats * Extra-thick Fiberglas insulation. 


D. W. WHITEHEAD also features an exclusive baffle at cold water inlet. 
This prevents mixing of hot water with incoming cold, insuring con- 
sistently even water temperature and greater economy of operation. 


FEATURES OF DWW AUTOMATIC GAS WATER HEATERS: 


Efficient economical operation * Heavy Fiberglas insulation to prevent heat loss * Adjustable 
thermostat easily set for any temperature * Advanced design with latest scientific improve- 
ments * Gleaming enamel casing with smart, modern lines * Precision engineered * Automatic 
safety pilot that automatically shuts off gas if light goes out * Liberal 10-year guarantee 
Non-clogging burners * Dust-free base for trouble-free performance. 


ADVERTISED ON “THE PHRASE THAT PAYS” ON NBC NATIONWIDE HOOKUP 


READ 











Pike nea 





2s 
= 


NATIONALLY ADVERTISED 
D. W. WHITEHEAD MANUFACTURING 
1218 Walnut Ave., Trenton 9, N. J. 


ELECTRIC TABLE-TOP 


CORP,, 


DW Wai 
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Richard A. Lank, retailer, and Treasurer of 0. has Lank 
& Sons, Inc., 227 N. Second St., Harrisburg; , writes 
this about Ladies’ Home Journal’s pi Store 
Success Bulletin: 

“Both you and NARDA are giving 
my appliance dealers invaluable assistance 
in effectively running their business.” 


nth 


$a Sie 
heh 


ei — 


Feather Way’s Superiority 


a 


Exclusive manufacturers of automatic dry 
and steam irons, Feather Way offers out- 
standing sales features like these: 


DRY-R-X 


Clothes Dryer Exhaust 


VENTS 


Help Satisfy Dryer Customers 





Freeze Proof 


DRY-R-X Use tap water, no dis- 
tilled water to buy. No 
@ Your clothes dryer prospects have small valves to clog 





up. Large 10 oz. water 
capacity 


heard about moisture, heat and lint. As 
sure them they'll have no problem . 


install Dry-R-X. 





Super heated steam 
penetrates ahead of 
ironing surface to re- 
move dry wrinkles re- 


@ A Dry-R-X exhaust unit is the simple. 
economical way to vent most makes of 


‘ . sulting from automatic 
clothes dryers. All aluminum, it's rust, dryers. Every iron plant- 
weather and insect proo!l. New sell tested 


thawing feature eliminates any dangers 
arising from a frozen damper. Also available, Feather 
Way Electric tron, guar- 


@ Drq-R-X kit anteed finest on market 





contains (A) for uniform heat, su- 
Hood welded perior construction! 
to 6” square 
mounting Bonus Extras! 
plate (B) Au Because Feather Way produces only irons, we 
tematic damp can offer: A superior iron at competitive 
w er (C) 12 in prices, better profit margin, increased turn- 
ches of 3” over, smaller inventory, less service problems, 
starting ipe bigger profits. Already, more than 500,000 


satisfied Feather Way customers. 


(D) Finishing piate. 
Kit, with sufficient 
pipe tor average 
installation, lists at 
about $10.00. 





AMERICAN THERMO APPLIANCE CO 
Gratton, Wisconsin 


i | want to join the fast growing family of suc- 


1g poewret Feather Way dealers and distributors. } 
} lease send cata! d pri 
See your supplier or write us ' ; ++ oem ee ee ee 7 : 
| 
| } Store bs 
DRY-R-X COMPANY |= i cit State { 
5521 Code Ave., Minneapolis 10, Minn. | ; Distributor ' 
5 | bememenenanananen aman anenenes an enanasenes eames d 
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vould raise the cost of servicing, 


would fail to assure honesty and might 
impede the development of new busi- 


ness by requiring financial responsi 
bility tests. Eke urged instead that 
three steps be taken: (1) take a calm 


ind intelligent, look at the problem; 
ontinue educating servicemen 


ind (3) educate the public. 


Ihe Wichita meeting was a joint 
session of the local Appliance Dealers 
Assn. and NARDA 


New Service Manual 
A new 


COVCTINE 


comprehensive service man 
all models to date has 
sued by Sylvania Electric Prod 

Ihe manual supersedes three 
volumes issued 1949. 
Condensed and revised schematics, 
alignment procedures and 
replacement parts lists for all models 
through the 508-510 


ual 
bee lh i 
ucts Inc 
former since 


wave forms 


chassis 


are in- 
cluded, in addition to code changes 
in the bridge, chassis and model num 
bel 

In addition to the manual, Sylvania 


is Offering a 
ill Sylvania 
tion 


Onec-VCal 


1\ 


subscription to 


technical informa 


BOOK REVIEW 


“Mary Meade’s Magic Recipes For 
The Electric Blender,” 

by Ruth Ellen Church 
Bobbs-Merrill Co., Inc., 

New York City 





Authored by the well-known news 
paper food editor, Ruth Ellen Church, 
home Chicago 


economics editor, 


Pribune, under her pen name “Mary 
Meade’ this cookbook contains 
more than 500 recipes for preparing 
family meals and company refresh 
ments using the clectric blender 
described on the jacket of the 
book, this 1s not an exhaustive col 
lection of blender tricks and _ special 
dicts Inedible uses have been 
omitted and Mrs. Church, who is also 
i housewife, has confined her book 


to such practical electric blender ap 
plications as breads, muffins, 
cakes and waffles; a variety of 
ind vegetables; salad dressings and 
sauces; cakes, cookies and icings; dips, 


pan 
soups 


dunks” and spreads; desserts and two 
chapters of refreshing, palatable drinks 
suitable for old 


Re C pes 


and young 

modern 
include 
adding va 


written in a 
method and 
suggestions for 


arc 
step-by-step 
dozens of 
ricty to everyday menus 

The opening chapter, 
Blender” informa 
tion on what a blender can and cannot 
be expected to do, how to care for it 
ind how it for best results and 
how to make it pay for itself 

the book, which represents the 
latest in blender cookery research, is 
available at all bookstores for $3. It is 
also offered as a premium, of 
charge, to purchasers of the Osterizer 
liquefier-blender by the John Oster 
Mfg. Co., Racine, Wis. A special color 
display announcing this free offer is 
also available for all stores selling the 
Osterizer 


What Is A 


contains valuabl 


to use 


free 


MAY, 
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VAVE*2"° 
delivery 


SLIDES UPSTAIRS 
* 


S 


GOWNS Ta as 


ea 


in AND OUT OF 
TRUCKS 


} 
WITH THE PAYS] Y, 
APPLIANCE TRUCK 


Send one 
man 

























SAVE THE COST OF = eaxvea MAN 


: in Eas 3 
instead 
balances the load { ip or 
of two lown stairs or in and out of truck 
Has | nd ratchet type 
Rubber pads protect Large | 
whee x2 I r have 
rolled t 
k. Not 







$53.50 


4 
IT BALANCES THE LOAD 


COLSON EQuIPMENT & SUPPLY CO. 
1317 Willow Street + 


Los Angeles, Calif. 


what you WANT 


MODERN 


Compiste Line 
Top Pertormance 


Water 


It's MODERN today—for softeners that SELL! 





Because MODERN gives you . .. ao complete line, 
finest quolity materials and construction, exclusive 
features, dependable performance, profitable 
prices. Check MODERN—ond see! 


e Complete line—auto- . 
matic electric, single 
control, brine tank, 
and dry salt models 

e Domestic sizes from ° 
30,000 to 100,000 
grains capacity. Com- 
mercial sizes to 
1,000,000 grains 


Triple-duty minerals 
to soften, remove 
iron, filter out sed- 
iment 
Extra heavy gauge 
steel tanks, electric 
ally welded and hot 
dip galvanized inside 
and out. 
Attractive, clean- 
lined designs—hand 
nae finished in 
white baked enamel! 
Liberal 10-year writ- 
ten warranty 
Every unit priced for 
profits. 









WRITE FOR 
DETAILS 
AND PRICES 





MODERN WATER EQUIPMENT CO. 
Dupt. EM, West Chicago, Illinois 
WATER SOFTENERS + FILTERS + WATER HEATERS 
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ARBAGE DISPOSAL 
EEDS FLOW SWITCh 

















TIMELY INFORMATION FOR PLUMBERS AND INSTALLERS OF DISPOSAL UNITS 











EFFICIENT GRINDER 
OPERATION 

HAVE THE CORR 
FLOW OF WAT 


One of the newest labor-saving 
devices for housewives and one 
which has gained acceptance 
practically overnight is the gat- 
bage disposal unit, This accept 
ance, however, can be jeopard- 
ized if the unit does not give the 
performance and dependability 
expected by the consumer. 

All garbage disposal units are 
designed to give satisfactory serv- 
ice but they must be installed 
properly and precaution must be 
taken to assure the proper flow 
of water for efficient operation 
and to carry away the waste ma- 


Diagram at left shows typical installation of Disposal Unit with Penn Type 60 Flow 
Switch (shown at right) 


ELECTRICAL 
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TYPE 60 FLOW SWITCH DEVELOPED BY PENN 


Recommended by Major Manufacturers of Grinders 


Working in cooperation with 
leading designers of garbage dis- 
posal units, Penn engineers have 
developed an efficient Flow 
Switch which controls grinder 
operation by the amount of water 
flowing through the unit. Desig- 
nated as the Type 60, the Penn 
Flow Switch is recommended as a 
necessary part of the installation 
by major manufacturers of gar- 
bage disposal units. 

The Penn Type 60 prevents 
operation of the grinder motor 
until a predetermined amount of 
water is lowing through the unit, 
usually 1%4 gallons per minute. 
If this flow should decrease below 
the safe minimum rate during 


For complete informati 


on, ask your manufacturer or wh 


the operation, the Flow Sw itch 
will stop the grinder motor auto- 
matically. Thus, complete protec 
tion of the mechanism 1s assured 
at all times. 

Compact, but with generous 
wiring space, the dependable 
Type 60 is easy to install and gives 
the protection consumers want at 
a very low Cost. 


Type 60 Incorporates 


Designed and built by Penn, leading manvu- 
facturer of automatic controls, the Type 60 
Flow Switch incorporates the following de- 
sirable features: (1) Setting is unaffected by 
any change in liquid pressure; (2) Switch 
contains no packing glands; (3) Diaphragm 
actuating rod is made of copper alloy to 


terial. Manufacturers of these 
units have set a minimum flow of 
134 gallons of water per minute 
as required to flush out garbage. 
As a result, leading garbage dis- 
posal engineers recommend the 
use of a dependable flow switch 
to assure proper flow of water 
through the grinder before oper- 
ation is started as well as during 
the operation. For this reason, 
some city codes now require a 
flow switch on every Disposal 
Unit installation and other cities 
are contemplating similar codes. 


Seven Important Features 


which the rubber diaphragm is vulcanized; 
(4) Impeller is made of a non corrosive alloy 
which is highly resistant to erosion; (5) Switch 
will not appreciably reduce the flow of 
liquid; (6) May be mounted in any position; 
(7) Incorporates Penn service proved Magna- 
seal contact unit. 


olesaler of Disposal Units or write 


PENN CONTROLS, Inc., GosHEN, INDIANA 


FOR HEATING, REFRIGERATION, AIR CONDITION! 


1953 


Manufacturers of Automatic Controls 


NG, GAS APPLIANCES, P 


UMPS, AIR COMPRESSORS, ENGINES 








WILSON 


ZERO-SPRAY 
mILM COOLER 


Refrigeration Manufacturer 


Calls KLIXON Protectors 
Dependable Watchmen 


SMYRNA, DEL.: N. Arthur Stokesburg, Jr. of Wilson Refrigeration, 
Inc. knows from experience that KLIXON Protectors stop motor 
burnouts. 


“In our manufacturing of Milk Coolers and Farm Freezers we have 
had ample opportunity to observe the worth of Klixon Protectors, 
especially in rural areas where low voltage might occur — due to old 
wiring or wire of insufficient size to carry the load. We find that by 
using Klixon Protectors on all condensing units, we have a depend- 
able watchman night and day to protect the condensing unit motor 
from burning out.” 


KLIXON Protectors Build Customer 
Goodwill by Preventing Major Repair Costs 


The KLIXON Protectors, illustrated, are built into the 
motor by the motor manufacturer. In such equipment 
as refrigerators, oil burners, washing ma- 
chines, etc., they keep motors working by 














Manual preventing burnouts. If you would like 
Reset increased customer-preference, reduced 
service calls and minimized repairs and 
replacements, it will pay you well to ask 
Automatic for equipment with KLIXON Protectors. 
Reset 
> SPENCER THERMOSTAT 
LIxO Division of Metals & Controls Corp. 
aoe oe 2505 FOREST ST., ATTLEBORO, MASS. 
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MANUFACTURERS’ SALES 





Good News Again 


February production — like that in January — 
stays well ahead of 1952 levels; two month figures show 
every line but dishwashers ahead of last year 


DISHWASHERS... 


DRYERS, CLOTHES 


FREEZERS 


IRONERS 


RADIOS, HOME 


RADIOS, PORTABLE. 


RADIOS, AUTO 


RADIOS, CLOCK 


RANGES 


REFRIGERATORS. 


TELEVISION 





VACUUM CLEANERS Jan. 


WASHING 
MACHINES 


WATER HEATERS.... 


*WASHERS, IRONERS, DRYERS—Membership of American Home Laundry Mfrs. Assn.; 
Vacuum 


CLEANERS—lIndustry Estimate by 
Estimate 


MAY, 


Radio-Television Mfrs. Assn.; 


1953 

oe 9,470 
eb. 11,395 
2Mos. 20,865 
fn 62,260 
eb. 57,136 
2Mos. 119,396 
a 85,114 
eb. 83,494 
2Mos. 168,608 
= 24 395 
eb. 22,586 
2Mos. 46981 
Jan. 361,921 
Feb. 402,742 
2Mos. 764,663 
ee 93,962 
eb. 87,711 
2Mos. 181,673 
one 447,667 
eb. 491 ,062 
2Mos. 938,729 
Jan. 189,592 
Feb. 210,924 
2Mos. 400,156 
oe 109,240 
eb. 114,465 
2Mos. 223,705 
Jan. 347,047 
Feb. 377,605 
2Mos. 724652 
a 719,234 
eb. 730,597 
2 Mos. 1,449,831 
255,886 

eb. 246,007 
2Mos. 501,893 
= 277,309 
eb. 326,604 
2Mos. 603,913 
Jan. 48 292 


Cleane 


r Mfrs 


Assn.; 
ALL OTHERS—NEMA Members, Not Industry. 


1952 
14,448 
9,086 


23,534 


45,121 
44,540 


89,661 


44,147 
50,127 


94,274 
15,636 
17,630 
33,266 


288,723 
312,705 


601 ,428 


68,433 
72,866 


141,299 


195,147 
267,779 


462,926 


80,151 
106,103 


186,254 


80,826 
64,984 


145,810 


275,297 
277,986 


553,283 
404,932 
409,337 
814,269 


230,226 
235,936 


466,162 


213,998 
255,864 


469 862 


37,730 


% Change 
— 34.45% 
+ 25.41% 
— 11.34% 


+ 37.987, 
+ 28.28% 


t 33.16% 
+ 92.80% 
+ 66.56% 


+ 78.85% 


56.02% 
28.11% 


t+ 41.23% 


+ 25.35% 
+ 28.79% 


27.14% 
- 37.31% 
+ 20.37% 


+ 28.57% 


T 129.40' ( 
t+ 83.38%, 


+ 102.78 
+ 136.54, 
98.79% 


+114.84% 


35.15% 
76.14% 


53.42% 


26.06% 
35.849, 


- 30.97% 


+ 17.62% 
“ 78.48 ( 


+ 78.05% 
t 11.15% 
> 4.277, 
7.66% 
29.58% 
27.65%, 


28.53% 
+ 27.99% 


VACUUM 


RADIO TELEVISION—Industry 
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There’s GOLD For You In 


THE MOST COMPLETE LINE 























am operons ~ 
$ "Guaranteed by 
Good Housekeeping 
ior 





“~ 


“LADY 


ry 
45 avveansto 


JORDON” 
J-22. Holds over 700 “JORDON 
reshteace HOSTESS” 


J-16. Holds over 525 
Ibs. food 














with the 
GLAMOROUS 


“GOLD-TONE” 
UPRIGHT FREEZER 


Now, for the first time, Jordon proudly brings you a com- 
plete consumer line of upright freezers, chest freezers, 
room air conditioners and dehumidifiers—all prime ex- 
amples of why Jordon is the fastest growing name in the 
industry! Every product in this great new line is built for 
leadership—styled for sales—and packed with a tremen- 
dous profit potential for you! 
See the glamorous new Jordon Gold-Tone Freezer and 
you'll see 
BEAUTY THAT SELLS! Outside, rich Gold-Tone” trim on 
sparkling white enamel! Inside, striking accents of "'Gold- 
Tone" and cool, Arctic Blue! 
CONVENIENCE THAT SELLS! Exclusive! Jordon Juice Shelf! 
. Exclusive! "Stowaway" Dry Storage Bin!...and the 
ever-watchful “Lite-Guard” signal light. 
ECONOMY THAT SELLS! Every shelf a fast-freezing sur- 
face!... Exclusive ‘Seal-o-matic’’ Door aligns itself — 
seals itself!... plus 16 great new convenience and beauty 
features that take the freezer out of the basement and 
into the kitchen! 


{ GOLDEN OPPORTUNITIES 
1. BIGGER MARK-UPS! Bigger values! Big demand 


for all Jordon products! 


2. FINANCING! Complete, ready-made plan... De- 


signed to speed your sales! 


3. ADVERTISING! This year the biggest advertising 


campaign in Jordon history. Plus cooperative pro- 
gram, promotional helps! 


4. SALES TRAINING! Fast, effective sales training — 


plenty of sales aids! 


5. PERFORMANCE! Jordon sets new high in the entire 


field! Years ahead with advanced features your cus- 


tomers want! 











IF IT’S JORDON, | 


“TWIN LID" 
Chest Freezer 
TC-16. Feature 
mort styling; slid 
ing food basket 
compensating lid 





hinges; fast, efficient 
refrigeration. Holds 
ove: 600 Ibs. food 





"METROPOLITAN" 
hest Freezer 
TC-8. Has all the 
atures of Model 
TC-16. Neat, com 
t ideal for 
| families or 


1partment dwellers 


Holds over 300 IDs 
food 
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IT’S RELIABLE REFRIGERATION! " rit 


“JORDON 


58TH AND GRAYS AVE.—PHILA. 43, PENNA. 


NEW! 
. 
“STORE-MORE" 
Upright Food 
Freezer—CF-30 
For restaurants, 
farms or any ty 
place where 


large capacity 
and economy are 


NEW! 


Dehumidifier 
DE-11, Portable! 
Practical! Profitable! 





casters rolls from 
room to room. With 


stores, institutions, 
by 


eer neEW! 


Room Air Conditioner with 4-Way, 
Adjustable Air Flow 

New in design in practical effi 
ciency in greater profit margins 
for you!:Built to rigid Jordon stand 
ards to provide more cooling power 
for less money. % H.P. Cabinet in 
Gray Hommertone enamel 


ture from 8,000 cu 
ft. area in 24 hrs 


required 


On ball-bearing & 


draws 11 qts. mois- @ 
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How Good Housekeeping makes 
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Phew vow oe the ral 


Diary for a dishwasher 2) you can be sure 
he 





























spotlights these appliance brands 


This ad, in THE AMERICAN WEEKLY, 
May 214th, focuses attention on electrical appli- 
ance brands guaranteed* by GOOD HOUSE- 
KEEPING. It takes readers into the Good 
Housekeeping Institute and describes the way 
every brand is investigated there before it appears 
in GOOD HOUSEKEEPING. It explains why 
the Consumer’s Guaranty is so important in 


choosing appliances and... 


that have earned this Guaranty 


12,000,000 women readers are being told this GOOD HOUSEKEEPING 


story through the pages of these American Weekly newspapers: 


Albany Times-Union Detroit Times 


Baltimore American Los Angeles Examine) 


Boston Advertiser Miami Herald 


Buffalo Courier-Express Milwaukee Sentinel 


Chicago Herald-American New Orleans Item 
Cincinnati Enquirer New York Journal-American 
Cleveland Plain Dealer Philadelphia Bulletin 


Dallas Times Herald Pittsburgh Sun-Telegraph 


Retailers and Wholesalers: Run newspaper adver- 
tising to tie up with this promotion. Feature the display material 
GOOD HOUSEKEEPING supplies for point-of-sale use. Take ad- 


vantage of the great wave of increased interest in guaranteed brands. 


Manufacturers: Many retail stores are already planning 
promotions of appliances with the Guaranty Seal. If your national 
advertising is not generating this kind of retail action, let us tell! 
you more about GOOD HOUSEKEEPING. 


214 


a eo ae 
NY’ ‘ . 

) ° ‘oa se V\ 
Portland Oregonian YF \\ 
San Antonio Light ae «! 4 
San Francisco Examiner 


Seattle Post-Intelligencer 
St. Louis Globe Democrat 
St. Paul Pioneer Express 


Syracuse Herald-American 


Washington, D. C. Times-Herald 








AY 
St \ 
‘ 
For further information on how to take profit- 
able advantage of this influential promotion, write Harry 
Smith, Director of Electrical Appliance Merchandising, 


GOOD HOLSEKEEPING, 57th Street at 8th Avenue, 
New York 19, N. Y. 
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appliances 


When you see this seal 


- you can be sure 


The follosimg appl have heew recently: advertived in Good Housekeepine and have carned our Guaranty 





Natrona! Adequate Wiring Bureau 
National Sewing Machines 
Necch: Sewing Machines 

New Home Sewing Machines 
Niagara Deep Massage 

Norge Food Freezers 














Refriger niors 
i Admural Refrigerator Creneral Electr Seiwel- Top Electric and Gas Ranges 
* Teles mor Vacuum C leaner Auiomatic Washers 
Radios Gerty- Michigan Dishmaster Wringer Washers 
Home t reever Dishwasher Water Heaters 
blectnne Range Crubson Retrgerators 
Ream Ale Condmnan blectrie Ranges Omer Miner 
Sinaia Panache Seenaden Ostervzer 
Dehumiditers Air Conditioners Pacific-Mercury TY 
Air Way Sanitizor Vacuum Cleaner Hamilton Gas and Electric Paimer Coolers 
Amana Food # reezers Clothes Dryers Paragon defrost 
American Gaus Association Handyhet Portable Electric Piafl Sewing Machines 
American Kitchens Roto. Tra Clothes Washer Presto Vapor Steam tron 
Dishwasher Neture Juscis Deep- Fryer 
_ ~ “ga Matic Washer blectric Ioe Cream Freezer Quictréz Freezers 
lothes Dryer 
ited: settee Cheeladediin Hobart KuchenAw Food Preparer Raytheon TV 


' n Nn dish hy 
Floating Roll troner Mucha ear Diteadher RCA-Estate Gas & Eleciric Ranges 
ba - Hoover Vacuum Cleaners 


Spirat Dasher Washer Reveo Chill Chests 
Steam or Dry tron t 
pright Freezers 


ome Vacuum Cleaner 
<p sa Elecine Floor Polisher Rheem Automatic Water Heaters 


Waste: A-Matic Disposer 


Duuene Ruz Black Angus Rotisere and 

Bendix Duomatn Washer Dryer Dry tron Brower 

Televison and Radi Hotpomt Automatic Dishwashers Rival Steam-O- Matic Steam & Dry Iron 
Ben-Hur Freezers Ranges Broil-O-Mat Rotissere 
Calone Gas Ranges Refrigerators Fry-O-Mat Deep Fat Fryer 
Casco Steam or Dry tror Disposals Roper Gas Range 
Chryster Airtemp Aur Condivoning Water Heaters Automatic Gas Clothes Dryer 
Compac cuum Ch 7 tood Freezers 
oe ch hares spa eicsniinihr indies Shetland Floor Polishers 

Refrigerate Automatic Clothes Dryers err c psey 

Renin Rotary troners - nchen Waste-Eupeser 

antes ier Gasabiadioies Dehumidifiers unger Sewing Machines 

Sunbeam C offeemasier 

Crosley Shel ador Freezer Jordon Freezer 


Miamaster 


blectr ange 
. Rang Kelvinator Elecine Ranges 


vlomatr des 
- atts Onbwashor Electric Refrigerators 





Food Waste Disposers Spaene Oéaniens 
Shelvador Refrigeretors Llectric Water Heaters Mixmasier Jumor 
Room Air Condimenen Garbage Disposers Automatic Cooker and Deep 
tlectrn Water Heaters 
R Room Au Condimoners Fryer 
ween Blecine Dehumidifiers Egg Cooker 
Television Aulomatic Washers 
Culligan Soft Water Service and 1 Tappan Gas Ranges 
Equipment roners Temco Automatic Gas Clothes 
Chiornator Leonard Refrigerators Dryer 
Electric Ranges Time Defroster 


DeVilbiss Vaporizer 
D-Frost-O- Matic rt ‘ aaa Universal Coffeematic 
lectnec Water Heaters Jet 9 Vecuum Cleaner 


Jomesin Sewing Machine 
Dome e Mac Room Aw Condiioners 








Domimon Automatic Deep Fryer Garbage Disposers Vibrosage Electric Massager 
and Cooker Electric Dehumidifiers Victor Quick freezer 
Dulane Fryryte Automatic Deep Lewyt Vacuum Cleaners Dehumidifier 
Fryer Lindsay Automatic Water Sofiener Room Ai Conditioner 
Easy Spindner Washer LP-Gas Informauon Service Walker Electric ns 
Clothes Dryer Lux Minute Minder Clocks Warnng Biendor 
Eina Sewing Machines Manitowoc Upright Freezers Miner 
Enterprise toe Cream Freezer Marquette Refrigerators Welbit Gas and Electric Ranges 
tureka Roto- Matic Vacuum ( leaner Home Freesers Whuiripool Washers 
Filter Queen Vacuum Cleaner Electric and Gas Ranges Dryers 
Florence Gas & Electric Ranges Automatic Washers treners 
t ree- Westinghouse Sewing Dryers While “Water-Hotter” Automatic 
Machines troners Water Heaters 
F rigedaire Automatic Washer Water Heaters York -Shipley Air Conditioners 
Filtra-mane Dryer Maytag Washers Water Heaters 
Electric lroner Ranges jYounguown Kitchens Jet- Tower 
Electric Ranges freezers Dishwasher 
Refrigerators lroners Food Waste Disposer 


onstement’ CA wally. 
, 


Not alt products of all manufacturers bine: are advertned © and guaranteed by Good 
Housekeeping bar the complete tint of al! products gue ood Movseheeping 
end 10¢ Ww Deparment P. Goud Housekeepung. Minh A YWwny 


arts GOOD HOUSEKEEPING 


oy \ 
©? 4S apventist® were 





( 10,650,000 
$4) THE HOMEMAKERS’ BUREAU OF STANDARDS —9,0F+4+,000- 


Women know, the product 57th Street at 8th Avenue, New York 19,N.Y. readership 


that has it, earns it. per copy 
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Bendix Home Appliances, 
Division of Avco Corp. 





HECTOR J. DOWD 


has be Cll mack ot 
the appointment of Hector J. Dowd 
to the post of general manager of both 
the Bendix home appliances division, 
and also of the American Kitchens Di 
vision. Dowd, a vice-president of the 
company, and a former chairman of 
the board, replaces Judson §. Sayre 
who has resigned his former posts and 
will become a consultant to Avco 


Announcement 


Raytheon Television and 
Radio Corporation 





HENRY F. ARGENTO 


Announcement has been made of 
the appointment of Henry F. At 
gento as vice president and general 
manager of the corporation 
has been with 


Argento 
Raytheon since 1932, 
and had most recently the 
company as assistant vice president 
ind assistant manager of Raytheon’s 
power tube division 


SC rved 


Maytag Co. 


Announcement has been made of 
the appomtment of two new regional 
managers to serve in the New York 
City area. Fred Zeller, will serve as 
sales regional manager and Duane Hat 
sin will be service regional manager 
in the New York City territory of the 
company’s Newark branch. 

Other appointments include that 
of Robert Phinney, who becomes re 
gional manager in south central New 
York state; LeRoy Horsman, regional 
manager in northeast Arkansas and 
James W. Sargent, Jr., who takes over 
the duties of regional sales manager 
in St. Louis. 
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New Positions 





Ben-Hur Mfg. Co. 





MARTHA 8B. KIMBALL 


Martha B 
thie 
home 


Kimball has jomed Ben 
Ilur in post the 
firm's economics department. 
In addition to 
THOME 


of director ot 


home eco 
factory Miss 
Kimball will assist in developing met 


he iding 
research at the 
chandising aids for the company’s dis- 
ind dealer 


tributor 
Jordon Refrigerator Co. 
Morton II. Mordell, has 


been ap 


pointed as a sales representative for 
the company with a territory com 
prised of eastern Pennsylvania, south 
erm New Jerse ind the state of 
Delaware 


Automatic Washer Co. 





E. C. BECKSTROM 


Announcement has been made of 
six top echelon promotions. Named 
are the following: Merrill E. Murphy, 
former manager of quality control, be 
comes assistant to the president. Don 
W. Johnson is appointed a vice-presi 
dent and will retain his title of secre 
tary-treasurer. D. A. Rizor, who joined 
the company recently with the title of 
director of sales also becomes a vice 
president in the new appointments, 
while L. W. Nichols is named vice 
president in charge of manufacturing, 
and W. C. Bruckman, vice president 
in charge of engineering. Rounding 
out the list of appointees is E. C 
Beckstrom, named as advertising man- 
ager for the company. 


Knapp-Monarch Co. 





ROBERT S. KNAPP 


It was announced at a1 
ing of the company board of di 
rectors that Robert S. Knapp, formerly 
executive vice-president and sales man 
wer, ha 


ent mect 


been named to succeed his 


father as president of the Knapp 
Monarch ¢ ompan i. od Knapp, 
vho resigned as president has been 
clected chairman of the board. An 
nouncement was also made of the 
election of Mel E. Maurer as_ vice 


president in charge of manufacturing. 
Maurer was formerly manager of man 
ufacturing for the Hotpoint Company, 
and a vice president for the Nesco 
Company. G. W. Pitcher was elected 
ecretary of the company, while V. P. 


Ring has been re-clected as treasurer. 


McGraw Electric Co. 





DONALD E. ROETTGER 


Donald E. Roettger, formerly ad 
vertising and sales promotion man- 
ager for the Orange-Crush Company 
of Chicago, has been appointed ad- 
vertising manager of ‘loastmaster 
Products Division, McGraw Electric 
Co. In his capacity as advertising 
manager, Roettger will direct adver- 
tising not only for the company’s 
Toastmaster division, but also for the 
Manning-Bowman division, and for 
Tropic-Aire, Inc., a subsidiary. 


Dexter Company 


Wayne Dinsmore, Jr., has been 
named as assistant west coast regional 
sales manager for the company. 


MAY, 


sae PERO 48 


Moe Light, Inc. 





R. W. MINNETT 


Announcement has bec 
the appointment of R. W 
Jr., to the post of sales promotion and 
idvertising manager. Minnett’s ap 
pointment is a part of the over 
pansion program of the 


made of 


\Minnett, 


ill ex 
mmpany 


which includes the purchase of new 
manutacturing plants it Princeton, 
Kentucky and Los Angeles, California. 


Easy Washing Machine Co. 





ANDERS ANDERSON 


Five sales staff promotions and a 
new appointment have been an- 
nounced as part of a series of sales ex 
pansions by the company. In the first 
of these appointments Anders Ander- 
son has rejoined Easy as merchandise 
Anderson, 
service with Easy extended from 1923 
to 1943, returns to the company from 
Bendix Home Appliances where he 
was a divisional sales manage! 

In addition, Jack C. West has been 
promoted to the post of West Coast 
divisional manager succeeding 
Fred S. Fenton, retired. FE. C. Shar- 
row, takes over a like position with a 
territory consisting of the state of 
Ohio and portions of Kentucky and 
West Virginia. 

Another divisional manager promo- 
tion, in the northern New Jersey terri- 


counselor. whose previous 


sales 


tory was given to J. A. Grady. A. G. 
Herrick and R. S. English, former 


sales representatives in the territory 
have been appointed as district sales 
managers in that division. 

W. F. Gamer, who formerly held 
the position of district sales manager 
in the Sagiaaw, Michigan territory, 
will now serve in the same capacity 
in the Grand Rapids territorn 
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More people own 
Emerson brlables 
than any other brand! 222 








Emerson wasn’t just part of it— 
Emerson made it! Emerson not 
only produced portables— 
Emerson pioneered them! Yes, 
for 30 years—the leader—the 
big name in small radios! Today 
“merson puts those years of 
know-how into America’s smart- 
est portables. Tops in style, in 
performance and value. Promote 
them, for big profits in 53! 


a 


Port de 


¢. 








3-WAY MODEL 705: SO TINY, SO POWERFUL! 


Plays on AC, DC, or 
batteries. So compact, yet 
improved speaker gives it 
plus power without distor- 
tion. Special battery com- 
plement for 10 times more 


dial. Plastic cabinet in 
variety of colors. Small as a 
book, destined to be a “‘best- 
seller!”’ (Model 704, same as 
705, but battery-operated 
only. Weighs only 3% 
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playing time. Full vision pounds.) 























}/ 


POCKET-SIZE EMERSON MODEL 640 


Fits your pocket like a miniature camera. 
Tiny, light, it sells on sight. Has ‘“‘open-and- 
shut case.”’ Flip it open—it’s on! Snap it 
shut —it’s off! Full vision dial. Rich in tone, 


Zn 


power. 4}4x9 4x2”. 


* Reg. U. S. Pat. Off. 


IN MIND! 


THAT EMERSON 


IS THE LINE WITH THE DEALER 
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N. B. Williams, wholesale distributor, and President of 
Williams, Inc., 828 South Adams Street, Peoria, IIl., 
writes this about Ladies’ Home Journal’s Appliance 
Store Success Bulletin: 
“| would like to have fourteen 
of this ‘Success Bulletin’ for distribution 
to our wholesale salemen.” 


NOW! BECOME EXPERT AT 


RADIO-TELEVISION 


IN 4 EASY STEPS 


Complete Self-Training Library in RADIO and TELEVISION 
Prepared by Famous Experts—Starts From Scratch. Takes 
You by SIMPLE LOGICAL STEPS From Basic Theory to 
Advanced Problems of Repair, installation, Color TV, etc. 

























Essentials UNDER- 
of STAND 
Radio RADIO N°Y you can do ANY Radio 
TV installation, service, or 
repair job like an expert; operate 
feld- testing equipment ; understand 
problems of TV broadcasting, FM 
AM transmission, etc. You can 
step into a good-paying job—or 
start your own service buai- 


tall is clearly explained in over 
TWO THOUSAND PAGES of 
step-by-step instruction and over 
SIXTEEN HUNDRED “how-to 
do-it’’ illustrations, cross-section 
diagrams, etc. The review ques 
tions and answers ‘“‘nail down’ 


“ JA. FIX everything you learn. At-a-glance 
of Radio < 2 ness. And you can train your- ‘‘trouble-shooting’’ charts show 
Se e- “ RADIO self for your career AT how to diagnose instantly any 

rvicing HOME IN YOUR SPARE radio or TV breakdown. . . and 
" riMé . with the McGraw- how to repair it expertly and 

ee Py itt Radio and TV Servicing quickly 
Library. The library will pay for itself 
many times over. It can help you 
2296 Pages— qualify for FCC's ist-Class Li 


;{ UNDER- 
3| STAND 
| TV The men who wrote this 

complete 4-volume library 
are among the outstand 
ing radio and TV instruc 
tors in America today 
They are practical, shirt 
sleeved technicians. They 
know the questions jou 


cense test; gives an experienced 
technician more confidence, shows 
him new tricks. 


SEND NO MONEY 


Mal! coupon below to examine this 
complete four-volume i 

FREE for 10 days; then while you 
use it, send small monthly install 
ments until the price of $21.95 is 


Basic 1611 illustrations 


Television 


firsecless 
heonse 
10m 








want answered. very de paid 
Television / Fix | EPCs ee ee | 
Servicing | FREE 10-DAY TRIAL COUPON | 


McGRAW-HILL BOOK COMPANY, Inc. 
330 W. 42nd St., New York 36 


These 4 books can help you step brary 4 volumes, for 10 days’ examination on 
into a big-paying job or start your 


own business 


the books prove satis 


end me MeGraw-Hill's Radio and TV Servicing | 
approval ik ac . | 
will remit $1.95 in 10 days and $4.00 monthly 
mti! $21.05 is paid Otherwise I will return | 
books postpaid | 


ESSENTIALS GF RADIO, 800 pages, 435 Iilus 


Print) 
|... | 








ELEMENTS OF RADIO SERVICING, 475 FETT Pit tase? TANSRED SEND NOs eh weEeeNeTS | 
pages, 375 illus. City Zone State : | 
BASIC TELEVISION, 592 pages, 415 (lus. Sinianea | 
TELEVISION SERVICING, 429 pages, 398 | 
ius. | 
This offer applies to U Ss. ently | 
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NEW POSITIONS 





Nesco, Inc. 


of 


DUSINIESS Nesco, Ine : has 
Jam 
electrical appliance 





JAMES E. BOGAN 


\s part of it 


expanding it 


innounced program 
electrical apphanc 
appoimted 
manager of the 
Bogan, 


KE. Bogan, ile ; 
division. 


1 former merchandise manager for 
Hotpoint, Inc., will make his head 
quarters in the company exccutiv 


offices in Milwaukec 


Admiral Corporation 


pointed supervisor of 
cconomiusts for 
iccording to a 
nouncement Miss Van 
joins 
Inc., where sh« 
of product counselors in the 





VIRGINIA VAN NOSTRAND 


Virginia Van Nostrand ha 


been ap 
branch hom« 
\dmiral Corporation 
recent company an 
Nostrand 
Mills, 


supe TVIsOr 


Admiral from General 
served as 


home 


ervice department 


Westinghouse Electric Corp. 


Lowery as 
dishwashers and food waste disposers 
ind of W. M 
manager of water heater 
nounced by the 


Frank A 


manager of 


he appointments of 
merchandis« 
Sayre as merchandise 
has been an 
Both Low 


COM pal 


ery and Sayre will be responsible for 
the development and sale of the pat 


ticular appliance 


which have been 


assigned them. 


ments are 
Jr., 


tory 
MacGillivray 
iver for the electri 


Other recently announced appoint- 
that of red EF. Maguire, 
to the post of major appliance fe 
Ogden Ht. 
is eastern district man 


representative, and 


ippliance division 
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The Design is NEW 
the PRICE is the 
SAME 








Slim, only 6” deep, 
for tight corners, plus ex- 

tra height for easy breakover and 
load control. Sled type, box-braced 
tubular steel frame. Round sliding 
edges for easier movement up and 
down stairs, in and out of trucks. 
Two wide belts and 5” x 23” nose 
plate. Solid rubber wheels. Load ca- 
pacity 750 Ibs. All this, only $34.95 
f.o.b. Milwaukee. Ask your supplier. 


al eerie 


5518 W. RIVER PARKWAY, MILWAUKEE 13, WIS. 








more $$$ for 
FOOD PLAN 
OPERATORS 


Vow YOU, like thousands of 
others in this field from coast 
to coast, can equip YOUR 
SALES FORCE with the 
Magic Sales Plan and Visual 
Presentation Kit developed 
by Fred Nissle—“the father 


of food freezer selling”. 


These outstandingly power- 
ful sales aids are being pur- 
chased by the world’s largest 
appliance manufacturers, by 
distributors and dealers, as 
well as by food clubs. Don’t 
miss this opportunity to pyra- 
mid your sales. We guaran- 
tee complete satisfaction or 
money back. Supply limited. 


Write today for descriptive 
brochure M-5 


®@ Kits in handsome, long- 
wearing plastic zipper 


cases, $17.50 C.0.D 


The HOUSING 
FOUNDATION, Inc. 


New London, Conn 





MERCHANDISING 








Show your customers you're really dependable 
SERVICE GE SMALL APPLIANCES *! 


We provide 
service 
on all G-E 


small appliances | - 


= 


= 
I xh “Vall 


@) cones @ ace 








Uf ong 





If You Don’t Repair Appliances Yourself, You can increase sales and your customers keep 
: . ‘ their confidence in ‘ 
Let Authorized G-E Small Appliance Service wean eee 
Outlet Do It For You. MAKE YOUR STORE THE LOCAL HEADQUARTERS 


FOR G-E SMALL APPLIANCE SERVICE! 
To give customers good service—to be really de- 








xendable—simply send the G-E Appliance to be re- * 
ini to ak easel nial ait Outlet. ee — pense ita 
MIXERS CLOCKS COFFEE MAKERS 
Trained G-E Small Appliance servicemen do all IRONS FANS VACUUM CLEANERS 
the work. You get fast service and are charged only 








labor and parts at nominal cost. It’s easy. SEND FOR THIS FREE BOOKLET TODAY! 


Complete details on how to become a part of this service plan. 





HERE’S HOW THE SERVICE PLAN WORKS: Small Appliance Division—Dept. PS-1 4; 

1. Send the appliance to be repaired to a G-E Service Center or G-E fac- | General Elecivic Compeny ? ag 7 

trey-authorised Service Station. 1285 Boston Avenue, Bridgeport 2, Connecticut 
2. In a minimum of time, the appliance will be returned to you repaired. | : 
3. You deliver the repaired appliance to your customer and profit from | ' ae —— ab eer ee 

customer satisfaction PROFIT FROM CUSTOMER SERVICI 

SMALL APPLIANCE DIVISION | “ame 
| STREET. 
GENERAL i ee me 
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MAKES DELICIOUS ICE CREAM 
AUTOMATICALLY! 





ENTERPRISE 
home aicl 
ICE CREAM FREEZER 





- NO SALT! 
¢ NO ICE! 
¢ NO MESS! 


Can be used in any 
electric refrigerator 





<< ror > 
S7> Guaranteed b 
Good Housekeeping 
* wo, 







7 D> 
y 


ww 
45 soveonsio 





. $19.95 RETAIL 


FEDERAL TAX INCLUDED 


Here's the hottest selling sensa muss, fuss and bother of making it! 


The ENTERPRISE HOME. 


AID does the job automatically! 


tion on the electrical appliance 


market today!...Something house- 


wives have always wanted No tiresome, time-consuming 


delicious, old-fashioned, home 


hand cranking . no ice needed 


made ice cream—without all the 


no salt to mess with! 


Contact your distributor or write direct im- 
mediately for literature and full particulars 


Made by The ENTERPRISE MFG. CO. of PA. 


3RD & DAUPHIN STREETS . PHFLADELPHIA 33, PA. 























AREA SALES 
MANAGERS WANTED 


In building the field force which is selling the new 
Silent Automatic heating line to wholesalers, we now 
have several openings in the responsible position of 
area sales manager. These men will be the first in 
their territories to offer products of Timken Silent 
Automatic Division to the wholesale heating trade 


for resale through retailers. 


To qualify, applicants must have full experience 
in selling major hard goods to wholesalers in sizable 
territories. Familiarity with home heating, while de- 


sirable, is not essential. 
Applications, accompanied by complete resume of 


qualifications and personal history, should be mailed 


to: 


R. E. LOEBELL, National Sales Manager 


SILENT AUTOMATIC PRODUCTS 


Timken Silent Automatic Division, 


JACKSON, MICHIGAN. 
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NEW POSITIONS 





Webster-Chicago Corp. 





NORMAN C. OWEN 





HERBERT A. GUMZ 


Appointment of Herbert A. Gumz 
as executive vice president and Nor 
man C. Owen as vice president in 


‘charge of sales of the Webster-Chi 


cago Corporation has been announced. 
Gumz had beer vice president and 
acting general manager of Webcor 
since 1952, while Owen had previously 
served the company in the capacity 
of general sales manage 


Conlon-Moore Corp. 





DAL SIMPSON 


Announcement has been made of 
the appointment of Dal Simpson to 
the post of general sales manager of 
the company's Conlon division. Prior 
to taking over his new duties Simpson 
had held the post of regional man 
iger for Ironrite, In 


Camfield Manufacturing Co. 


B. I’. Stever has joined the Cam- 
field organization in the post of mann- 
facturers representative. Stever will 
headquarter in Syracuse, N. Y. 


MAY, 





Di a Pine aeecnacaien a ee a 


The MASTER Line 


OF HOME HAIR DRYERS 


HAS 
EVERYTHING 










795 


List Price 


THRIFTEE © © © © © © @ «@ 


for volume sales. 


Highest quality in low priced field. Beautiful 
plastic housing in gray, wine or beige. Hot 


or cold air. AC only. 
List Price (with chrome stand).... $7.95 


SUNNY @ @ @ e@ 


Maximum beauty and 
performance in its price 
range. Superior to dryers 
selling for much more. 
Three sun-splashed col- 


ors. AC or DOC. List 
Price (with chrome 
stand) $14.95 


UTILITY © © © © 


Professional performance 





at a minimum price. 
Portable use only. Hot 
or cold blast. Green 


hammerloid finish. Long 
trouble - free perform- 
ance. AC or DC. List 
Price $17.95 


GENERAL + * « * 


Utimate in perform- 
ance. Comes with de- 
tachable stand. Blue 
hammerloid metallic fin- 
ish. Hot or cold air 
blast. Sturdily built for 
long hard usage. AC 
or DC. List Price with 
$19.95 








chrome stand) 


ADMIRAL ¢ ¢ @ ® 


Tops in both beauty and 
performance. Acclaimed 
best on the market by 
thousand of users. Die 
Cast housing, sturdy AC 
DC motor, quiet fan 
Hot or cold blast. Com 
bination polished alumi 
num and plated finish 








List Price (with chrome 
stand) $21.95 


All Master hair dryers excle- 
sively equipped with famous 
PLASTURBO blower wheels. 
Alse mfrs. of the MAMCO 
HEAT GUN. See your dis- 
tributor or write... 










APPLIANCE 
MFG CO 


N 
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PEGG as oy ey ea 


Does magazine editorial 
sel] appliances? 








DEEPFREEZE thinks so! 


Ad Manager Bob Gilruth bought 20,000 
reprints of an appliance article from 


May McCall’s. 


Lots of SMART 
MERCHANDISERS 


think sq! So far in 1953, appliance 
manufacturers and public utilities have bought 
1,083,800 reprints of McCall’s 


appliance editorials. 





Here’s why: 
/ 
l They know that only a women’s 2 They know that only McCall’s does 


service magazine can consistently influ- this job so well. McCall’s has more 
ence family appliance purchases. appliance-selling editorial...more brand- 


selling appliance advertising than any 
other magazine for women. 


3rd largest of all magazines... eC | | 
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“Leaders in room 
Heaters since 1894” 


Cc 


Exclusive COLE **Tilt-A-Way” 


for easy cleaning. 


A complete line of both single and 


dual burner models. 


Glass lined (porcelain) 
heating units. 


Sold and serviced 
nationally thru 
leading Dis- 


tributors. 


Cabinet 






776-52 








‘ ul 
FOR Ezasy CLEANING 
Patent No. 2,241,025 


Write for catalog 


COLE HOT BLAST MANUFACTURING CO. 


3817-35 South Racine Avenue 





FIVE BOOKLETS TO HELP $ 
YOUR SALESMEN SELL? 





Fill out the coupon below, attach $1.00 
and mail today for this set of handy book 
lets on selling techniques. Only one set to 
a customer 


A SHORT COURSE IN SALESMANSHIP by 
J.C. Asprey, Packed with helpful suggestions on 
selling fundamentals. Over 300,000 copies sold 


Manoan. A remarkable philoso 
phy and approach to selling which 
simply cannot fail. Over 200,000 
copies sold 


stain | SELL BY GIVING by James I 


THE KNACK OF SELLING 
VOURSELF by James T. Man 
GAN. Every salesman must sell 
himself before he can sell any 
thing. This book blueprints the 
way. Over 300,000 copies sold 


HOW TO SELL QUALITY by 
J. C. Aspiey. Tested methods to 
overcome price objections and 
sell a quality product in a buyers 
market. Over 500,000 copies sold 


STEP OUT AND SELL by W. I 

Houter, former sales manager for 
Chevrolet. An inspiring book that 
packs a real punch, Over 250,000 
copies sold 





Each booklet averages 64 pages, size 4 x 6 
Practical, down to earth, and packing a wealth 
of help, millions of these booklets now used in 
training by some of the largest companies in all 
lines of business. 


DARTNELL 


MANAGEMENT TRAINING AIDS 
4654 Ravenswood Ave. Chicago 40, Ill. 


Send me the 5 booklets, $1.00 enclosed 
Name 

Firm 

Address 

City State 
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Chicago 9, Illinois 








GLAMORIZE 


YOUR DELIVERIES 


It shows what you think of your 
merchandise 


What it means to YOU 

@ Customers say “How nice you handle your 
television sets and appliances.” 

@ Customer does not look for scratches on 
these kind of deliveries 

@ Clean the sets in your store and set them 
in your customer’s house spotless 


IT PAYS BIG DIVIDENDS, ORDER 


TODAY 





301 TV 


Cover shown 


cut 


New #7 
180 17° Tube 

$51 21° Tube TV Tab. Model cover 12.50 
300 21° Console 20° top Wraparound cover (6.50 
301 Large Console TV 36° top Wraparound 18.95 


TV Tab. Model cover $9.50 


325 42° Comb. Hooded TV Cover 19.95 
200 4°-12° Refrig. Wraparound cover 22.95 
225 42° Range with 12° backrail pocket 22.95 
SOLD 300 Lb. Cap. E-ZEE-LIFT Hand. 

ting Kit 12.95 


100HD 1200 Lb. Cap. E-ZEE-LIFT 
Handling Kit 19 


" 


NEAL PRODUCTS CO. 
Mariboro 47, Mass 








SHOWS 











DEMONSTRATION of Delta power tools is set up with Bendix automatic 
Idea is to get homeowners using power tools right alongside of 
if the wife will allow it, that is 


dryer in its midst 
the appliances 


wasner 


Tools and Appliances? 


Do-It-Yourself show in New York displays power 
tools alongside of appliances and tool manufacturers 
eye appliance dealers as distribution outlets 


Power tools were shown alongsid 
of appliances in New York in March 
it the initial running of the “Do-It 
Yourself Show.”” And both the public 
and the tool people themselves 
icted well to the idea 

Basic appeal of the show was aimed 
it the growing market of homeowner 
doing their own repairs and odd-job 
work at home. Use of self applied tile, 
hang-it-vourself kitchen cabinets, tool 
shops to store in closets were among 
the exhibitions vying for the public’ 
favor 


of the ow has 
bookings lined up for other cities in 
the country with some manufacturers 
cager to contact the handyman about 
the house¢ \nd some of the power 
tools people seem inclined to sell the 
wares through appliance deal 


Reported succes 


Although power tool yresenta 
tives at the New York sho vcre not 
inclined to be quoted, they did show 
trong interest im apphia deal 
now selling their wares and those who 
might be interested in doing so in the 
future 





KITCHEN CABINETS were shown by Kelvinator, both set up in model kitchen and 
on demonstration model to show ease of hanging, plugging do-it-yourself angle 
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5 ft. and 10 ft. self-coupling 













immediate 
delivery 
from your 
Admiral 
distributor 





Television 
« 















The greatly increased need for outside antennas in new 

station areas has just about soaked up the supply of 

masts. Now Admiral is ready to help you meet the 

demand with these new 5 and 10 foot masts... 

available at once from your Admiral Distributor. 
Admiral’s huge production brings you these masts 

at the industry’s lowest prices. Finest quality, too... 

made of cold-rolled seamless steel tubing, heavily 

electrogalvanized for utmost rust resistance. Both 5 

and 10 foot masts are available with one end flared 

to take extensions... eliminates the need 

for separate mast couplers. Order from your 

Admiral Distributor by part number: 

























20 gauge 18 gauge 16 gauge 
5 ft. plain end M 40 
5 ft. flared end M 40A 
10 ft. plain end M 41 M 42 M 43 
10 ft. flared end M 41A M 42A M 43A 


Admiral Corporation, Accessories and 
Equipment Division, Chicago 47, Ill. 
A COMPLETE LINE OF ADMIRAL TV ANTENNAS . . . NOW AVAILABLE Medinn. YOUR ADMIRAL a 
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WIRE 
HARNESSES 


to meet the most 
rigid specifications! 


We invite inquiries on government 
and civilian work on harnesses, cord 
sets, cables and other wire and wire 
products. 


Our plant-tacility brochure is 
Available upon request. 





NMG TK ODL 


WIRE & SUPPLY Co 


90d « Chicago 18 





Solves the Problem of 
Mailing List Maintenance! 


Probably no other orgenteation le os 
well vipped as McGraw-Hill pe 
solve the complicated problem 
list maintenance during Wie rte 
of unparalleled change In | 1) 
personne!. 


McGraw-Hill Melting, Lists cover 
most major industries, They are com 
lied from exclusive sources, and ere 
Posed on hundreds of thousands of 
mall questionnaires and the reperts 
of « nation-wide field staff. All names 
are queranteed accurate %. 


When planning your direct mall 
advertising and sales promoties, eee 
sider this unique ard econom — 
lee In relation to your product, Detelis 
on request. 


dor Reautye 














mae a 
Mo GRAW-HILL | 
DIAECT MAIL LIST SERVERS 


McGraw-Hill Publishing Ce., lac, 


DIRECT MAIL DIVISION 











oe West 42nd St., New York, 16, & Y¥, 
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Memo to Utilities 


PANHERE was a new note in the air at last 
Gone Chicago sales conference of the 
idison Institute. After years of worrving 
about capacity shortages, limited supplies of 
generating and distribution equipment and 
related problems of a guns-and-butter economy 
the assembled hundreds of utility sales execu 
tives were finally discussing the need for selling 
their service 
here was a natural pointing with pride to the 
olid achievements of the industry and predictions 
of even greater things to come. EEI’s president 
B. L. England said that the industry will have 
double the generating capacity by the end of 1955 
than it had in 1945 (from 50 million kw. to 115 
million kw.) and that in the next ten years will 
build new power supply facilities equivalent to 
today’s entire industry. During those next ten 
vears, he predicted that average annual residential 





onsumption would rise from its present 2,169 
kw.-hrs. to about 5,000 kw.-hrs. due to the “variety 
ind quantity” of existing appliances and the ex 
eptional level of prosperity in the nation 


\ 7 ELL, if vou are going to double the residen 
tial load it might be pertinent to inquire 
what contributions the utilities are prepared to 
make, other than the obvious one of providing 
service at the point of use. ‘Their contribution to 
even the present 2,169-kw.-hr. use figure can hardly 
be called commensurate with the annual revenuc 
such a figure represents. One EET speaker pointed 
out, for instance that the residential revenue of 
utilities in a single year was greater than the 
wholesale dollar volume of appliances sold. While 
the utilities are pointing with pride at the growing 
rate of domestic consumption, they might re 
member that it is the manufacturers who design, 
engineer and produce the “variety and quantity” 
of current-consuming devices. It is the manufac- 
turers who spend millions of dollars creating pub 
lic acceptance for those products through adver 
tising and promotion. And it is the great national 
network of distributors and dealers who sell them 
In a word, it is the industry which is building 
their load 
The war and post-war years, of course, brought 
cnormous complications to the utilities. When 
appliances were out of production, or on alloca 
tion, their sales staffs were disbanded, promotion 
curtailed and, in some areas, even the use of load 
building devices was discouraged. The problem 
lav in meeting demands, not in creating them 


With some notable exceptions, those sales staffs, 
have never been rebuilt; the promotions have 
never been resumed. Sales-wise, the utilities have 
been in a state of hibernation. But if they hope 
to double their domestic load in the years ahead, 
is it not reasonable to except them to once again 
take a more active part in the market-building 
process? 


TER all, significant marketing changes have 
4% taken place in the post-war years, while the 
utilities have been doing their engineering and 
financial homework. Some fourteen million new 
domestic customers have been added to the lines; 
millions of new homes have been built and a host 
of new devices—freezers, dryers, dishwashers, gat 
bage disposers, automatic washers, blankets and 
television—have been introduced. A smoothly 
functioning AGA-GAMA combination in the gas 
industry has taken the promotional play away from 
the electric industry; bottled gas has seduced mil 
lions of rural and suburban customers and tied 
down cooking and water-heating loads we had 
blandly earmarked for “future cultivation.” Price 
demoralization and the steady decline in creative 
elling at distributor and dealer levels have brought 
in their wake a rash of fast-buck opportunists who 
are becoming increasingly intrenched in distribu 
tive channels. Progressive failures of legitimate 
dealers threaten to dump a massive service prob 
lem in utility laps. The list is endless and poses a 
real challenge to the electric utility industry. 

Because they have been and could once again 
be a balancing and stabilizing influence in their 
respective communities, If they sell direct to the 
customer, they can set an example of creative 
selling and price maintenance. If they elect to 
promote through distributors and dealers, they 
can help formulate the rules and, in effect, “sales 
manage” their areas to create new markets for the 
trade and build their own domestic load. They 
can do a much-needed job of gaining acceptance 
for the new, low-saturation devices. ‘They can 
help subsidize high installation costs. They can 
make greater use of their home service depart 
ments to insure customer satisfaction. They can 
help in the training of sales personnel. And they 
can aggressively compete for loads that have been 
going by default to competing fuels. Again the 
list is endless 

Ihe new interest at the EEI meeting in selling 
the utility's service augers well. But vou don’t 
double domestic load by making speeches 


Bear Ants Are, 7 


i prror 
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2. FAST! No long washing, rinsing cycle 
to wait for. Quick push or pull swings the Lovell 
Instinctive wringer to the next operating posi- 
tion. No groping for a lock lever. 


4. CLEAN AND GENTLE! Dirt normally 
remaining in clothes is gently squeezed out by 
Lovell’s Pressure-Cleansing action. Resilient 
rolls are kind to delicate fabrics, won't jam 


Ppa half of all washers sold in 1952 had 
wringers. 12 million women chose them over 
other types. They’re still your bread and butter, as 


they always have been. 


For an extra slice of the bread and butter, display 
and demonstrate wringer-washers with Lovell wring- 
ers. Women know the Lovell name. Let them know 
it’s on your washers. Then wrap up the sale with 


Lovell’s seven big sales points. 


1. LOW COST! Customers like the 
smaller price tag on washers equipped with 
Lovell wringers. And the fact that they also 
save on soap, hot water, electricity and repairs. 


3. DOES HEAVY LIFTING! Conveyor 
action of a Lovell wringer does 90% of the 
heavy lifting. No more worries about wash- 
day backaches. 


5. SAFE! Lovell Instinctive wringers give 
AUTOMATIC SAFETY! A gentle pull on clothes 


zippers or break buttons. 


or a push on the frame releases roll pressure 
on Lovell’s new “62” wringer. Just a slight pull 
stops rolls instantly on Lovell’s famous “77”. 


6. CONVENIENT! With a Lovell- 
equipped washer you can start with dainty 
things, end up with overalls, all in the same 
suds. Set washing and rinsing time to suit 
yourself. 


7. BUILT TO WORK BETTER, LAST 
LONGER! 


“GUARDED TOP” DESIGN gives added protection. 


POWER ELECTRIC ROLLS, 3 rubber layers give 
right cleansing pressure. 

HARDWOOD BEARINGS never need oiling, won't 
stain wash. 


SINGLE LEAF SPRING gives balanced pressure. 


ALL-STEEL H-TYPE FRAME prevents twisting or 
breaking. 


LOVELL MFG. CO. e ERIE, PA. 


Als el ¢ gas and electr Drying S 





in get her wash done quickest with 
ina ti f the ‘ moOoinatton 
ts less than she thinks 


gle EQUIPPED 
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Now! Room Air Conditioners 


| |’ RE IS ANOTHER Kelvinator sales opportunity for retailers two 
new Kelvinator Room Air Conditioners (14 GR. 


These new Kelvinator Room Air Conditioners are designed to pro- 


and . Capacities). 


vide maximum cooling with minimum operating and installation costs. 
They 


plumbing or drain connections . . . 


fit into virtually any home or office window and require no 


operate off standard 115 or 230-volt 
brackets can be quickly 
window sill. the unit placed in position and plugged in. . . 
In fact. 


current. Special mounting attached to the 


matter of minutes. the entire installation is done from inside 








Join the Kelvinator Parade! 


the room. Units are richly styled and blend iInconspicuously into any 
filter 


without drafts! 


interior decorative scheme . . . cool. and circulate fresh outside 


air to any part of the room 

You ll find these new Kelvinator Room Air Conditioners offer extra- 
value features typical of every product in the new. expanded Kelvin- 
ator line... features that 


are causing more and more families to join 


the Kelvinator Parade to Better Living. And how ean vou. specifically, 
benefit by this trend to Kelvinator? Just drop us a line and we'll be 


vlad to tell you. in confidence! 


# 
JOIN THE hMehznatovz PARADE TO BETTER BUSINESS! 


ne 


+ 
RETAIL. KING | 
Fey! | 


‘i — a 
AN ADEQUATE 
MARKET 


PROVED 
SELLING AIDS 


REFRIGERATORS « RANGES © FREEZERS « WASHERS AND IRONERS ¢ WATER HEATERS e« DEHUMIDIFIERS © KITCHEN CABINETS © SINKS « 


QUALITY 


“ELECTRO-DRAIN” GARBAGE DISPOSERS « ROOM AIR CONDITIONERS 











